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We  salute  our  color  technicians 
for  the  fine  teamwork  and  top 
quality  color  reproduction  that 
ties  for  the  No.  1  spot  in  Editor 
and  Publisher's  1 967  contest  for 
black  and  three  color  ROP  adver¬ 
tising.  In  equal  measure  we  thank 
our  advertisers  for  the  opportu¬ 
nity  to  tell  their  stories  at  their 
colorful  best. 

The  Chicago  Daily  News 


.  1-' 

■ 

Of  8  newspapers  that  are  growing  with  color, 
7  use  Goss  letterpress  and  offset  presses. 


Congratulations  to  1967’s  ROP  Color  Contest  Winners: 

Arizona  Daily  Star  •  Dallas  Times-Herald  •  Holland  Evening  Sentinel 
Fredericksburg  Free  Lance  Star  •  Houston  Chronicle  •  Chicago  Daily  News  •  Indianapolis  Star 


THE  GOSS  COMPANY 
l^.MIEHLE-GOSS-DEXTER.  INC. 

5601  West  31st  St.,  Chicago,  Illinois  60650 


SPECTACOLOR  ; 


Our  “Firsts”  and  “Red  Letter  Days”  seem  to  be 
happening  with  greater  regularity.  The  Free 
Press  was  the  No.  1  user  of  SpectaColor  in  the 
country  already.  Then  on  Thursday,  August  3, 
1967,  we  came  up  with  another  “first”.  The  edi¬ 
tion  of  the  Detroit  Free  Press  on  that  day  con¬ 
tained  four  pages  of  SpectaColor,  run  in  a 
“collect”  run  rather  than  a  straight  run. 

This  historic  breakthrough  now  makes  it 
possible  to  handle  SpectaColor  any  day  of  the 
week  when  printed  “collect”.  Many  newspapers 
were  watching  this  test,  and  we  wanted  you  to 
share  our  enthusiasm  over  its  success.  If  you’d 
like  to  find  out  more  about  our  latest  “first”, 
write  Elving  N.  Anderson,  Advertising  Director,  or 
W.  C.  Coddington,  Production  Superintendent, 
Detroit  Free  Press,  Detroit,  Michigan  48231. 

DcttoU  4free  Vxcss 

THE  ACTION  PAPER 


Represented  by  Moloney,  Regan  A  Schmitt 

ONE  OF  A  SERIES  TO  BETTER  ACQUAINT  YOU  WITH  THE  FAMILY  OF  KNIGHT  NEWSPAPERS 

Akron  Beacon  Journal  •  Charlotte  News  •  Charlotte  Observer  •  Detroit  Free  Press  •  Miami  Herald  •  Tallahassee  Democrat 


Are  you 
considering: 

Modernization?  . 
Expansion  ? 

New  Plant  ? 

If  so,  Lockwood  Greene’s  40  years’  experience 
in  servingthe  newspaper  and  publishing  industry 
can  be  of  value  to  you. 

Our  services  include: 

i 

Economic  Feasibility  Studies 
Advance  Planning 
Site  Selection 
Sketch  Plans 
Outline  Specifications 
Budget  Estimates 
Working  Drawings 
Specifications 

Evaluation  of  Contractors  Bids 
Preparation  of  Builders  Contract 
Various  construction  services 

Sendfor  our  new  brochure.  ' 

LOCKWOOD 

GREKNE 

ENGINEERS,  INC. 

NEW  YORK,  N.Y.  10017  200  Park  Ave.,  Pan  Am  Buildmg 

SPARTANBURG,  S.  C.  BOSTON,  MASS.  ATLANTA,  GA. 


EDITOR  &  PUBLISHER  CALENDAR 

OCTOBER 

1-4— International  Newspaper  Promotion  Association.  Central  region. 
Ramada  Inn,  Peoria. 

4- 7 — National  Conference  of  Editorial  Writers,  Ramada  Inn,  Nashville. 

6-8 — Pacific  Newspaper  Mechanical  Conference,  Westward  Ho,  Phoenix. 

8-9 — Northern  States  Circulation  Managers  Association.  Fargo,  N.D. 

8-11 — International  Newspaper  Promotion  Association,  Southern  Region, 
Stouffer's  Inn,  Louisville. 

8-11 — Western  Classified  Advertising  Association.  Mission  Inn,  Riverside, 
Calif. 

8-14— National  Newspaper  Week. 

8-20 — API  seminar  for  classified  advertising  managers.  Columbia  Univer¬ 
sity,  New  York. 

12 — New  Jersey  Press  Association  science  news  seminar.  Rutgers  University, 
New  Brunswick,  N.J. 

12-14— Illinois  Press  Association.  Holiday  Inn-East,  Springfield. 

12-14 — Oregon-Washington  AP  Association,  Eugene,  Ore. 

12- 14 — Northwest  Daily  Press  Association.  Hilton  Hotel,  St.  Paul,  Minn. 

13- 14— Community  Newspaper  Conference.  U.  of  Wisconsin,  Madison. 

13- 20 — Inter-American  Press  Association.  Dorado  Beach  Hotel.  San  Juan. 

14- 15 — Associated  Press  Society  of  Ohio.  Sheraton  Hotel,  Cleveland. 

15- 17 — Southern  Newspaper  Publishers  Association.  The  Broadmoor,  Colo¬ 
rado  Springs,  Colorado. 

15-17 — Inland  Daily  Press  Association.  Drake  Hotel,  Chicago. 

15- 18 — International  Newspaper  Promotion  Association,  Western  regional. 
Executive  House,  Scottsdale,  Arizona. 

16- 17 — Illinois  AP  Editors  Association.  Sheraton-Blackstone  Hotel,  Chicago. 

1 7- 20— Associated  Press  Managing  Editors  Association.  Palmer  House, 
Chicago. 

18- 19 — Audit  Bureau  of  Circulations.  Royal  York  Hotel,  Toronto. 

19- 21 — Pennsylvania  Newspaper  Publishers  Association.  Marriott  Motor  Inn, 
Philadelphia. 

19- 21 — New  York  State  Advertising  Managers  Bureau.  Holiday  Inn, 
Schnectady,  N.Y. 

20- 22 — Ohio  Newspaper  Women's  Association.  Sheraton  Gibson.  Cincinnati. 

22-24 — Mid-Atlantic  Circulation  Managers  Association.  Blockade  Runner, 

Wrightsville  Beach,  N.C. 

22-24— Ohio  Circulation  Managers  Association.  Sheraton  Columbus  Motor 
Inn,  Columbus,  O. 

22-25 — International  Newspaper  Promotion  Association.  Eastern  region. 
Pocono  Manor  Inn,  Pocono  Manor,  Pa. 

22-25 — Institute  of  Newspaper  Controllers  and  Finance  Officers,  Chase- 
Park  Plaza  Hotel,  St.  Louis. 

24-28 — National  Newspaper  Association.  Meeting  and  trade  show. 

Schroeder  Hotel,  Milwaukee. 

26- 27 — New  Jersey  Press  Association.  Newspaper  Institute.  Molly  Pitcher 
Hotel,  Red  Bank.  N.J. 

27 -  Symposium  on  Business  Journalism.  University  of  Missouri,  Columbia, 
Mo. 

28- 29 — UPl  Newspapers  of  Louisiana.  Downtowner  Motor  Hotel,  New  Or¬ 
leans. 

29- 31 — New  York  State  AP  Association.  Hotel  Warwick,  New  York  City. 

NOVEMBER 

3-4— AP  Association  of  Florida.  Key  Wester,  Key  West,  Florida. 

5- 7 — Texas  Circulation  Managers'  Association.  Sheraton  Hotel,  Dallas. 

5-17 — API  Seminar  for  Women's  Page  Editors.  Columbia  University,  New 
York. 

10-12 — Rocky  Mountain  Mechanical  Conference.  Brown  Palace  Hotel, 
Denver. 

13- 15 — Public  Relations  Society  of  America.  Bellevue-Stratford  Hotel, 
Philadelphia. 

14- 15 — Advertising  Research  Foundation.  New  York  Hilton  Hotel,  New 
York  City. 

15- 16 — International  Federation  of  Publishers  and  Editors  (FIEJ)  Technical 
Conference,  Paris  and  Miami,  Fla. 

15- 18 — Sigma  Delta  Chi  national  convention.  MInneapolis-St.  Paul. 

16- 18 — Florida  Press  Association.  St.  Lucie  Country  Club,  St.  Lucie,  Florida. 

18 —  Texas  Press  Association.  News  clinic.  Texas  Technological  College,  Lub¬ 
bock. 

19- 20 — Kansas  and  Missouri  AP  Members.  Hotel  Muehlebach,  Kansas  City, 
Mo. 


Vol.  100.  No.  39  Sei>lem>)er  30.  1967.  Editor  &  Publisher  The  Fourth  Estate  i> 
Iiublished  every  Saturday  by  Editor  &  Publisher  Co.  Editorial  and  business 
offices  at  S.IO  Third  Ave.,  New  York,  N.  Y.  10022.  Cable  address:  ‘‘Eklpub.  New 
York."  (Publication  offices  34  North  Crystal  St..  East  Stroudsburic.  Pa.)  Sec¬ 
ond  class  postajre  paid  at  East  StroudsburR,  Pa.  Titles  patented  and  Registered 
and  contents  copyrighted  ®  1967  by  Editor  &  Publisher  Co.,  Inc.  All  rights 
reserved.  Annual  subscription  $6.50  in  ITnited  States  and  possessions,  and  in 
Canada.  All  other  countries,  $10.00.  Payment  in  sterling  may  be  made  to 
Elitor  &  Publisher.  "External  Account."  Chemical  Bank  New  York  Trust 
Company.  2513  Moorgate,  London,  E.  C.  2,  England. 

Postmaster:  if  undeliverexl,  please  send  form  3579  to  Eklitor  &  Publisher  Co., 
Inc.,  S50  Third  Avenue,  New  York,  N.  Y.  10022. 
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No  rule  says  that 
Justice  Department 
appointees  must 
read  this  newspaper. 


AngeLs '  Mcdlolhlin  Stofu*  Matx.  .7-0,  on  2-Hitter~Pg.  DI 

IK  (H)ctDtt6hilljt0«|)05t  fife 


liar  Group  Propoaea  | 
Prt^ani  to  Reform  !  i 
ai^hington  Coorta 

K^part* a  Moiar  PwiUn  j  ' 


§-:¥^l-iata«3r. 

-■yf-inaiiar! 


(but  they  all  do) 


At  Justice,  as  well  as  at  many  other  government  departments, 
The  Washington  Post  has  100%  readership  among  key  officials. 

Throughout  official  Washington,  in  fact,  reading  The  Post  is  the 
rule.  Ninety-five  percent  of  all  top  appointees- plus  virtually 
every  Congressman -read  it  regularly. 

This  is  important  to  the  corporate  advertiser,  because  it  means 
that  his  message  goes  to  the  people  he  wants  most  to  reach. 

But  The  Post  is  equally  important  to  any  advertiser.  It  is  read  in 
3  out  of  5  families  and  reaches  50%  more  Washington  area 
people  than  are  reached  by  any  other  newspaper. 

The  Washington  Post . . .  first  with  the  few  who  have  to  know 
. . .  first  with  the  many  who  want  to  know. 


Mirriii  nfftt 

Mtll 

lirie  due  it 
slHiMir. . . 


That's  what  The  Plain  Dealer's  nearly  400,000  daily 
subscribers  had  for  breakfast  over  the  last  Labor  Day 
weekend. 

For  years  we  tried  to  shock  our  readers  into  driving  sen¬ 
sibly,  but  instead  they  just  went  on,  aimlessly  slaughtering 
one  another.  So  on  Saturday,  September  2,  we  leveled 

our  big  gun  at  them  and  gave  them  a  broadside  with  our 
entire  page  one.  A  screaming  banner  headline  coldly 
explained,  "1,637,000  KILLED  IN  TRAFFIC".  Under 
that  a  six-column  photograph  of  the  Jayne  Mansfield 
accident  provided  the  real  shock.  Stories  on  page  one 
and  inside  the  paper  hammered  away  at  one  theme, 
"Drive  safely  and  live". 

We  don't  want  to  make  our  readers  ill  every  morning  with 
the  gore  of  traffic  fatalities,  but  we  do  have  a  responsibil¬ 
ity  to  our  community.  A  responsibility  that  goes  beyond 
reporting  the  news.  A  responsibility  to  help  our  readers 
live  full  lives.  Responsibility  to  our  readers  is  an  everyday 
event  with 

TkMDeakr 

National  reps:  Cresmer,  Woodward,  O'Mara  &  Ormsbee  •  For  travel:  The  Corfield  Co. 
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The  ALBUQUERQUE  PRESS  CLUB  on  Nov.  4  presents 
award-winning  newsmen  with  “Gorillas” — figurines  of  goril¬ 
las  complete  with  turned-up  hats  and  pad  and  pencil  in  hand — 

or  paw . Don  Riggenbach,  Lincoln  County  bureau  chief. 

Roswell  ( N.  M.)  Daily  Record,  writes  a  weekly  column  he  calls 
“Lincoln  County  Rigamarole.”  ....  David  L.  Brown,  managing 
editor  of  publications,  National  Society  for  Crippled  Children 
and  Adults.  Chicago,  writes:  “I’ve  noticed  reference  in  vour 
column  to  candidates  for  ‘youngest  editor’  title,  so  here’s  mv 
personal  nomination.  At  the  age  of  19,  I  was  news  editor  of 
the  Brookfield  ( Mo. )  Daily  ISIeivs-Bulletin,  a  five-day-a-week 
newspaj)er  of  about  4,.5()0  circulation.  The  staff  included  a  re¬ 
porter-photographer,  a  part-time  sports  writer,  a  society  editor, 
some  dozen  or  more  country  correspondents  and  a  noisy  .\P 
teletype  machine  which  usually  broke  down  about  the  time 
the  day’s  major  news  stories  started  to  move.  My  tenure  there 
was  limited  to  the  summer  of  1960—1  was  between  my  junior 
and  senior  years  at  the  University  of  Missouri.  1  was  hired  to 
stand  in  for  Editor  Tom  Hartman,  who  had  gone  for  five 
\ears  or  so  without  a  vacation  and  who  decided  to  lake  the 
whole  summer  olT  to  even  the  balance  sheet.” 


Reporters:  Them  and  Me 

Newspaper  reporters  on  Iv  s<-reens 
Interview  sultans,  kintrs  ami  queens, 

.And  so  do  I.  My  eiirrent  set>up 
Is  eonkie  queen  of  a  Itrownie  troop. 

Reporters  in  movies  are  all  exotie, 

Ilypnotie,  despotie,  erotie,  quixotic. 

Rut  I'm  nenrolie.  M_>  by-lined  views 
Summarize  the  il<»^  show  news. 

— Mary  Peebles,  C.anlan  Repttsilnry 

— Editor  A.  Smyser,  Honolulu  Slar-Bullelin,  writes:  “You 
might  like  to  know  how'  the  new  editor  of  the  Pillshur^h  Press 
came  to  he  named  John  Troan  instead  of  John  Troanovitch, 
which  was  his  name  when  the  Press  first  liired  him  in  1941. 
City  Editor  Larry  Fagan  was  a  lovable,  blustery  boss  who 
used  to  shout  his  profanities  and  calls  for  rewrite  men  in  similar 
tones  of  voice,  rroanovitch  kept  thinking  calls  about  Son-of-a- 
Hitch  were  for  him  to  the  point  that  Fagan  decreed  he  should 
drop  the  ‘ovitch’  from  his  name.  John  finally  liked  the  change 
so  well  he  made  it  legal.”  Speaking  of  Larry  Fagan,  the  retired 
<ity  editor  of  the  Pittsburgh  Press,  Victor  Free,  that  paper's 
retired  managing  editor,  tenders  him  apologies  bir  ibis  verse: 

Owed  To  A  City  Editor 

The  ('.ily  Editor’s  face  was  tense. 

His  slomaeli  uleer  bowling. 

The  deadline  20  minules  lienee 
.And  copy  readers  si-owling. 

Tbe  rewrite  man  stared  at  bis  notes 
Witb  typing  bands  akimbo. 

His  miml  still  wrestling  witb  bis  quotes 
The  story's  lead  in  limbo. 

The  C.  E.’s  temper  flared  at  lust 
In  language  sharp  and  biting; 

He  snarled  and  said  “Get  going,  fast — 

“Quit  thinking  and  start  writing.” — Victor  Free 

— Heady  heads:  “Hippies  Hit  Hamburg  Highbrows'  Ilangaul 
— Hittsburgh  Past-Gazeltp;  “Do  History  Books  Myth  The  Point?" 
— Indianapttlig  ISetcs;  ...  Columnist  Charles  MeHarry,  Neir  York 
Daily  /Vetes,  reports:  “A  eolunin  in  Sweep,  the  Sanitation  Depart¬ 
ment  publication  is  titled  “Collector's  Items.''  ...  A  letter  from 
an  editor  asking  if  his  publication  was  properly  addressed  wat 
received  amid  chuckles  by  the  staff  of  Dial  Tone,  eompany  paper 
of  IR'estern  Electric’s  Indianapolis  Wiirks.  The  address  read 
“l>  I  .Allone”  and  the  salutation  inside  was  “Dear  Mr.  Allone. 

EDITOR  &  PUBLISHER  for  September  30,  196" 
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The  image  of  Huntsville  extends  far 
beyond  the  moon  .  .  .  out  into  space  .  .  . 
beyond  the  earthly  confines  of  Alabama 

...  the  U.  S _ the  world!  As  “hardware 

center"  for  the  space  age,  Huntsville 
products  have  travelled  further  than  any 
others,  and  have  created  a  new  multi¬ 
million  dollar  market  on  earth. 

This  space  impact  is  translated  into 
surging  sales  .  .  .  explosive  population 
growth  .  .  .  technical  and  cultural' 
sophistication  of  national  magnitude 
and  a  growing  sales  record  of  astro¬ 
nomical  proportions! 

And  it's  all  yours  .  .  .  reach  it  .  .  .  sell  it 
every  day  thru  the  HUNTSVILLE  TIMES 
. . .  the  BIG  medium  in  one  of  the  South's 
fastest  growing  markets. 


HUNTSVILLE 

TIMES 


Ropro^spnlod  nationally  by  MOLONEY  REGAN  &  SCHMITT 
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editorial 


Newspaper  Week  Thought 

Thk  raleiulai  reminds  ns  tiiai  Newspaper  W'eck  observance  is 
scheduled  lor  October  S-1 1.  While  there  are  some  publishers  and 
editors,  who  hold  to  the  view  that  no  special  ‘‘Week”  is  needed  to 
spur  public  interest  in  newspapers,  there  are  hundreds  more  who  give 
wholehearted  su|)port  to  their  promotion  progiams.  Perhaps  a  lew 
more  Innn-tooters  can  be  retruited  by  giving  space  here  to  remarks 
made  by  Robert  M.  Hitt  Jr.,  eilitor  of  the  Charleston  (S.C.)  Post,  at 
tite  lulicon  meetings  in  San  Fraiu  isto. 

.\fter  noting  that  he  hadti't  telcbrated  Newspaper  W'eek  in  eight  or 
more  years,  Hitt  declaietl; 

".Maybe  this  year  1  will  shoot  oil  a  (otiple  of  skyrockets  jtist  to  rc- 
mitul  the  neighbors  that  we  are  keeping  vigil  ottt  there  on  the  ram¬ 
parts  of  freedom;  that  we  are.  bv  tradition,  the  community’s  alarm 
clock,  ready  to  ring  out  and  wake  itj)  tlie  whole  town  if  things  start 
going  wrong.  That’s  what  we  try  to  do  and  I  think  most  of  us  do  it 
rather  well,  though  we  can  never  be  (omplacent. 

“No  man  is  always  right.  .\  iiewspa|>er  editor  is  not  etidowed  with 
more  wisdom  than  other  men.  But  in  one  major  respect  he  is  different. 
Bet  ause  wc  nutst  live  in  a  goldfish  bowl,  because  what  we  think  is  laid 
down  in  indelible  ink  for  evervlmdy  to  read,  we  cannot  conveniently 
avoid  our  resjjonsibilities,  nor  can  we  lorever  straddle  the  fence  on 
important  issues. 

“.V  free  newspa)>er  must  be  free  to  l)e  right  and  free  to  be  wrong. 
It  must  be  free  to  win  the  respect  of  its  readers  and  free  to  l)e  ignored. 
It  must  Ire  free  to  pursue  a  profit  and  it  must  be  free  to  go  bankrupt 
if  it  fails  in  its  duty  of  serving  the  public.  That  is,  indeed,  a  powerful 
lot  of  freedom  but  there  just  simj}ly  isn’t  any  other  way  to  have  a 
free  press.” 


That  Was  Close! 

WiiKX  the  Clonstittitional  Ca)nvention  in  New  York  State  defeated 
a  pro|)osal  to  write  into  the  new  (onstitution  a  limitation  on 
newspa|>er  publication  of  crime  infoiination,  that  was  g<x)d  news. 
But  when  we  reatl  that  the  measure  was  defeated  by  oidy  8.^  to  55  it 
was  disturbing. 

.\n  amendment  to  the  State  Bill  of  Rights,  projxrsed  Ity  a  .Manhattan 
Surrogate  Judge,  would  have  limited  newspaper  publication  to  the 
name  and  address  of  a  person  accused  ol  a  crime  until  evidence  was 
presented  at  trial.  It  is  alarming  to  think  that  55  eminent  New 
Yorkers,  entrusted  with  the  delicate  task  of  moderni/ing  the  State 
(’.onstitution,  could  not  see  the  basic  conllict  of  that  proposal  with  the 
guarantee  of  a  free  press  which  is  written  into  the  first  paragraph  of 
that  document. 

.\ny  constitutional  cpialification  of  freedom  woidd  automatically 
negate  the  guarantee. 

.\n  original  proponent  of  the  New  \'ork  amendment  changed  his 
mind  at  the  last  minute  saying:  "This  is  something  that  should  not  be 
IcKked  in  the  Constitution.” 

He  was  absolutely  right,  and  if  will  go  clown  as  the  masterful  under¬ 
statement  of  the  week. 
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shnll  seek  me,  ami  find  me,  iifieii 
re  searrh  for  me  irilh  nil  your  henrt." 
Jeremiah  2*f;I  H 

Editor  &  Publisher 

®  THE  FOURTH  ESTATI 


The  Oldest  Publishers'  and  Advertisers' 
Newspaper  in  America 

With  which  has  bean  merged:  The  Journeliit 
established  March  22,  1884;  Newspaperdom 
established  March,  1892;  the  Fourth  Estate 
March  I,  1894;  Editor  &  Publisher,  June  29, 
1901;  Advertising,  January  22,  1925. 

Jamas  Wright  Brown 
Publisher,  Chairman  of  Board,  1912-1959 
Publisher  and  Editor 
Robert  U.  Brown 
General  Manager 
James  W.  Brown 

Executive  Editor,  Jerome  H.  Walker,  Associates, 
Tony  Brenna,  Ray  Erwin,  Richard  Friedman, 
Edward  Rapetti. 

Advertising  News,  Jerome  H.  Walker,  Jr.. 

Advertising  Manager,  Ferdinand  Taubner;  Ad¬ 
vertising  Production  Manager,  Bernadette 
Borries. 

Ass't  to  the  Publisher  and  Promotion  Manager, 
George  Wilt. 

Circulation  Director,  George  S.  McBride. 

Classifiod  Advertising  Manager,  John  Johnson. 
Librarian,  Jeanne  Colbert. 

Marketing  and  Research  Manager,  Albert  E 

Weis. 

General  Offices — 850  Third  Avenue,  Now  York, 
N.  Y.  10022  Phone:  212-752-7050.  TWX  212- 
867-7289. 

Treasurer,  William  J.  Teresky. 

BUREAUS 

Chicago:  Gerald  B.  Healey,  Midwest  Editor. 
Harry  B.  Mullinix,  Grant  Biddle,  Advertising 
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THE  LIBRARY 

Surprising  and  dismaying,  to  say  the 
least,  was  the  loose  definition  of  a  “news¬ 
paper  library”  by  Mabel  S.  Johnson  of  the 
Chicago  Tribune  in  her  letter  (Sept.  16) 
claiming  the  first  newspaper  library  in¬ 
stallation  and  use  of  Lektrievers  in  North 
.America. 

She  refers  to  her  operation  as  a  “news¬ 
paper  library”  after  specifying  that  it  a 
“rather  special  research  and  marketing 
library.”  She  compares  it  to  the  vast  and 
varied  operations  of  the  newspaper  librar¬ 
ies  at  Newsday  and  the  Vancouver  Sun 
and  Province. 

When  the  publishers  in  Garden  City  and 
V'ancouver  refer  to  their  “newspaper 
library”,  they  mean  the  library  which 
handles  the  information  requests  of  all 
departments  within  their  newspaper,  but, 
primarily,  the  news  and  editorial  depart¬ 
ments — not  a  limited  use  library. 

Some  oldtimers  may  still  call  the  “news¬ 
paper  library”  a  “morgue”,  although  it  is 
now  much-alive,  vigorous  and  more  in-^ 
elusive — containing  clippings,  cuts,  photos, 
artwork,  maps,  books,  pamphlets,  etc., 
those  items  vital  to  the  backgrounding 
and  publishing  of  the  modern  daily  news¬ 
paper. 

A  specialized  and  necessarily  limited 
research  and  marketing  library  of  a  metro¬ 
politan  newspaper,  although  it  performs 
an  important  mission,  hardly  meets  the 
universal  definition  of  “newspaper  li¬ 
brary.”  Neither  in  scope,  frequency  of 
use  under  news  deadline  demands  and 
pressures,  necessary  high  retrieval  speed 
nor  in  mass  storage  demands. 

The  American  Press  Institute  has  also 
defined  a  “newspaper  library”  thusly, 
judging  from  its  literature  and  those 
persons  at  its  recent  newspaper  librarians 
seminar.  Margaret  Crabb  of  Vancouver 
and  Andrew  Ippolito  of  Newsday  were 
there.  Both  are  also  oflBcers  of  the  News¬ 
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paper  Division  of  the  Social  Libraries 
.Association.  No  research  and  marketing 
librarians  of  newspapers  were  selected  to 
attend  or  lectured  at  API  and  none  are 
Newspaper  Division  officers. 

Remington-Rand,  with  whom  I  have 
been  dealing  for  more  than  two  years  in 
regard  to  Lektriever  use,  has  acknowl¬ 
edged  only  the  New  York  and  British 
Columbia  installations  as  its  bona  fide 
“newspaper  library”  users.  This  manu¬ 
facturer,  which  has  researched  and  sur¬ 
veyed  the  newspaper  library  field  for 
many  years,  certainly  knovvs  what  a 
“newspaper  library”  is. 

So,  when  all  the  claims  of  Lektriever 
firsts  are  analyzed,  they  boil  down  to 
these: 

First  newspaper  library  in  North  Amer¬ 
ica — The  Press  Library  of  the  Vancouver 
Sun  and  Province. 

First  newspaper  library  in  United 
States — Meusday. 

First  research  and  marketing  library  of 
a  newspaper  in  North  America — Chicago 
Tribune. 

All  concerned  should  be  happy  now. 

Next,  we'll  see  who  has  the  best  Lek¬ 
triever  operation  after  we  at  the  St.  Peters- 
Hurg  Times  and  Evening  Independent  com- 
l>lete  our  installation  of  the  biggest  and 
most  advanced  Lektriever  models  in  any 
newspaper  library  anywhere — and  of  any 
definition — late  next  year. 

Meanwhile,  we  thank  all  who  have  pio¬ 
neered  in  this  phase  of  newspaper  tech¬ 
nology.  They  have  made  it  easier  for  us 
to  try  to  be  the  best  newspaper  library  in 
the  tradition  of  “Florida’s  Best  News¬ 
papers.” 

JAMES  S.  SCOFIELD 

(Mr.  Scofield  is  chief  librarian  at  the 
St.  Petersburg  Times  and  Evening  In¬ 
dependent.) 


Short  Takes 

“Carl  Sandburg  was  able  to  communi¬ 
cate  the  restless  energy  that  has  vital¬ 
ized,  stimulated  and  degraded  our  na¬ 
tion,”  President  Johnson  said. — Wash¬ 
ington  (D.  C.)  Post. 

• 

Mrs.  Johnson,  daughter  Lynda  and 
Mrs.  Humphrey  were  there,  too.  Five 
photographers  were  on  hand  for  a  two- 
minute  pitcher-taking  session.  Then  Mr. 
Johnson  answered  questions. — Grand 
Fords  (N.  D.)  Herald. 

• 

The  U.  S.  Patient  Office  has  struggled 
for  two  decades  just  to  keep  its  head 
above  the  mountain  of  paperwork  gen¬ 
erated  by  a  growing  army  of  inventors 
and  gadget-makers. — Augusta  (Ga.) 
Herald. 

• 

The  gay-clergy  House  of  Deputies  took 
up  another  liberalizing  measure — to  al¬ 
low  the  seating  of  women. — Palo  Alto 
(Calif.)  Tunes. 

0 

Union  Chief’s  Court  Upholds  Slander 
Suit. — San  Francisco  (Calif.)  Examiner. 
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^nd  Cutler-Hammer 
can  start 
automation 
paying-off 
for  you  now! 


Soon  you  can  automate  virtually  the  entire  production  and 
circulation  departments  of  your  newspaper. 

Right  now,  Cutler-Hammer  offers  you  all  the  equipment 
you  need  for  complete  mailroom/circulation  automation. 

And  we’re  out  front  in  production-control  equipment  too. 

In  fact,  we  offer  you  the  most  complete  line  of  advanced 
equipment  in  the  entire  newspaper  field.  Take  a  look. 

Production  Control 

Cutler-Hammer  System  255  is  a  complete 
production  control  system  which  moni¬ 
tors  your  entire  production  operation, 
from  editorial  to  delivery. 

It  is  modular  in  design  for  application 
in  large  or  small  newspapers,  and  can 
readily  be  expanded  as  you  automate 
more  fully. 

In  addition  to  coordinating  produc¬ 
tion,  the  system  can  also  provide  data  for  maintenance,  statis¬ 
tical,  and  accounting  purposes. 

Press  Drives  And  Accessories 

Cutler-Hammer  builds  four  types  of  press  drives  to  meet 
any  new-installation  or  modernization  need. 

Most  advanced  is  the  SCR  Webmaster  Unit  Drive— the 
most  reliable  and  efficient  high-performance  press  drive  ever 
built.  Fully  unitized,  each  panel  contains  all  the  components 
needed  for  independent  operation,  minimizing  the  possibility  of 
shutdown.  Hundreds  of  these  drive  units  are  now  in  operation. 

Other  Cutler-Hammer  Webmaster 
press  drives  are  the  SCR  Group  Drive, 
and  AC  Unit  and  Group  drives.  Each 
is  designed  and  built  to  newspaper- 
industry  standards  to  provide  the  ulti¬ 
mate  in  performance  for  a  drive  of 
its  type. 

A  full  line  of  press  accessories  is 
available,  too:  push-button  stations, 
web-break  detectors,  web  severing  de¬ 
vices,  web  selector  switches,  and  cyl¬ 
inder  and  folder  brakes. 

Ink  Suppression  System 

Cutler-Hammer’s  new  D-MIST  ink  suppression  system  keeps 
pressrooms  clean,  reduces  air-handling  costs  and  improves 
working  conditions. 

The  near  95%  efficiency  of  D-MIST  also  eliminates  fire 
hazards  caused  by  ink  in  ducts  and  on  room  surfaces. 

The  Systems  Engineered  Mailroom 

Cutler-Hammer  has  supplied  most  of  the  “systems  engi¬ 
neered”  mailrooms,  from  the  very  simple  to  the  most  complex. 

This  concept  means  that  your  newspaper  can  go  untouched 
from  the  time  the  rolls  of  newsprint  are  put  on  the  press, 
until  the  addressed  bundles  are  stacked,  on  the  delivery  truck. 

Equipment  like  our  conveyors,  counter-stackers,  stack  trans¬ 
fer  units,  bottom  wrappers  and  tying-machine  feeders,  chutes, 
truck  loaders,  and  dispatch  consoles  can  bring  this  to  reality. 

And  the  final  link  to  circulation  department  automation  is 
our  counter-stacker  card  programmer  which  directs  prepara¬ 
tion  and  labeling  of  odd-count 
bundles  at  press-running  speeds. 

We  Back  What  We  Sellf 

To  provide  you  with  the  best  ap¬ 
plication  help  possible,  we  recently 
tripled  our  staff  of  Newspaper  In¬ 
dustry  Sales  Engineers,  and 
backed  them  with  expanded  head¬ 
quarters  support. 

And  our  24-hour  parts  and  field 
service  system  constantly  guards 
your  investment  in  reliability. 

Talk  soon  with  your  Cutler-Hammer  Printing  Industry 
Sales  Engineer.  He’s  ready  to  help  develop  a  planned  approach 
to  newspaper  automation  best  suited  to  your  operation. 


OUTLER'HAMMER 
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Milwaukee,  Wisconsin  53201 


(tljc^'cUt  JJork  (times  sells  space 

New  York  is  no  easy  pickin's.  It's  where  quarters  for  agencymen  in  New  York . . . 


you  earn  it  the  hard  way,  if  you're  go¬ 
ing  to  earn  it  at  all.  The  price  is  high, 
but  so  is  the  profit.  Which  is  why  The 
C  hristian  Science  Monitor  comes  to 
New  York  to  sell  space.  Through  regu¬ 
lar  advertising  like  this  in  The  New 
York  Times.  Why  The  Times?  Good 
reason:  it's  dailv  trade  news  head- 


where  more  advertising  is  billed  lhan 
in  the  next  13  markets  comhined.  Ask 
for  full  details:  The  New  York  Times. 
Media  Advertising  Department. 
229  West  43d  Street.  New  York.  N.Y. 
10036;  Tel.  (212)  556-1455. 
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Chicago  Paper  Prepared 
For  Circulation  Tussle 

Daily  News  Boosting  Features, 

Changing  Type,  Expanding  Color 


lly  Gerald  B.  Healey 

Chicago 

For  the  past  10  days  the 
CIticaffo  Daily  News  has  been 
teasing  its  readers  with  an¬ 
nouncements  of  new  features 
starting  Oct.  2. 

Actually,  it  was  only  part  of 
the  story  of  a  complete  face¬ 
lifting  operation  conducted  by 
William  P.  Steven,  up  from 
Houston  where  he  was  editor  of 
the  Field  Science  Service,  to 
an  assignment  in  the  news  de¬ 
partment  with  the  title  of  vice- 
president,  and  Roy  Fisher,  who 
became  editor  on  Jan.  3,  1966. 


What  they  vision  as  a  vast 
rejuvenation  of  the  Daily  News 
in  the  face  of  declining  edition 
sales  and  a  torrid  circulation 
battle  with  the  Tribune  Com¬ 
pany’s  evening  American  ex¬ 
tends  all  the  way  through  new 
body  and  headline  type  to  pyra¬ 
miding  of  ads  to  make  for  easier 
reading.  The  new  features  add 
up  to  32,  including  an  expanded 
women’s  section  and  highlighted 
by  the  full  resources  of  the  fea¬ 
ture  staff  in  turning  out  a  sec¬ 
tion  called  Woman’s  Wednesday. 

Fisher  sees  that  Daily  News 


as  liecoming  “a  more  useful, 
lively  and  informativ'e  news¬ 
paper;  more  fun,  more  modern 
and  easier  to  read,  yet  retaining 
everything  that  has  made  the 
Daily  News  Chicago’s  leading 
afternoon  newspaper.” 

Steven,  who  gained  a  reputa¬ 
tion  for  innovations  and  policy 
differences  when  he  edited  the 
Minneapolis  (Minn.)  Star  and 
Tribune  and  the  Houston  Chron¬ 
icle,  put  it  this  way : 

“We’re  escalating  the  combat 
(with  the  American).  We’re  all 
hawks  around  here  and  with 
this  attitude  we’ll  have  a  better 
paper  that  will  reach  a  wider 
audience  in  more  depth.  We’re 
enriching  the  paper  in  every 
department.” 

He  talked  about  Woman’s 
Wednesday  telling  how  it  would 
l)e  in  tabloid  format,  printed  in 
advance  and  distributed  to 


dealers  for  stuffing  in  the  regu¬ 
lar  Wednesday  editions. 

“This  will  provide  women 
with  a  magazine  once  a  week 
for  10  cents,  one  every  bit  as 
good  as  a  lot  of  magazines  that 
sell  for  50  cents  and  only  come 
out  once  a  month,”  Steven  said. 

Women’s  pages  on  other  days 
of  the  week  will  also  be  given 
some  fresh  “zip,”  Steven  said, 
with  practical  emphasis  on  how 
the  homemaker  can  “be  helped 
by  home  features  and  enjoy  it 
more.  Besides,  the  improved 
women’s  pages  and  W’ Oman’s 
Wednesday  will  get  us  closer  to 
the  places  where  women  shop.  It 
moves  ads  and  news  into  the 
shopping  centers  they  patron¬ 
ize.” 

The  entire  paper  will  be  re¬ 
sectioned  and  spot  color  editorial 
will  come  in  for  wider  use. 

The  Daily  News  has  been  in 
four  sections — general  news, 
women’s,  sports  and  financial. 
The  new  face  will  show  four 
“front”  pages  of  general  news 
and  “people’s  pages,”  while 
sports  and  financial  will  be  in  a 
single  section.  Numerous  sur¬ 
veys  have  shown  that  reader 
(Cotitinued  on  page  95) 


Winners  of  E&P  Color  Awards  in  This  Issue 


The  winners  of  Editor  &  Pub¬ 
lisher’s  11th  annual  color  adver¬ 
tising  contest  are  announced  in 
this  ROP  Color  Awards  Edi¬ 
tion.  (See  pages  17-2i). 

Top  awards  for  quality  letter- 
press  reproduction  of  national 
run-of-paper  color  ads  went  to 
newspapers  in  three  circulation 
classifications.  A  new  award  was 
given  this  year  to  a  color  ad 
appearing  in  a  daily  newspaper 
printed  on  offset  press. 

Advertisers  and  advertising 
agencies  won  awards  for  creat¬ 
ing  outstanding  ROP  and  pre¬ 
printed  color  ads  that  ran  in 
newspapers. 

Trophies  and  plaques  were 
presented  to  the  winners  Sept. 
29  by  Robert  U.  Brown,  editor 
and  publisher  of  E&P,  at  a 
luncheon  co-sponsored  by  this 
publication  and  the  American 
Association  of  Newspaper  Rep¬ 
resentatives.  The  scene  of  the 
presentation  was  the  Starlight 
Ballroom  in  the  Waldorf-As¬ 
toria  Hotel.  Scores  of  advertis¬ 
ing  agency  media  buyers  and 
other  personnel  were  guests. 

Each  newspaper  judged  to 
have  the  best  letterpress-printed 
ROP  national  color  ad  received 
a  plaque.  Certificates  were  given 


to  the  advertising  agency  that 
prepared  the  winning  ad  sub¬ 
mitted  by  the  new’spaper. 

In  the  Creative  Category,  tro¬ 
phies  went  to  each  advertiser 
and  ad  agency  for  their  winning 
entry  while  certificates  were 
presented  to  the  agency  art  di¬ 
rector  who  worked  on  the  ad.  An 
additional  award  was  made  to 
newspapers  in  each  circulation 
group  for  having  submitted  the 
best  creative  ad  in  the  retail 
category. 

Following  the  presentation  of 
awards,  John  P.  Carmichael, 
sports  editor  and  “Barber  Shop” 
columnist  of  the  Chicago  Daily 
News,  spoke. 

Agency  production  and  art  ex¬ 
ecutives  served  on  this  year’s 
judging  panel.  The  Art  Di¬ 
rectors’  Club  and  the  Advertis¬ 
ing  Agency  Production  Club  of 
New  York  again  assisted  E&P 
in  the  selection  of  juries. 

Judges  for  the  Reproduction 
category  were: 

Frank  Anthon  —  J.  Walter 
Thompson. 

Nat  Cohen — Altman-Stroller- 
Chalk  Advertising. 

Edward  Walsh  —  Norman, 
Craig  &  Kummel. 
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James  J.  Connelly  —  West, 
Weir  &  Bartel. 

Bob  Steiner — Young  &  Rubi- 
cam, 

Eugene  Kuris — Smith  Green¬ 
land. 

Irving  Levine — Pampel  &  As¬ 
sociates. 

Mel  Lewis — Grey  Advertis¬ 
ing. 

Judging  Creativity  were  the 
following : 

Gene  Grayson  —  OgiU'y  & 
Mather. 

Martin  Rifkin  —  Hicks  & 
Griest. 

Jack  Reilly  —  J.  Walter 
Thompson. 

Hanno  Fuchs — Young  &  Rub- 
icam. 

Rick  Levine  —  Wells  Rich 
Greene. 

The  contest  drew  entries  from 
nearly  every  daily  newspaper 
printing  color  in  North  Amer¬ 
ica.  Many  of  the  major  advertis¬ 
ers  and  advertising  agencies 
were  represented  in  the  national 
creativity  competition  as  were 
all  the  important  department 
stores  in  the  retail  creativity 
category.  The  total  number  of 
entries  was  2,836.  The  ads  ap¬ 
peared  in  newspapers  between 


June  1,  1966  and  May  31,  1967. 

The  separate  award  for  offset 
reproduction  was  made  this  year 
because  the  judges  felt  it  unfair 
to  have  offset  competing  against 
letterpress.  The  contest’s  color 
committee  is  considering  a  new 
classification  for  offset  dailies. 
Also  under  consideration  is  a 
new  award  classification  for 
creative  use  of  editorial  color,  a 
growing  trend  in  daily  newspa¬ 
pers. 


John  P.  Carmichael 
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Circulation  Studies 
Prepare  for  Changes 


Chicago 

Use  of  research  to  solve  news¬ 
paper  circulation  promotion 
problems  is  so  log^ical  systematic¬ 
ally  and  factually  that  it  is 
gaining  wide  acceptance. 

Yet  research  in  this  sphere 
has  not  been  as  pronounced  as 
in  production,  editorial  or  adver¬ 
tising,  according  to  C.  Brooks 
Smeeton,  professor  of  adver¬ 
tising  and  consultant  for  the 
Milwaukee  Journal  Company. 

The  Journal  has  been  practic¬ 
ally  applying  research  in  cir¬ 
culation,  or  marketing,  as  pre¬ 
ferred  by  Prof.  Smeeton,  and 
he  explained  what’s  been  going 
on  to  the  Central  States  Circu¬ 
lation  Managers  Association 
conference. 

Overall  objectives  were  to 
consider  the  whole  subject  of  a 
changing  population  and  the 
questions  of  what  kind  of  news- 
papeis  will  be  needed  to  appeal 
to  the  changing  Milwaukee  and 
Wisconsin  market. 

Others  were  what  changes 
will  there  be  in  demographic 
characteristics  of  the  market 
and  how  will  these  changes 
affect  the  company’s  operations 
and  product. 

Cuiiiniillec  Active 

Through  a  product  planning 
and  improvements  committee, 
the  Journal  and  Sentinel  has 

l)een  considering  whether  the 
papers  are  living  up  to  their 
main  reason  for  lieing — as  the 
source  of  news  of  all  kinds  and 
the  total  information  medium 
for  its  readers — or  is  this  the 
main  reason  for  being? 

Into  this  context  have  come 
consideration  of  possible  shifts 
in  consumer  preference  and 
usage  patterns,  education  and 
occupation,  and  to  what  extent 
the  Journal  an<l  Sentinel  create 
a  l)ond  of  confidence  lietween 
the  readers  and  the  newspapers. 

In  the  circulation  area,  the 
committee  is  attempting  to  de¬ 
termine: 

1)  Beyond  the  12.")-mile  area, 
how  important  is  afternoon  de¬ 
livery  in  holding  Journal  cus¬ 
tomers?  Would  these  people  just 
as  soon  have  the  paper  the 
following  morning?  How  much 
business  would  be  lost  if  a 
.switch  was  made  to  morning 
delivery? 

2)  How  effective  would  direct 
mail  solicitation  lie  in  increasing 
circulation  of  l)oth  newspapers? 

3)  Would  methods  of  other 
industries  to  promote  sales 
prove  effective? 

4)  Is  the  price  of  the  product 


right?  Too  high?  Too  low?  Com¬ 
petitive  with  other  sources  of 
news? 

5)  How  can  delivery  be 
speeded  and  can  circulation  rate 
structure  be  lieneficially  changed, 
possibilities  of  satellite  print¬ 
ing? 

Findings  DiM-usscil 

Warren  Engstrom,  market 
research  manager  of  the  Journal 
Company,  discussed  the  findings 
and  significant  highlights  of  cir¬ 
culation  department  promotion 
experiments  and  the  projects  in 
progress. 

“One  of  the  questions  not 
openly  asked,’’  he  said,  “is  what 
would  happen  to  the  total  cir¬ 
culation  of  a  newspaper  if  all 
selling  efforts  by  the  circulation 
department  were  eliminated? 
The  question  is  like  asking  if 
the  liver  or  the  heart  is  the  most 
important  organ  of  the  human 
body. 

“We’ve  talked  to  both  research 
and  circulation  people  on  other 
newspapers,  and  we  find  that 
there  is  a  reluctance  on  the  part 
of  both  to  cooperate.  This  is  not 
the  case  at  the  Journal  Com¬ 
pany. 

“We  realize  that  many  circu¬ 
lation  promotion  and  distribut¬ 
ing  problems  are  local  in  nature, 
and  research  must  necessarily 
be  tailored  to  meet  these  special¬ 
ized  conditions.  But  .  .  .  the 
entire  newspaper  industry  can 
benefit  if  we  can  do  similar  work 
among  papers  throughout  the 
country,  compare  results  and 
profit  h  orn  such  an  exchange  of 
information  and  ideas.” 

Ceiieral  ConcluNiitns 

General  conclusions  from  19fi7 
activities  can  be  summarized  as 
follows,  Engstrom  said: 

1)  Retention — More  than  50 
percent  of  new  three-month  sub¬ 
scription  orders  obtained  from 
all  sources  are  still  being  serv¬ 
iced  six  months  after  the  initial 
starting  date.  There  is  evidence 
that  approximately  30  percent 
of  these  subscriptions  are  still 
in  force  at  the  end  of  a  complete 
year. 

These  retention  figures  were 
far  higher  than  anyone  in  the 
circulation  department  of  the 
Journal  believed  possible  and 
proves  the  effectiveness  of  pres¬ 
ent  methods  of  producing 
“good”  orders. 

2)  Editions — Surveys  indi¬ 
cated  that  state  readers  in  out¬ 
lying  communities  with  their 
own  local  dailies,  bought  the 
Journal  l)ecause  it  is  a  Milwau¬ 


kee  newspaper,  not  because  of 
any  particular  edition  devoted 
to  specialized  state  coverage. 

As  a  result  of  these  findings, 
one  edition  of  the  Journal  was 
eliminated  completely  and  an¬ 
other  edition  designed  for  Mil¬ 
waukee  area  distribution  was 
extended  throughout  the  service 
area  of  the  former  Metropolitan 
Edition.  This  imjnoved  basic 
news  sendee  to  customers  re¬ 
duced  costs  substantially  without 
adverse  impact  on  sales.  Only 
one  recorded  subscrilier  com¬ 
plaint  was  received. 

3)  Direct  Mail — Preliminary 
experiments  indicate  that  use  of 
a  direct  mail  approach  in  con¬ 
junction  with  sampling  increases 
new  order  production. 

4)  Reader  Characteristics — 
Survey  would  seem  to  indicate 
the  desirability  of  developing  a 
circulation  sales  approach  aimed 
at  leaders  in  the  state  commun¬ 
ities,  higher  income  groups,  busi¬ 
ness  and  professional  people 
with  high  education  levels,  who 
are  more  interested  in  Milwau¬ 
kee  news  than  the  average 
reader  in  these  communities. 

5)  Carrier  Contact — Realizing 
the  need  for  improved  contact 
l)etween  the  company  and  the 
boys  and  their  parents  after  a 
survey  of  Sentinel  carriers,  it 
was  decided  to  develop  a  carrier 
handbook  telling  the  story  of 
newspaper  routes  for  both 
parent  and  carrier;  development 
of  a  customer  collection,  thank 
you  card,  and  receipt;  develop¬ 
ment  of  experimental  news 
letters  to  maintain  office  con¬ 
tact  with  carriers  and  their 
parents;  preparation  of  motiva¬ 
tional  speeches  with  accompany¬ 
ing  slide  shows  for  use  at  car¬ 
rier  meetings  to  help  carriers 
overcome  “fear”  or  other  solicit¬ 
ing  problems. 

Others  Active 

Prof.  Smeeton  reported  that 
the  MinnenpoJiK  (Minn.)  Star 
and  the  Mlutieajiolis  Tribune 
have  conferred  with  the  Jour¬ 
nal  Company’s  promotion  re¬ 
search  committee  and  have 
adapteil  some  of  the  Journal’s 
direct  mail  circulation  material. 

Bob  Bradshaw,  circulation  di¬ 
rector,  Seattle  (Wash.)  Poat- 
Intelliffeneer,  has  made  arrange¬ 
ments  with  the  University  of 
Washington  to  provide  a  profes¬ 
sor  to  function  as  a  circulation 
research  consultant. 

Extensive  reseaich  in  circula¬ 
tion  promotion  is  leported  by 
Mark  .Mantz,  circulation  man¬ 
ager  of  the  Iteit  Moines  (la.) 
Register-T  rihune. 

Reports  received  from  many 
other  newspapers  indicate  that 
an  appreciable  amount  of  re¬ 
search  is  l)eing  carried  on  in 
circulation  promotion  and  car¬ 
rier  motivation. 

EDITOR  8i  PUBL 


New  Paper  Held 
Subscribers  with 
‘Pajama  Delivery’ 

Washington 

Science  writers  have  told  mil¬ 
lions  of  readers  how  space  ships 
are  launched  from  Cape  Ken¬ 
nedy  but  a  group  of  circulation 
men  heard  here  for  the  first 
time  how  to  launch  a  space  age 
newspaper  from  Cape  Kennedy’s 
back  yard. 

The  story  was  told  by  Charles 
J.  Latus,  general  circulation 
director  of  the  Gannett  News¬ 
papers,  and  Vincent  E.  Spez- 
zano,  director  of  public  service 
and  research  of  the  Times-Union 
and  Demneiat  and  Chronicle, 
Gannett  newspapers  of  Ro¬ 
chester,  N.  Y.,  to  the  5()th  an- 
niversaiy  meeting  of  the  Inter- 
State  Circulation  Managers 
A.ss(H-iation. 

It  was  the  story  of  how  the 
Gannett  Florida  Newspapeis 
started  Todag,  which  l)egan  pui)- 
lication  in  .March,  1966,  at 
Cocoa,  in  Brevard  County,  which 
surrounds  Cape  Kennedy. 

The  first  thing  the  Gannett 
people  did  was  to  hire  a  research 
organization  to  make  a  survey 
of  the  area  to  amass  such  data 
as  numerical  age  groups,  educa¬ 
tion  and  income  levels,  and  read¬ 
ing  tastes  of  the  populations. 
1'his  was  to  determine  the  feas¬ 
ibility  of  the  venture. 

Once  the  data  was  assembled, 
1’oday  began  an  intensive  pro¬ 
gram  of  training  salesmen  and 
delivery  boys  to  service  the 
paper’s  subscril)ers.  A  crew  of 
330  hoys  was  recruited  and 
trained  in  techni(|ues  of  per¬ 
suading  people  to  subscribe  and 
methods  of  delivery  intended  to 
keep  subscribers  satisfied. 

The  practice  of  some  papers 
delivered  in  Cocoa  had  been  to 
toss  the  papers  into  driveways. 
Today  inaugurated  “pajama 
delivery” — laying  the  paper 
nicely  on  the  front  porch  so  that 
the  householder  in  his  night 
clothes  could  pick  it  up  without 
exposing  his  informal  attire  to 
the  neighbors.  .A  survey  after 
publication  started  showed  sub- 
scril)ers  were  pleased  with  the 
method. 

So  that  the  carriers  would 
know  exactly  what  to  do.  Today 
ran  a  fu  actice  delivery  of  a  four- 
page  fly  a  week  ahead  of  publi¬ 
cation.  They  loaded  delivery 
trucks  and  made  trial  runs.  The 
whole  [irocess  was  rehearsed  so 
that  there  would  be  no  hitch  on 
the  first  da.v  of  publication. 

How  I’ricc  ^  as  S<‘t 

Pre-publication  r<*search  had 
inejuired  al)out  what  people  were 
{('ontinued  oh  page  96) 
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More  Support  Voiced 
For  ABC  Subsidiary 


Newspaper  industry  efforts  to 
end  the  activities  of  the  Audit 
Bureau  of  Circulations’  subsidi¬ 
ary — the  Audit  Bureau  of  .Mar¬ 
keting  Services — are  running 
into  strong  opposition  from  ad¬ 
vertiser,  agency,  and  business 
publication  nieml)ership  of  ABC. 

This  week,  ABC  business- 
paper  directors  declared  them¬ 
selves  opposed  to  the  resolution 
demanding  dissolution  of  .4B.MS 
which  will  l)e  piesented  to  the 
ABC  general  meml)ership  meet¬ 
ing  in  Toronto  (Oct.  18)  by  the 
•‘.ABC  Newsi)aper  Division  Re¬ 
view  Committee,  an  unofficial 
and  independent  group  .  .  .” 

Calling  for  proxy  votes  from 
businesspaper  publishers  not 
planning  to  attend  the  'Joronto 
meeting,  a  letter  to  directors  in 
this  category  explained:  “The 
basic  reason  why  your  business- 
paper  directors  are  against  the 
resolution  is  that  the  purpose 
of  .ABMS  is  to  serve  the  needs 
of  all  membeis  by  f)roviding 
audited  information  in  areas 
other  than  print  media  circula¬ 
tion.  .AB.MS’s  purpose  has 
nothing  to  do  with  the  audit  of 
non-paid  distribution.  Its  by¬ 
laws  specifically  forbid  it  to  do 
so.  But  this  ))articular  news¬ 
paper  group  is  attempting  to 
reserve  for  i)resent  .ABt^  pub¬ 
lisher  members  only,  the  prestige 
of  .ABC’s  high  auditing  .stand¬ 
ards  and  reporting  methods. 

‘.Slnicliire  KiulaiiKeretl' 

“Your  ARC  businesspaper  di¬ 
rectors  do  not  altogether  oppose 
the  idea  that  the  .ABC  symbol 
itself,  and  the  .ABC  reporting 
form  as  it  is  now  constituted, 
should  be  reserved  for  the  paid 
circulation  publishers  who  have 
built  and  supported  ABC  for 
more  than  bO  years.  However, 
your  businesspaper  directors 
firmly  l)elieve  that  the  auditing 
standards  and  reporting 
methods  developed  by  .ABC  over 
the  years,  can  l)e  and  should  l»e 
instrumental  to  cau.se  other 
media — electronic  as  well  as 
trade  shows,  outdoor,  market 
research,  etc. — to  be  audited,  and 
to  thereby  f)e  disciplined  by  the 
same  high  standards  and  com¬ 
parable  reporting  methods  as 
.ABC  meml)ers.  We  believe 
.ABMS  can  increasingly  serve 
the  need  .  .  .” 

The  letter,  signed  V)y  three 
directors,  charged  that  some 
newspaper  publishers  “by  at¬ 
tempting  to  confine  .ABC  to  its 
present  narrow  area  of  audit¬ 
ing’’  were  undermining  efforts 
of  the  “Bureau  to  bring  more 


audited  information  to  the  buyer 
of  advertising.”  Such  action,  it 
was  stated,  “endangered  the 
very  tripartite  structure  of 
.ABC  by  attempting  to  forcefully 
deny  additional  audited  informa¬ 
tion  to  advertisers  and  agen¬ 
cies.” 

Recently,  the  .Association  of 
National  .Advertisers  and  the 
.American  .Association  of  .Adver¬ 
tising  .Agencies  came  out  in  sup¬ 
port  of  .ABC’s  subsidiary.  Both 
said  they  would  urge  the  .ABC 
to  continue  ABMS. 

.Also  against  dissolution  of 
ABMS  is  Donald  B.  .Abert,  ex¬ 
ecutive  vicepresident  and  gen¬ 
eral  manager  of  the  Journal 
Company,  Milwaukee,  who  sent 
a  letter  to  newsj)aper  meml)ers 
of  .ARC  calling  upon  them  to 
vote  against  “Resolution  #2  of 
the  Review  Committee’s  pro- 
|)osals.” 

Al)ert,  one  of  seven  newspaper 
diiectors  of  the  .ARC  board  and 
a  member  of  the  Projects  Eval¬ 
uation  Committee,  noted,  “I  don’t 
believe  .AB.MS  i)oses  any  threat 
to  .ABC’s  primary  function,  nor 
can  its  existence  distract  us  from 
our  efforts  to  modernize  and  im¬ 
prove  .ABC’s  existing  services 
.  .  .  we  can’t  ask  a  dynamic 
organization  like  .ARC  to  stand 
still.  To  demand  status  (juo  for 
.ARC,  to  confine  its  capabilities 
to  the  narrowest  limits,  is  to 
condemn  it  to  a  lesser  and  ever- 
diminishing  acceptance  in  its 
field.  Nor  can  we  ask  .ABC  to 
shield  us  from  our  competition. 
•As  one  newspaper  publisher 
aptly  put  it,  .ABC  is  not  a  news- 
|)aj)er  protective  asswiation  .  . .” 

C.untesl  for  Director 

.Another  resolution  which  will 
be  presented  to  the  Newspaper 
Division  calls  for  realignment 
of  the  .ABC  board’s  newspaper 
representation  into  seven  classes 
by  revising  the  bylaws. 

Terms  of  two  newspaper  di¬ 
rectors  expire  at  this  meeting. 
These  are  Lester  .A.  Walker, 
vicepresident  of  the  Kearney 
(Neb.)  Hub,  representing  daily 
newspapers  with  less  than  15,- 
000  paid  circulation,  and  L.  W. 
McFetridge,  business  manager 
of  the  Tulna  (Okla.)  World  and 
Tribune,  representing  papers 
with  more  than  10(),0()0. 

Walker  told  E&P  he  will  not 
seek  re-election. 

The  only  announced  candidate 
for  this  vacancy  is  Tutt  S.  Brad¬ 
ford.  publisher  of  the  Marya- 
ville^ycoa  (Tenn.)  Daily  Times. 

McFetridge  said  he  would 
definitely  stand  for  re-election. 


with  the  expectation  of  continu¬ 
ing  a  30-year  service  on  the 
.ABC  board. 

Named  to  oppose  him  is  Jack 
E.  Underwood,  circulation  direc¬ 
tor  of  the  New  York  News. 

.At  their  annual  meeting  this 
week  at  Lake  Placid,  members 
of  the  New  York  State  Pub¬ 
lishers  .Association  approved  a 
resolution  which  supports  the 
Newspaper  Division  Review 
Committee  in  its  demand  for 
suspension  of  the  .ABMS. 

This  action  followed  a  report 
on  the  controversy  by  John  E. 
Heselden,  Gannett  Newspapers 
representative  on  the  review 
committee.  He  explained  that  the 
proposed  resolution  charges 
there  is  evidence  that  the  .ABMS 
auditing  of  billboards,  trade 
fairs,  direct  mail,  etc.  is  “con¬ 
trary  to  the  basic  principles  of 
ABC.” 

Magazine  meml)ers  take  a  con¬ 
trary  position,  declaring  that 
abolition  of  ABMS  would 
“weaken  the  entire  fabric  of  the 
.ABC,  abandoning  the  stated 
needs  of  two  major  meml)ership 
groups  in  favor  of  another.” 

New  Proje<'t  Studied 

Some  newspaper  members 
have  expressed  concern  that 
.ABC  might  get  into  free  dis¬ 
tribution  auditing  (a  move 
which  has  lieen  rejected)  by  the 
.ABC  board  since  last  year’s 
memltership  meeting. 

.At  the  Sept.  13-15  meeting  of 


Why  does  a  newspaper  merger 
that  “makes  perfectly  good 
sense”  set  off  a  flood  of  irrespon¬ 
sible  rumors  and  speculation? 

That  question  was  asked  by 
John  R.  Herbert,  editor  of  the 
Boston  (Mass.)  Herald  Trav¬ 
eler,  during  a  discussion  of  the 
health  of  the  newspaper  indus¬ 
try  at  the  Congress  of  the  In¬ 
ternational  Federation  of  News¬ 
paper  Publishers  last  week  in 
Tel  Aviv. 

Herbert  decried  the  news 
stories  that  “seem  to  gloat  un¬ 
fairly  over  two  papers  becoming 
one.” 

“Why  can’t  the  ‘experts’  in 
the  newspaper  industry  accept 
what  we  have  done  on  its  face 
value?”  Herbert  asked.  “Why  do 
many  in  the  public  information 
field  see  nothing  good  in  a  merg¬ 
er  and  regard  it  instead  as  a 
kind  of  portent  of  doom  when 
actually  a  merger  can  bring  new 
strength  and  vitality  to  a  pub¬ 
lication?” 

Last  July  10,  he  related,  the 
Herald  and  the  Traveler  were 
combined  into  a  single  morning 
and  Sunday  newspaper. 


the  .ABC  board  in  Chicago,  the 
projects  evaluation  committee 
was  authorized  to  proceed  with 
a  pilot  study  of  a  proposal  to 
issue  reports  on  the  demographic 
characteristics  of  a  newspaper’s 
audience.  If  the  study  proves 
that  uniform  standards  and  re¬ 
ports  are  feasible,  the  project 
will  become  a  regular  service  of 
the  ABMS. 

• 

Additions  .Are  Made 
To  APME  Program 

U.S.  Sen.  Charles  H.  Percy  of 
Illinois  and  an  .Associated  Press 
writer,  Kelly  (.Mary  .Ann) 
Smith,  have  been  added  to  the 
list  of  speakers  for  the  Associ¬ 
ated  Press  Managing  Editors 
convention,  Oct.  17-20  in  the 
Palmer  House,  Chicago. 

Senator  Percy  will  speak  at  a 
Wednesday  luncheon. 

Miss  Smith,  who  has  spent 
three  months  in  Vietnam,  will 
appear  during  the  Wednesday 
morning  session. 

.A  panel  on  “Riots:  The  News¬ 
man’s  Responsibility,”  also  has 
Ijeen  added  to  the  program 
which  includes  35  speakers  and 
panelists.  Discussing  the  riot 
coverage  will  be  Martin  Hayden, 
editor  of  the  Detroit  News;  Ben¬ 
jamin  Holman,  director  of  Com¬ 
munity  Relations  Service,  U.S. 
Department  of  Justice;  and 
Lincoln  Lynch,  assistant  direc¬ 
tor  of  the  Congress  of  Racial 
Equality. 


“This  has  worked  out  ex¬ 
tremely  well,”  Herbert  said. 
“Our  morning  paper  has  gained 
80,000  in  circulation  and  the  ad¬ 
vertising  response  has  been  ex¬ 
cellent. 

“Yet  the  fact  that  we  now 
publish  a  single,  strong  and  very 
fine  newspaper  has  resulted  in 
all  kinds  of  speculation  about 
our  future.” 

.At  the  same  session  of  FIEJ, 
attended  by  112  delegates  from 
19  countries,  a  Copenhagen  pub¬ 
lisher,  Peter  Andersen,  reported 
that  Denmark  was  a  country 
with  a  large  newspaper  mortal¬ 
ity  rate  but  there  were  few 
mergers. 

Susumu  Ejiri  of  Japan  said 
the  tendency  there  was  toward 
small  newspapers  serving  small 
areas  of  each  major  city. 

The  Congress  approved  a  re¬ 
quest  for  membership  from  the 
Australian  Newspaper  Council. 

FIEJ  President  Claude  Bel¬ 
anger  of  France  presented  the 
Golden  Pen  of  Freedom  Award 
to  Mochtar  Lubis  of  Indonesia, 
who  was  not  present  to  receive 
it. 


Boston  Editor  Decries 
Rumors  After  Merger 
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PlliLISHERS  WARNED 


Postal  Bill  Changes 
Ad  Supplement  Rate 


Lake  Placid,  N.  Y. 

N’ew  York  State  newspaper 
j)ublishers  here  this  week  were 
told  that  a  jirovision  in  the 
postal  rate  bill  that  awaits 
action  in  Congress  could  cause 
a  lot  of  problems  in  the  industry. 

As  reported  out  of  the  House 
Post  (Iffice  Committee,  the  bill 
contains  a  section  that  would 
apply  the  third  cla.ss  bulk  rate 
to  all  adveitising  supplements 
distributed  with  newspapers. 

Stephen  W.  Ryder,  an  execu¬ 
tive  of  the  Ottaway  Newspapers 
who  heads  the  Postal  Affairs 
Committee  of  the  New  York 
State  Publishers  Association, 
said  the  bill  lacks  a  definition  of 
an  “advertising  supplement”  and 
it  would  lie  possible  to  bring  the 
classified  advertising  section  of 
a  newspaper,  as  an  example, 
within  the  requirement  for  third 
class  rates. 

If  enacted,  Ryder  said,  the 
bill  would  establish  a  new  prin¬ 
ciple  in  respect  to  the  adver¬ 
tising  content  of  a  newspaper 
for  postal  rate  purposes.  It  has 
l)een  traditional,  he  noted,  for 
publishers  to  pay  a  higher  late 
for  advertising  content  than  for 
news  content  but  the  new  law 
would  specify  an  entirely  differ¬ 
ent  set  of  rates  for  anything 
deemed  to  l>e  an  advertising 
supplement. 

The  third-class  rate  provision, 
Ryder  said,  was  proposed  by 
some  people  who  feel  that  news¬ 
papers  are  over-extending  them¬ 
selves  in  delivering  materials 
through  the  mails  that  are  far 
removed  from  news  content. 

One  serious  defect,  in  Ryder’s 
view,  is  that  administrative 
rulings  of  the  Post  Office  De¬ 
partment  in  respect  to  qualifica¬ 
tion  of  second  class  mail  would 
l>e  nullified. 

Other  proposals  for  increasing 
second  class  postage  were  de¬ 
feated  in  committee.  Ryder  said 
these  included  a  suggestion  that 
second  class  lie  raised  44rc, 
effective  Jan.  1,  1968.  Another 
idea  presented  to  the  Congress¬ 
men  would  have  raised  the  quali¬ 
fications  for  second  class.  The 
subcommittee  went  along  with 
a  proposal  to  apply  a  surcharge 
on  socalled  “red  tag”  newspaper 
delivery,  which  is  an  expedited 
ser\'ice  that  has  been  written 
into  the  law  for  a  long  time. 
But  the  full  committee  erased 
this  provision  from  the  final 
v’ersion  of  the  bill. 

Ryder  suggested  that  the  pub¬ 
lishers  get  busy  and  try  to  have 


the  advertising  supplement  sec¬ 
tion  stricken  from  the  bill  when 
it  reaches  the  Senate. 

The  increase  of  second  class 
i-ates  by  22%  over  a  period  of 
three  years  is  a  reasonable  one, 
Ryder  commented. 

Action  in  l.cgiKluliirc 

In  the  last  session  of  the  New 
York  Legislature,  246  out  of  the 
total  of  10,400  bills  that  were 
introduced  pertained  to  news¬ 
paper  publishing  as  a  business 
in  some  form  or  other,  the  asso¬ 
ciation’s  legislative  committee 
chairman,  Edward  J.  Hughes 
of  the  Westchestei- Rockland 
Newspapers,  reported. 

Not  many  of  the  measures 
Itecame  law.  Either  they  died  in 
committee  or  were  voted  down. 
A  few  wei-e  vetoed  by  the 
(lovernor. 

Hughes  said  some  of  the  per¬ 
ennial  bills,  such  as  those  to  ban 
the  replacement  of  strikers  and 
to  provide  a  basis  for  groups  to 
.sue  for  libel,  were  in  the  hopper 
again.  He  mentioned  a  few  new 
ones.  Among  them  was  a  pro¬ 
posal  that  a  standby  worker 
would  be  required  where  an 
operator  was  employed  on  dan¬ 
gerous  printing  machinery.  An¬ 
other  would  have  jnohibited  the 
solicitation  of  advertising  by 
telephone. 

The  a.ssociation’s  new  general 
manager,  L.  Ken  Peet,  who  for¬ 
merly  was  assistant  business 
manager  of  the  Atlanta  (Ga.) 
Newspapers,  said  it  was  his  view 
that  a  general  merger  of  lalwr 
unions  in  the  newspaper  indus¬ 
try  would  l)e  realized  in  a  few 
years  and  this  would  mean  more 
militancy  in  union  demands  and 
greater  organizing  efforts. 

Peet,  who  has  lieen  a  specialist 
in  personnel  and  labor-manage¬ 
ment  relations,  urged  the  New 
York  publishers  to  keep  the 
central  office  informed  of  de¬ 
velopments  in  contract  negotia¬ 
tions  and  obtain  his  counsel. 

Fred  W.  Stein,  publisher  of 
the  Binghamton  Press  and 
NYSPA  president,  said  an  effort 
would  lie  made  to  have  the  pub¬ 
lishers  of  New  York  City  news¬ 
papers  join  the  state  associa¬ 
tion,  since  their  own  group  has 
“collapsed.”  The  Publishers  As¬ 
sociation  of  New  York  City, 
primarily  a  labor  relations  office, 
has  l)een  reduced  to  three 
memliers. 

A.  Gordon  Bennett,  general 
manager  of  the  Buffalo  Courier 
Ex/iress,  was  elected  president 


to  succeed  Stein  and  Peter  Cor¬ 
son,  Lock-port  Union-Sun  and 
Journal,  moved  up  to  vicepresi¬ 
dent.  The  new  secretary- 
treasurer  is  Roger  C.  Coryell, 
Albany  Times-Union  and  Knick¬ 
erbocker  Xews. 

Cuiiipuler  OperalioiiK 

Three  members  of  a  jianel  on 
newspaper  operations  reported 
on  progress  in  using  computers 
both  for  accounting  functions 
and  for  typesetting.  They  agreed 
that  much  confusion  has  l)een 
cieated  in  this  field  by  comi)uter 
salesmen  who  are  fluent  in  tech¬ 
nical  vocabulary  but  remain 
ignorant  of  newspaper  produc¬ 
tion. 

The  jianelists  were:  Duane  R. 
Jacobs,  director  of  operations 
for  the  Kochester  Tiines-Union 
and  Democrat  &  Chronicle ; 
Stephen  Rogers,  publisher  of  the 
Syracuse  Herald-Journal ;  and 
Roliert  A.  Hunter,  pioduction 
manager  of  the  Xew  Haven 
(Conn.)  Register  and  Joumal- 
Courier. 

Some  of  the  points  they  made 
in  their  discussion  included: 

Definite  savings  can  be 
effected  with  the  use  of  com¬ 
puters. 

Insist  on  having  the  “hai-d- 
ware”  programmed  to  do  what 
you  want. 

Beware  of  failures  by  the  com¬ 
puter  manufacturers  to  meet  de¬ 
livery  schedules. 

Employ  skilled  tape  punchers. 

-A  smaller  force  can  produce 
huger  newspapers. 

.Arrange  for  an  emergency 
backup  system  (possibly  with 
the  local  bank)  and  l)e  certain 
the  computer  manufacturer  has 
a  maintenance  expert  within 
easy  reach. 

Caution  your  editors  they 
must  lie  resigned  to  a  “dirty 
paper”  (lots  of  typos  and  incor¬ 
rect  hyphenation)  until  all  of 
the  “bugs”  are  worked  out  of 
the  svstem. 


Three  Union::*  Found 
Guilty  of  Contempt 

San  Francisco 

Three  unions  have  been  found 
guilty  of  contempt  for  continued 
picketing  of  the  Concord 
(Calif.)  Transcript  and  the 
Walnut  Creek  (Calif.)  Contra 
Costa  Times,  published  by  Dean 
S.  Lesher. 

Judge  Albert  C.  Wollenlierg 
named  stereotypers,  pressmen 
and  typographical  locals  in  a 
memorandum  opinion  and 
ordered  full  compliance  with  a 
.March  23,  1967  order. 

Should  the  unions  fail  to 
supply  proof  of  compliance  they 
face  a  fine  of  $1000  each  plus 
$100  per  day  on  each  respond¬ 
ent,  individual  and  local  for 
each  day  of  non-compliance. 


H.  W.  Maloney  Sr. 
Dies  In  His  Office 

Heibert  W.  Moloney  Sr.,  72, 
Chairman  of  the  Board  of  Mo¬ 
loney,  Regan  &  Schmitt,  news¬ 
paper  advertising  representa¬ 
tives,  died  in  his  office  in  New 
York  City  Sept.  27  after  suffer¬ 
ing  a  heart  attack. 

He  had  been  in  the  advertis¬ 
ing  business  since  he  went  to 
work  at  the  age  of  12  as  an 
office  boy  at  Paul  Block  &  Asso¬ 
ciates.  After  several  years  as 
a  salesman,  he  set  up  in  busi¬ 
ness  for  himself  and  represented 
some  of  the  Hearst  newsi)apers. 
He  rejoined  the  Block  organ¬ 
ization  in  1931  and  10  years 
later  Block’s  .sons  asked  him  to 
remain  with  the  firm  as  presi¬ 
dent  after  their  father  died. 

In  194.'}  Moloney  joined  with 
Cornelius  E.  Regan  and  Wil¬ 
liam  J.  Schmitt  in  establishing 
a  new  company.  In  recent  years 
it  has  had  a  large  list  of  news¬ 
paper  clients,  including  .several 
of  the  Newhouse  newspapers. 

Moloney  was  wounded  while 
.serving  as  an  officer  with  the 
army  in  the  Meuse-Argonne  of¬ 
fensive  in  World  War  I  and  he 
was  awarded  the  Purple  Heart. 
He  has  been  active  in  newspaper 
association  affairs  and  has  re¬ 
ceived  honors  for  his  charitable 
work  in  the  Catholic  Church. 
His  wife  died  in  July. 

A  son,  Herbert  W.  Moloney 
Jr.,  is  president  of  Moloney, 
Regan  &  Schmitt,  and  another 
son,  Philip,  works  in  an  adver¬ 
tising  agency. 


Bi$*liop  Is  PresidenI 
Of  Hiirletron  Company 

Chicago 

William  J.  Bishop  has  lieen 
elected  president  of  Hurletron 
Incorporated,  Chicago-headquar¬ 
tered  manufacturer  of  electronic 
control  systems  for  the  graphic 
arts  industry. 

Bishop,  president  of  Hurle- 
tron’s  Electric  Eye  Equipment 
Division  and  a  memlier  of  the 
Hurletron  board  of  directors, 
succeeds  Carl  M.  Noble  who  will 
continue  to  work  with  Hurletron 
as  a  consultant. 


Heads  Corporation 

Champaign,  Ill. 

Marajen  Stevick  Chinigo  has 
l)een  elected  president  of  the 
Champaign  News-Gazette  Inc., 
the  corporation  operating  the 
newspaper  and  radio  station 
WDWS.  Her  husband,  Michael 
Chinigo,  was  appointed  pub¬ 
lisher  by  his  wife.  Mrs.  Chinigo 
is  the  daughter  of  Mrs.  Helen 
M.  Stevick,  who  died  Aug.  18. 
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CLASSIFIED  CLIMC 


Bright  Future  Seen 
For  Revenue  Growth 

By  Stan  Fini4iie$48 

(LAM,  Pruvifloncr  Jiturnal  and  niillrliii 

"If  the  Classified  growth  pat-  future.  “In  newspaper  after 
tern  of  the  past  16  years  holds,  newspaper  I  visit,”  Golding  com- 
\ve  predict  that  in  27  years  it  mented,  “the  present  staff  is 
will  furnish  over  50%  of  ad  scrambling  to  service  and  han- 
revenue  on  the  average  news-  die  the  business  they  already 
paper.”  have,  while  the  real  future — the 

This  statement  was  made  by  development  of  new  business — 
Bill  Golding,  president  of  Parish  keeps  getting  put  off  to  some 
.Associates,  Hialeah,  Florida,  at  future  time.” 
the  jecent  Pennsylvania  News-  Promotion  and  rate  struc- 
paper  Publishers  Association  tures  were  given  top  priority 
Classified  Clinic  in  Harrisburg  in  the  list  of  “musts”  that  will 
in  a  talk  titled  “Upgrading —  contribute  to  Classified’s  growth. 
Key  to  Classified’s  Future  Sue-  “We  think  an  under-promoted 
cessful  Growth.”  or  ill-promoted  paper  is  losing 

Additional  figures  from  Gold-  20%  of  its  Classified  potential, 
ing  seem  to  enhance  his  position:  We’ll  never  be  as  successful  as 
Classified  revenue  of  1  billion  we  deserve  to  be  unless  we  do 
343  million — 27.55%  of  total  what  all  successful  marketing 
newspaper  advertising  in  1966;  executives  do — advertise — based 
an  increase  of  36.8%  in  Classi-  on  a  percentage  of  gross  sales 
fied’s  share  of  the  total  adver-  with  regularity  and  with  sound, 
tising  field  from  1950  through  true,  convincing  copy.” 

1966;  an  overall  increase  in 

Classified  during  that  same  Inxiani  I.eiiers 

period  of  211%,  while  total  .Another  contributor  at  the 
newspaper  advertising  revenue  dinje  ^^as  William  J.  White, 
gained  155%,  local  display  133%  advertising  promotion  manager 
and  national  79% ;  20.6%  of  all  of  the  Philadelphia  (Pa.)  In¬ 
local  advertising  dollars  (in-  qmrer.  He  came  up  with  an  idea 
eluding  local  display  in  news-  \vell  worth  passing  along — 
papers,  local  tv,  local  radio  and  "instant  Letters”  —  an  out- 
all  other  local  advertising)  went  growth  of  the  Inquirer’s  “In- 
into  Classified  in  1966;  and  over  gtant  Presentation”  plan  that 
the  past  16  years.  Classified  has  been  successful  for  several 
revenue  has  av’eraged  a  gain  of  years. 

over  13%  a  year  with  linage  Both  plans  are  designed  to 
up  5.1%  per  year.  help  cut  sales  staff  “down  time” 

WhaPs  a  strong  reason  for  — ^he  time  required  to  dig  up 
these  increases?  According  to  statistics,  prepare  presentations, 
Golding:  “Because  the  average  ^^rite  follow-up  letters  or  the 
Classified  manager  has  grown  time  spent  waiting  for  the  pro- 
tremendously  in  knowledge  and  motion  department  to  put  some- 
ability — and  worked  like  hell!”  thing  together. 

It’s  Golding’s  contention  that  Over  1(),0()()  stock  presentation 
there’s  still  a  lot  of  business  to  panels  are  used  each  year,  and 
go  after.  “Classified,”  he  says,  jjq^  “Instant  Letters,”  which  got 
is  the  most  sensitive  to  good  their  start  in  1961  and  which 
executiveship  of  any  revenue-  since  have  had  the  “bugs”  ironed 
producing  department  of  our  Qut,  are  playing  an  important 
newspapers.  It  is  the  most  j-ole  in  saving  time  for  sales- 
inaneuverable  profit  item  on  men  as  well  as  reducing  clerical 
these  newspapers  and  it  ob-  costs 

viously  has  the  greatest  future.”  ^he  Inquirer’s  “Instant  Let- 
Some  of  the  greatest  weak-  ters”  book  has  80  coded  letters 
nesses  that  tend  to  obstruct  that  get  into  subjects  like  mar- 
Classified’s  growth  were  ticked  ket  and  coverage,  exposure  rat- 
off  by  Golding:  not  enough  ings,  research  services,  liquor 
people  and  not  good  enough  advertising,  retail,  roto,  etc. 
people  in  the  business,  progress  Classified  subjects  include  such 
choked  by  lack  of  personnel;  items  as  Inquirer  pulling  power, 
too  much  attention  being  given  real  estate  linage,  letters  to 
to  the  day-to-day  problems  of  builders  mentioned  in  news 
Sfetting  the  paper  out  and  not  stories,  automotive,  schools, 
enough  thought  and  time  dedi-  camps,  explanation  of  combina- 
cated  to  preparing  for  the  tion  rates. 
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For  the  Record 


. . . . By  Jerry  Walker  Jr. 

Newspaper  advertising  managers  have  been  infoi-ming  the 
.Advertising  Checking  Bureau  over  the  last  few  months  about 
the  problem  they’re  having  with  the  mounting  requests  for  special 
invoices  from  retailers;  a  practice  which  leads  to  double  billing 
when  cooperative  ad  reimbursement  is  involved.  In  view  of  the 
Feileral  Trade  Commission’s  investigation  of  newspaper  rate 
jiractices,  .ACB  has  advised  its  newspaper  subscribers  to  stamp 
on  a  statement  which  explains  that  the  space  charges  are  not 
necessarily  what  the  dealer  actually  pays  at  the  end  of  the 
contract  period.  Nearly  all  of  the  300  manufacturers  whose  co-op 
l)lans  are  administered  by  .ACB  have  drojiped  or  relaxed  the 
requirement  that  retailers  end  in  a  copy  of  newspaper  invoices.  .  .  . 

RC.A  Sales  Corporation’s  3rd  and  4th  quarter  co-op  ad  expendi¬ 
tures  have  been  raised  20%  and  network  broadcast  allowances 
have  been  increased.  Budget  for  second  half  will  be  a  record  $18.5 
million.  RC.A  Victor  Week,  in  its  fifth  year,  starts  Oct.  1  with 
an  8-page  color  supplement  in  408  newspapers.  The  pre-Christmas 
sales  push  this  year  will  revolve  around  a  Perry  Como  Holiday 
Special  on  NBC.  Distributors  have  three  400  line  tune-in  ads  for 
newspapers.  .1.  Walter  Thompson  will  insert  three  1000-line 
pioduct  ads  in  about  300  papers  before  the  show.  Jack  Williams, 
advertising  director  for  RCA,  says  the  show  should  generate  lots 
of  newspaper  tie-in  advertising.  “It  is  conservatively  estimated,” 
Williams  said,  “that  a  promotional  effort,  valued  at  more  than 
$5  million,  will  be  put  behind  this  production.”  RCA  expects 
more  than  4  million  lines  of  newspaper  co-op  advertising  this  half. 

Fladell,  Winston,  Pennette  has  prepared  a  series  of  ads  about 
Associated  Press  reporters.  The  first  spread  next  week  in  E&P 
shows  six  AP  sports  editors  attired  in  sweat  suits  .  .  .  Les  Aronow, 
former  public  relations  exec  for  Katz  Agency,  has  joined  Famous 
Artists  Schools  as  communications  manager  for  newly  acquired 
companies  .  .  .  Help  wanted  index  rose  in  August,  reports  National 
Industrial  Conference  Board.  .At  180,  the  index  is  11  points  higher 
than  in  July,  but  9  points  l)elow  its  year  ago  level.  The  largest 
increase  was  reported  in  New  England.  .  .  . 

Julian  Leeds  is  temporary  advertising  director  of  the  A’ew 
York  Pont,  succeeding  Mort  Hall,  the  publisher’s  son,  who  filled 
the  post  also  on  a  temporary  basis  after  Daniel  L.  Lionel  moved 
to  the  Suffolk  Sun  .  .  .  Incidentally,  the  Cowles-owned  Sun,  which 
has  been  averaging  four  pages  of  classified  daily,  has  a  new 
classified  ad  manager.  He  is  Donald  T.  Gordon,  who  came  from 
United  Business  Publications.  CAM  A1  B.  Robillard  is  retiring. 

Television  Bureau  of  Advertising  believes  it  has  come  up 
with  a  solution  to  make  spot  buying  easier  for  national  adver- 
tisei's.  The  plan  calls  for  the  establishment  of  a  computer- 
teletype  center  to  process  spot  television  orders  and  changes. 
Arthur  Young  &  Company,  management  consultants,  recommended 
that  TvB  itself  serve  as  clearing  house.  Advertising  Checking 
Bureau  is  attempting  to  get  a  similar  arrangement  functioning 
for  newspapers.  Edward  C.  Crimmins  of  ACB  told  the  New  York 
State  publishers  at  their  Lake  Placid  meeting  he  has  35  signa¬ 
tories  out  of  a  recent  solicitation  of  321  newspapers  in  cities 
of  more  than  100,000  population.  The  Pittaburgh  Press  just  made 
it  100%  for  the  Scripps- Howard  participation  in  the  scheme 
(SNAP)  to  make  it  easier  for  agencies  to  place  national  ads  in 
newspapers. 

Buick’s  big  new  car  splurge  in  ROP  newspaper  color  will  be 
drawing  special  attention  when  a  report  is  made  on  the  use 
of  direct  piinting  with  the  Poly  Autoplate  process.  Six  of  the 
Million  Market.®  members  received  the  plastic  plates,  turned 
out  by  Wood  Newspaper  Machinery  Corp.  for  the  agency,  and 
ran  the  Buici.  ad  in  more  than  3  million  copies.  Each  paper 
purchased  the  special  plastic  saddle  for  the  plates.  For  purposes 
of  comparison,  the  same  color  materials  were  furnished  to  the 
Seattle  Times  for  a  conventional  run  from  lead  stereo  plates. 
Buick  also  ran  SpectaColor  ads  in  the  Top  100  markets  where 
available.  .  .  . 
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ROP  Color  Contest  Helps  to  Direct 
Ad  Agencies’  Attention  to  Quality 

By  William  J.  Jamf^ 

Exerulive  VicepresidenI, 

Tracy-Locke  Company,  San  Antonio 


We  feel  that  in  conductinp  an  awards 
competition  for  reproduction  and  crea¬ 
tivity  in  ROP  color,  Editor  &  Publishkr 
is  rendering  one  of  the  most  meaningful 
and  beneficial  services  extant  to  any 
single  advertising  medium.  The  im¬ 
portance  of  this  particular  competition 
furnishes  a  quality  stimulus  that  can  re¬ 
sult  in  direct  dollar  return  to  all  ROP 
color  newspapers. 

A  good  advertising  agency  can  be  con¬ 
vinced  of  the  need  for  its  client  to  in¬ 
clude  newspaper  advertising  in  next 
year’s  budget.  The  same  good  agency 
can  also  create  excellent  copy  and  fine 
looking  color  layouts  for  the  ads  they 
propose.  But  this  good  agency  had  just 
as  well  put  its  time  and  talent  to  work 
on  another  medium  if  it  cannot  assure 
^  itself  and  its  client  that  these  beautiful 
color  comps  will  look  at  least  two-thirds 
as  good  when  they  run  in  the  newspapers. 
And  this  usually  means  in  a  good  long 
list  of  newspapers,  not  just  the  few  in 
that  client’s  market  which  can  be  de¬ 
pended  upon  for  good  reproduction. 

I  The  best  art,  best  photography,  best 
copy  and  best  production  materials  are 
f  expensive  to  both  advertiser  and  agency; 

too  expensive  usually  to  make  an  ad 
I  which  will  run  in  three  or  four  papers 
'  when  the  advertiser’s  marketing  area  is 
I  covered  by  20,  30  or  40  newspapers  pur- 
I  porting  ROP  color.  The  economics  just 
I  aren’t  there,  and  film  and  videotape  are 
I  too  cheap. 

I  So  an  advertiser’s  and  eventually  an 
agency’s  enthusiasm  for  newspaper  budg¬ 
eting  can  wane.  But  if  all  ROP  color 
I  papers  can  be  stimulated  to  markedly 
i  increase  the  quality  of  their  reproduction, 
I  that  enthusiasm  can  be  regenerated  and 
I  pretty  quickly,  too. 

I  After  all,  there  are  a  lot  of  advertis- 
I  ers  who,  along  with  their  agencies,  want 
I  to  use  the  newspapers.  They  are  a  great 
I  selling  medium.  People  do  not  pay  for  a 
I  newspaper  subscription  unless  they  in¬ 
tend  to  read  nearly  every  issue  they  re¬ 
ceive.  And  about  85  percent  of  the  fam- 
I  ilies  in  most  markets  do  just  that. 

f  Moreover,  people  are  in  a  buying 
I  mood  when  they  read  the  newspaper. 
I  They  are  shopping;  thinking  about 
-  spending  some  money. 

If  most  newspapers  can  handle  an  ad- 
;  vertiser’s  ROP  color  material,  most  will 
I  get  some  of  that  advertiser’s  budget,  but 
if  too  many  of  them  can’t,  none  of  them 


will  get  the  business.  This  is  why,  if  I 
were  publisher,  I  would  be  vitally  inter¬ 
ested  in  the  improvement  of  reproduction 
in  every  newspaper  in  the  United  States. 

I  won’t  take  time  to  deal  with  the 
growing  saturation  of  color  television 
receivers  because  the  barrier  this  will 
present  to  ROP  newspaper  advertising 
is  obvious  and  can  be  surmounted  only 
with  improved  quality  of  newspaper  re¬ 
production.  The  ROP  Color  Competition 
is  one  of  the  more  important  stimuli  to 
get  this  job  done. 

Merchandising  Power 

There  is  one  other  thing  worthy  of 
mention  about  the  award-winning  Pearl 
ad  and  the  others  which  followed  it  in 
the  Houston  Chronicle.  And  this  is  an 
element  which  newspapers  still  have 
pretty  much  all  their  owm.  Merchandising 
power.  The  newspaper  is  the  retailer’s 
medium  and  the  Chronicle  certainly 
proved  this  when  these  ads  were  sched¬ 
uled. 


The  Chronicle,  through  direct  contact 
with  key  Houston  beer  retailers,  was  in¬ 
strumental  in  generating  valuable  sup¬ 
port  for  the  Pearl  Beer  schedule  in  the 
form  of  special  displays  and  tie-in  fea¬ 
tures  in  the  retailer’s  own  advertising.  | 

The  Chronicle  also  supplied  merchan-  } 
dise  for  use  in  a  Pearl  Beer  distributor  | 
driver-salesman  incentive  program  which 
had  been  keyed  to  the  newspaper  sched¬ 
ule. 

The  Houston  Post,  though  not  a  par¬ 
ticipant  in  this  awards  presentation,  also 
turned  in  an  effective  merchandising  job  I 
in  support  of  the  Pearl  Beer  schedule 
from  which  the  ROP  color  winner  was  I 
selected. 

We  consider  this  kind  of  properly  di-  | 
rected  merchandising  support  to  be  al¬ 
most  as  important  as  the  quality  of  re¬ 
production  of  our  advertising.  And,  after 
all,  who  could  do  this  as  well  or  effec-  ' 
tively  as  a  major-market  ROP  color  daily  . 
newspaper? 
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LIKE  POSTCARDS — The  nine  photos  of  waterfalls  in  this  Pearl 
Brewing  Co.  ad  from  Tracy-Locite,  Inc.,  reproduced  so  well  that  they 


looked  like  picture  postcards,  one  of  the  judges  commented.  Houston 
Chronicle  was  cited  for  this  outstanding  reproduction  of  full  color. 


E  &  P  CONTEST  WINNERS:  '7/ie  best  in  color  reproduction  and  creativity 


the  best 
neu/spaper 
color  ads  of 
1966-1967 


rULL  COLOR  REPRODUCTION 

Circulafion  over  250,000 

Newspaper:  Houston  Chronicle 
Advertiser:  Pearl  Brewing  Co. 

Agency:  Tracy-Locke,  Inc. 

Newspaper:  Chicago  Daily  News 
Advertiser:  Kitchens  of  Sara  Lee 
Agency:  Edward  H.  Weiss  &  Co. 

Circuloficn  of  100,000-250,000 

Newspaper:  Dallas  Times-Herald  i 

Advertiser:  James  B.  Beam  Distilling  Co. 
Agency:  Campbell-Ewald  Co. 

Circulation  under  100,000 

Newspaper:  Arizona  Daily  Star 
Advertiser:  Hamm  Brewing  Company 

Agency:  Campbell-Mithun,  Inc. 

SPOT  COLOR  REPRODUCTION 

Circulation  over  250,000 

Newspaper:  Boston  Globe 

Advertiser:  General  Cigar  (Robert  Burns) 

Agency:  Ogiivy  &  Mather 

Circulation  of  100,000-250,000 

Newspaper:  Indianapolis  Star 
Advertiser:  Liggett  &  Myers  (Chesterfield) 
Agency:  J.  Walter  Thompson 

Circulation  under  100,000 

Newspaper:  Holland  Evening  Sentinel 
Advertiser:  Swift  &  Co.  (Sweet  Cream) 
Agency:  McCann-Erickson 


RETAIL  CREATIVITY 

Circulation  over  250,000 
Newspaper:  Indianapolis  Sunday  Star 
Advertiser:  L.  S.  Ayres  &  Co.  of  Indiana 

Circulation  of  100,000  to  250,000 

Newspaper:  Sacramento  Bee 
Advertiser:  Campus  Commons 

Circulation  under  100,000 

Newspaper:  Tacoma  (Wash.)  News-Tribune 
Advertiser:  Tacoma  Mall 


NATIONAL  CREATIVITY  AWARDS 


Advertiser:  Seagram  Distillers  Co. 

Agency:  Warwick  &  Legler,  Inc. 

Art  Director:  Charles  Kintiing 

Spot  Color 

Advertiser:  New  Jersey  Bell  Telephone  Co. 

Agency:  Reach,  McClinton  &  Co. 

Art  Director:  Al  Scherr 

PrePrini  Color 

Advertiser:  Johnson  &  Johnson  (Band-Aid) 

Agency:  Young  &  Rubicam,  Inc. 

A^  Director:  Sal  Lodico 


OFFSET  REPRODUCTION  AWARD 

Newspaper:  Fredericksburg  Free-Lance  Star 

Advertiser:  Fresca 

Agency:  The  Marscholk  Co.,  Inc, 


Now.. .real  draft 
in  all-aluminum  cans! 


admirable  restraint' 


knocked  ’ 
yourself  out 
on  the 
main  dish. 
Whytii 
doMmon 


Color  focused  on  the  product  itself  in  this 
ad  for  dinner  rolls  by  Kitchens  of  Sara  Lee 
paid  off  with  an  award  to  the  Chicago 
Daily  News.  Judges  commented  on  the 
exce'lent  job  of  holding  the  highlights 
in  the  silverware.  This  highly  effective 
advertisement  was  prepared  by  the 
Edward  H.  Weiss  &  Co.  agency. 


you  could  almost 
taste  if 


Texture  is  the  key  to  the  award  presented 
to  the  Arizona  Daily  Star  for  this  ad 
promoting  Hamm's  "real  draft"  beer  in  all¬ 
aluminum  cans.  Excellent  reproduction 
added  to  the  three-dimensional  appearance 
of  the  beer  can,  covered  with  frosty  beads. 
A  judge  said  that  the  ad  looked  "too  cold 
to  pick  up."  Frosty  collar  of  foam  on  the 
stein  of  beer  added  to  the  realism,  and 
was  enhanced  by  the  fine  reproduction. 
A  well-planned  product  promotion  from 
Campbell-Mithun,  Inc. 


Hamm's  announces  the  finest  draft  beer  ever  brewed... 
in  the  best  take-home  container  ever  made. 

•  drill  man'' TtmidtMr  one  Iront  Now  here.  Haninis  esdusKe  new  all-  tbit  new  ran  And  il  fora  where  y«Hl 
I  lake.Kutne  container  perfect  aluiwoum  lan.  like  a  keg.  tfs  seaaii'W.  Take  home  a  lotitde  at  in-packt  .\ 
»  hofcl  HaiiiRi.  ReaJ  L>rah  ft'er. ..  laM<tHUmg  and  rwi-proal.  Arrd  weh  M,  •  quick  snap  of  llw  ntig. pul  tab  arxl  yWve 
‘  "  -  ..-I  tj  .  .....  H.mw't  Ikia  gni  Hamm's  Real  Draft  Beetonlap  Creall 

*  fond  h*i  out  al  iKw  sky  blue  wulers  world  ’ 

ptdlir^  '**"!  From  the*  land  pf  tky  blue  «nter» 
wd  u  water  bett  for  brewing 


AH  the  smooth,  metknv, 
ness,  the  brewerv  Irerf.n. 
Hanuii's  dtah  m  perte-tiy 


The  Times-Herald  had 
the  award  in  the  bag! 


Surprise. 


"looked  just  like 
the  merchandise" 


Fredericksburg  (Va.)  Free-Lance-S+ar  was 
awarded  an  award  for  outstanding  offset 
reproduction  for  this  Fresca  ad  created 
by  The  Marschalk  Co.  Provided  only  with 
reproduction  proofs  in  black  of  the  letter- 
press  separation  engravings,  the  newspaper 
had  never  seen  a  Fresca  bottle  or  carton  at 
the  time  of  insertion.  Neither  had  the  local 
Coca-Cola  bottler.  The  paper  admitted  that 
it  wasn't  until  several  days  after  the  run 
that  they  realized  they'd  done 
such  an  excellent  job. 


Holding  the  brown  tones  in  the  paper  bags, 
and  adding  to  the  contrast  of  background  with 
product,  helped  the  Dallas  Times-Herald  win 
a  full-color  reproduction  award  for  craftsman¬ 
ship  displayed  in  reproducing  this  Jim  Beam 
advertisement.  Careful  registration  helped, 
too,  in  this  ad  created  by  Campbell-Ewald. 


Presenting  the  frosty  taste 
of  Fresca.  Itls  a  bliz2^ard. 

Freeca  « the  new  eetd  Orinti  ««»i  the  troety  e«td  iMle. 

Ahdolcowree  n  » Mioer-tree 

Jwet  how  letreehtng  it  f  retca'’  Tlwt  retretiMig 
Icy  hiting,  6oM.  coM.  treety.  wintry,  breezy  thivering.  thimmering. 

■hwMtring  timgwyg  sprwigv  tperhhng.  tpieshwtg.  nippmg. 
ehilhng.  bvety  light  bright  brisk  bouncing  bubbling,  piercing 
neeriy  trtefmg  end  etmoti  shocking 
There  s  never  been  e  teste  so  retrethmg 
Use  biizzerd 


I 


creatfv/iti|  in  color  in  national  newspaper  advertising 


best  full  color  creafivity  .  .  . 


Contrast  between  full-color  product  block  with 
stark  black  background  won  top  honors  in 


creativity  for  this  Seagram  7-Crown  ad  from 
Warwick  &  Legler,  Inc.  Chuck  Kintzing  was  art 
director  for  the  ad. 


tops  in  spot 

Simplicity  was  the  keynote,  according  to  the 
judges  in  awarding  prize  for  best  spot  color  ad 
to  New  Jersey  Bell  Telephone  Co.  ad  by  Reach, 
McClinton  &  Co.'s  Newark  office.  Al  Scherr 
was  art  director  for  the  series. 


relieve  simple  headaches 


Itsadirtyworid 


painting" 

Double-truck  tabloid 
SpectaColor  ad  for 
Johnson  &  Johnson  Band- 
Aid  Sheer  Strips  won 
E&P  Award  for  creativity 
■n  pre-printed  newspaper 
advertising.  Agency  was 
Young  &  Rubicam;  Sal 
Lodico,  art  director. 


color  ads  of  1966-1967 


Somebody 


ACTVAL; 


put  true  taste 
in  a  filter  cigarette. 


Robt.  Bums  announces  amazing 
new  mild  cigars-for  men  who  smoke 
more  than  one  a  day. 


for  trying 
3  packs  of 
new 

Chesterfield 


AB-iwyofted  fiNee  toliacco> 

I  ell  over  the  wtirU  li»  j  blmd  ol  «Nrr  1 


njSW  UuMHT)*  jKfcInl  a  W-Bf  I 


Chesterfleld 


Circulation: 

100,000-250,000 

The  Indianapolis  Star  won 
with  this  J.  Walter  Thompson  ad 
for  Liggett  &  Myers  which 
appeared  In  the  newspaper's 
daily  edition  on  August  17,  1966 
This  Is  the  third  time  the  Star 
has  won  reproduction  honors. 


Circulation: 

Over  250,000 

Boston  Globe  won  with  this 
Ogllvy  &  Mather  ad 
for  the  General  Cigar  Company 
which  appeared  in  the  newspaper 
on  July  25,  1966.  The  Globe  won 
full-color  reproduction  honors 
in  1962.  Pass  out  the  cigars! 


Circulation:  Under  100,000 

One  of  the  smallest  newspapers  ever  to  win  in  this  classifica¬ 
tion,  the  14,805  circulation  Holland  (Mich.)  Sentinel  topped 
its  competition  with  this  Swift  &  Company  ad  by  McCann- 
Erlclcson,  Chicago.  It  appeared  on  June  I,  1966. 


Selling  Color 
With  Color 


Inventive  presentation  of  43  shades  of 
nail  polish,  with  reproduction  showing 
the  actual  colors,  won  top  honors  in 
the  over-250,000  circulation  classification 
for  L  S.  Ayres  &  Co.  of  Indiana.  The 
ad,  submitted  by  the  Indianapolis  Star, 
appeared  in  the  paper's  Sunday  edition 
of  October  1 7,  1 966. 


Designed  for  Color 

Spots  of  red  and  orange  on  a  directional 
map  used  color  functionally  to  point 
the  way  to  Campus  Commons,  a  new 
Town  House  subdivision  in  Sacramento. 
The  entry,  submitted  for  the  real 
estate  advertiser  by  the  Sacramento  Bee, 
took  top  honors  in  the  100,000  to  250,000 
circulation  classification. 


Righf  Touch 
of  Color 

The  illustration,  told  the  whole  Mother's 
Day  gift  story,  the  judges  panel  agreed. 

This  advertisement  for  Tacoma  Mall  shopping 
center  walked  off  with  first  prize  in  the 
under- 1 00,000  classification.  The  ad 
submitted  by  the  Tacoma  News-Tribune 
appeared  on  Tuesday,  May  9,  1967.  The 
ad  was  created  by  Cole  &  Weber. 


contest 


CREATIVITY  PANEL  judges  ex¬ 
amine  entries  for  excellence  in 
implementation  of  color.  Gene 
Grayson,  creative  director,  Ogiivy 
&  Mather  consults  with  co-judge 
Martin  Rificin,  vicepresident,  Hicks 
&  Greist. 


WHICH  ADS  REPRODUCED  BEST?  That  question  was  uppermost  when  this  panel  of  New  York 
advertising  agency  production  executives  examined  more  than  2,600  individual  color  ads.  From  left 
to  right:  Frank  Anthon,  J.  Walter  Thompson;  Nat  Cohen,  Altman-Stoller  &  Chalk;  James  Connolly, 
West,  Weir  &  Bartel;  Bob  Steiner,  Young  &  Rubicam;  Mel  Lewis,  Grey  Advertising;  Eugene  Kuris, 
Smith  Greenland;  Ed  Walsh,  Norman,  Craig  &  Kummel,  and  Irving  Levine,  Pampel  &  Associates. 


RETAIL  CREATIVITY  ENTRIES  are  the  topic  of  discussion  by 
judges  Rick  Levine,  Wells  Rich  Greene  art  director  (kneeling, 
left)  and  Hanno  Fuchs,  associate  creative  director.  Young  & 
Rubicam.  Standing  is  Jack  Reilly,  art  director,  J.  Walter 
Thompson, 


DOT  STRUCTURE  AND  REGISTRATION  prove  factors  requiring  use 
of  magnifying  glass  for  reproduction  panel  judges  (left  to  right) 
Mel  Lewis,  vicepresident  and  production  director.  Grey  Advertising, 
Inc.;  Irving  Levine,  Pampel  &  Associates;  and  Eugene  Kuris,  Smith/ 
Greenland  agency. 


SEMINAR,  Copley  Newspapers, 

7776  Ivanhoe  Avenue,  La  Jolla,  California  92037 

My  check  for  $  ,  payable  to  Copley  Newspapers,  is  enclosed. 

Name  Position  _ 

Company  or  School  _ 

Street 


1 

1 

1  City 

-State 

Zip 

1 

1_ 

_ 

Wc'll  send  you  SEMINAR  for 
one  year— four  quarterly  issues 
-for  just  $3.00,  two  years  for 
$1.50,  or  three  years  for  $7.50  — 
a  $12.00  value  if  purchased  at  the 
newsstand  price  of  $1.00  per  issue. 
Schools  of  journalism  and  journalism 
students  may  subscribe  for  $2.50 
per  year.  Bulk  subscriptions 
of  20  copies  or  more  may  be 
obtained  at  $2.00  each  per  year. 


.  a  real  service  to  journalism  . 
.  .  most  careful  preparation  .  .  .  nothing  quite  like  it . 

"...  a  great  service  for  the  craft . 
“.  .  .  significant,  interesting  publication  . 
“.  .  .  an  excellent  idea,  well-conceived  and  well-executed  . 


e. 

g- 

Informative. 


Would  you  like  to  know  what's  really  going 
on  in  the  newspaper  business?  One  of  the 
best  ways  to  be  well  informed  is  to  read  the  new  and 
lought-provoking  quarterly  nboiit  newspapers— SEMINAR. 
Here  are  some  recent  comments  from  our  readers: 


AdPro  Ink  Book  No.  3 
Has  Approved  Colors 


The  American  Newspaper 
Publishers  Association  Research 
Institute  has  announced  the 
availability  of  ROP  Newspaper 
AdPro  Color  Ink  Book  Volume 
3.  Effective  January  1968,  the 
new  Color  Ink  Book  will  super¬ 
sede  the  current  Volume  2,  dated 
April  1964  and  is  the  only  ROP 
newspaper  color  ink  Iwok  recom¬ 
mended  by  the  American  News¬ 
paper  Publishers  Association 
and  the  American  Association  of 
Advertising  Agencies. 

The  new  Iwok  was  produced 
by  the  ANPA  Research  Insti¬ 
tute  with  the  cooperation  and 
assistance  of  the  American  As¬ 
sociation  of  Advertising  Agen¬ 
cies  and  the  National  Associa¬ 
tion  of  Printing  Ink  Manufac¬ 
turers.  It  incoi  porates  the  three 
AdPro  Process  Colors  as  an 
integral  part  of  the  ROP  blend¬ 
ing  system  and  will  specifically 
be  identified  with  the  AdPro 
trademark. 

The  purpose  of  the  new  book 
is  to  provide  the  advertiser,  his 
agency  and  the  newspaper  per¬ 
sonnel  with  an  exact  visual 


sample  of  the  three  AdPro 
Process  Colors,  six  blending 
inks,  a  mixing  white  and  77 
assorted  color  intermixes  which 
can  Ije  produced  from  the  ten 
basic  inks.  To  facilitate  more 
efficient  blending  of  the  inks, 
none  of  the  formulations  calls 
for  less  than  one  full  pai’t  of 
any  color.  Also  included  in  the 
new  book  is  a  conversion  table 
for  convenient  translation  of 
parts  to  weight  increments. 

Every  copy  of  the  new  ANPA- 
A.AAA  Approved  ROP  News¬ 
paper  AdPro  Color  Ink  Book 
Volume  3  was  produced  on  the 
same  press  run  under  the  con¬ 
stant  supervision  of  personnel 
from  the  ANPA  Research  Insti¬ 
tute  and  the  News  Ink  Technical 
Committee  of  the  National  Asso¬ 
ciation  of  Printing  Ink  Manufac¬ 
turers.  The  inks  used  are  pre¬ 
cisely  those  recommended  by  the 
two  associations,  and  they  have 
lieen  printed  with  a  film  thick¬ 
ness  that  can  be  duplicated  by 
high-speed  newspaper  presses. 

The  new  inks  are  better  bal¬ 
anced  and  deliver  a  wider  range 


of  cleaner  reproducible  colors 
with  greater  brilliance. 

Price  of  the  new  ROP  News¬ 
paper  AdPro  Color  Ink  Book 
V'olume  3  is  $9  per  copy;  $8  per 
copy  in  quantities  of  ten  or 
more.  Copies  can  be  obtained 
from  the  American  Newspaper 
Publishers  Association  Research 
Institute,  750  Third  Avenue, 
New  York,  N.  Y.  10017. 

OITx-l  Ink  Blending  .Syslein 

The  development  and  adoption 
of  Offset  AdPro  Process  Color 
Inks  by  both  ANPA  and  A.A.4.\ 
were  recently  announced 
(ANPA'RI  Bulletin  #917). 
The  color  gamut  of  the  Offset 
AdPro  Process  Color  Inks  is 
identical  to  letterpress  AdPro 
Colors.  Now  in  the  final  stages 
of  development  is  an  Offset  Ink 
Blending  System  which  will  l)e 
compatible  with  the  system  now 
available  for  letterpress  inks. 
The  new  blending  system  will 
encompass  the  basic  mixing 
colors  and  the  complete  range 
of  intermixing  colors  found  in 
the  ANPA-AAA.A  Approved 
ROP  Newspaper  AdPro  Color 
Ink  Book  Volume  3. 

The  Offset  Blending  System  is 
scheduled  for  completion  early 
this  fall.  At  that  time,  a  special 
offset  formulation  supplement 
will  be  prepared  and  printed  as 
an  insert  for  the  new  Volume  3 
Ink  Book. 

The  advertiser  will  be  able 
to  select  color  ads  with  the  as¬ 
surance  that  the  ink  colors  will 
be  of  uniform  quality  through¬ 
out  whether  his  advertisement 
is  printed  by  the  letterpress  or 
offset  process. 

• 

Appointed  for  PR 

Melrose  Park,  Ill. 

The  Alberto-Culver  Company 
has  announced  the  appointment 
of  Mrs.  Gwen  Leonard  as  public 
relations  director.  She  was  for¬ 
merly  public  relations  director 
of  Grant  Advertising,  Inc.,  Chi¬ 
cago. 


KOLOR 
in  PARIS 

KENTUCKY 

SPOT  COLOR  WITH  TOP 
OFFSET  REPRODUCTION 
AT  MODEST  RATES 

In  the  heart  of  Kentucky's 
Blue  Grass  Region 

The  Daily  Enterprise 

PARIS,  KENTUCKY 

Represented  by 
Bottmelli  &  Gallagher,  Inc. 


Sara  Lee  Ad 
Designed  for 
Price  Image 

Chicago 

The  basic  strategy  in  produc¬ 
tion  of  the  Sara  Lee  dinner  ad, 
a  co-winner  in  E&P’s  1967  color 
contest  in  the  black  plus  three 
colors,  was  to  convince  the  con¬ 
sumer  that  Sara  Lee  rolls  are 
worth  the  price,  thus  adding  a 
quality  ingredient  to  the  house¬ 
wife’s  meal  planning. 

The  strategy’  was  executed  so 
that  words  and  pictures  worked 
together  to  maximize  the  mes¬ 
sage  and  support  the  consumer’s 
image  as  a  good  cook  and  host¬ 
ess. 

Choice  of  the  art  director  at 
the  Edward  H.  Weiss  &  Co., 
agency  was  an  elegant  formal 
dinner  setting.  The  rolls  were 
dramatically  contrasted  within 
the  setting  by  use  of  a  “spot¬ 
lighting”  effect. 

This  was  created  by  the  use 
of  warm  red  and  yellow  tones  in 
and  around  the  rolls  and  cool 
blue  and  gray  tones  in  the  back¬ 
ground.  The  entire  background 
setting — the  silver,  goblet,  plate, 
and  tablecloth  blended  into  a 
cool  but  definitive  background. 
The  result  in  color  was  almost 
monochromatic.  This  was  what 
the  art  director  was  striving  for 
— a  subdued  but  distinctive 
background  subordinated  to  the 
focal  point — the  product. 

From  a  technical  viewpoint, 
the  ad  was  difficult  and  daring 
in  that  reproduction  required  a 
fine  tolerance  in  the  “balance  of 
color  plates.”  Since  shadows  and 
contrasts  were  desired,  the  use 
of  “heavy”  black  plate  was  em¬ 
ployed. 

The  color  expertise  of  the 
Chicago  Daily  News  master¬ 
fully  controlled  the  black  plate 
and  the  result  was  the  award 
winning  ad  from  the  Kitchens 
of  Sara  Lee. 

• 

Hurlbut  Firm  Buys 
Stations  in  Illinois 

Charleston,  Ill. 

Subject  to  the  approval  of  the 
FCC,  the  assets  of  Radio  Sta¬ 
tion  WEIC  AM  and  FM, 
Charleston,  have  been  sold  to 
Community  Communications  Inc, 
of  Mt.  Carmel,  Illinois;  John 
Hurlbut,  president.  William 
Kepper  is  the  seller. 

Hurlbut  also  owns  radio  sta¬ 
tions  in  Mt.  Carmel  and  Men- 
dota,  Illinois,  and  a  daily  news¬ 
paper  and  two  weeklies  in  Illi¬ 
nois.  The  selling  price  was 
$180,000  in  the  transaction  han¬ 
dled  by  the  J.  D.  Stebbins  Co. 


The 
Ouad- Cities’ 
Winning 
Combination! 


Wilson  & 


Ison  8*  ' 

..U  island  ARGUS 

C.'®  -  ^ 

rock  island  M»6US 

oncK  \SL(Vt*0  WGUS 

<=“ 


Quad'Clties  Largest  Daily  Circulation 

MOLINE  DISPATCH 
ROCK  ISLAND  ARGUS 


t  ! 


Not’l  Re^r. 

THE  ALLEN  KLAPP  CO 
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SEVEN  OUT  OF  TEN 
MARKET/ DALLAS  FAMILIES 


LIVE  BEYOND 


Go  after  them,  too, 
with  advertising  in  1 . . 

Ploiming 


Out-of-county  customers  account  for  $348  million  of  Dallas  County’s  $2.09 
billion  retail  sales,  in  addition  to  their  purchases  at  home.  The  Dallas  News 
goes  after  them,  reaching  20%  or  more  families  in  116  North  Texas  cities  and 
towns  with  its  larger  circulation  (24,427  more  daily,  30,155  more  Sunday  than 
the  nearest  competition). 

Like  working  both  sides  of  the  street.  The  News  sells  both  sides  of  the  county 

line.  ShOUldn  t  you?  Sales  Management,  June  10.  1967 

Computations  from  ABC  Audits,  March  31,  1966 


CRESMER,  WOODWARD,  O’MARA  &  ORMSBEE,  INC.  National  Representative 
THE  LEONARD  CO.,  Florida  Representative 


Pearl  Beer  Ad  Receives  Rave  Notice 


Houston 

PivssnK'ii  at  the  Houston 
('lironiclf  weiv  delijrhted  to  read 
a  copy  of  a  letter  of  commenda¬ 
tion  fiom  Ivol)eit  I>.  Brown,  ac¬ 
count  executive  fin-  the  Tracey- 
Locke  Adveitisinjr  Company.  It 
appeared  on  the  bulletin  lM)ard 
in  the  pressriMun. 

The  letter,  addressed  to  M. 
J.  (lihbons.  jreneral  adveitisin>r 
manager  of  the  Chronicle,  said: 
“Excellent.  We  know  the  Pearl 
Beer  double-truck  ad  was  diffi¬ 
cult  to  rejiroduce  and  we  appre¬ 
ciate  the  extra  care  your  people 
obviously  gave  it.  They  should 
be  proud  of  their  fine  work.” 

Satisfied  grins  also  were  evi¬ 
dent  in  the  stereo  dei)artment 
where  a  .second  copy  of  the  let¬ 
ter  was  ))osted. 

The  Pearl  Brewing  ad  was  a 
co-winner  in  the  19(57  Editor  & 
Puldishei'  POP  Color  Contest 
in  the  black  i>lus  thiee  colors. 

kciil  Kcgi<>iers  Mats 

Earl  Keul  regi.stered  the  di¬ 
rect  cast  mats  received  from  the 
agency  in  a  Sta-Hi  registering 
machine,  trimmed  them  with  a 
master  trimmer  and  otherwise 
prepared  them  for  casting  in 
zinc. 

George  C row  of  the  nightside 


crew  cast  the  plates,  matched 
them  on  a  Goss  double-page 
matching  machine,  then  sent 
them  through  a  sulfamate-nickel 
jirocess.  .411  Chronicle  color 
plates  are  nickled.  Thirty-two 
plates  for  eight  cylinders  were 
j)re})ared  for  the  Goss  Mark  II 
presses. 

In  the  pre.sSroom,  the  fore¬ 
man,  Jerald  Underwood,  and 
supervisoi's  Edward  Hellengard 
and  Mac  Frank  jtrepared  for  a 
collect  run  from  four  of  the 
Chronicle’s  jtresses. 

The  double-ti’uck  four-color 
Pearl  Beer  ad  was  i)ositioned  in 
section  eight — sports — and  ap- 
jteared  in  all  six  daily  editions. 

"Maybe  we  did  a  couple  of 
things  that  heli>ed  the  look  of 
the  coloi',”  Underwood  said  in 
recalling  June  28.  when  the  atl 
api)eaie<l. 

The  double-truck  climaxed  a 
week-long  schedule  of  four- 
color  single  i)age  ads  for  the 
l)eer  comi)any  in  the  ('hronicle. 

C.«‘iiler  Trtdley  KaiM-d 

“We  had  no  unusual  regis¬ 
tration  problems,”  Underwood 
said.  “We  did  raise  the  center 
trolleys  on  the  folder  to  cut 
down  on  offset  and  we  folded 
the  section  off  center  to  get  a 


closer  match  of  the  two  ]ilates. 
We  watched  tension  carefully, 
too.  One  little  wrinkle  anywhere 
could  have  ruine<l  the  whole  i)ro- 
duction.”  But  the  product  was 
a  smooth  one. 

Several  days  later,  Rali)h 
Fui'long,  representing  Huber 
Ink  Comi)any,  showed  some  tear 
sheets  from  another  Texas 
newspaper  to  Underwood. 

The  sheets  wei’e  of  the  same 
Pearl  Beer  ad  and  Furlong 
liked  theii-  looks.  Underwood 
showed  him  the  Chronicle’s  tear 
sheets  and  F'uilong  droi)i)ed  his 
back  into  his  briefcase. 

Asked  for  Pictures 

What  was  reader  reaction? 
.At  least  one  woman  was  so  taken 
by  the  color  pictures  of  the  IKMI 
Springs  Country  where  Peail 
gets  its  water  she  wrote  asking 
where  she  coulil  buy  eidarge- 
ments  of  the  photos. 

The  Chronicle’s  WATCH  EM 
»-olumn,  a  public  service  feature, 
advi.sed  her  to  write  Pearl  Beei  ’s 
offices  in  San  .Antonio.  The 
company  had  no  provision  for 
supplying  i)ictures  but  since  the 
inception  of  the  color  advertis¬ 
ing  program  it  had  been  flooded 
l)y  re(|uests  for  color  jiictures. 


Huge  Index  of  News 
Clippings  Finished 

.Akkon,  < 

The  Beacon  Journal  has  com¬ 
pleted  a  12,000-heading  index  of 
topical  clippings  in  a  mobile, 
compact  cabinet  with  four  lift- 
out  loose  leaf  binders.  The 
Beacon  Journal  prepared  two 
additional  copies  of  the  index. 
One  was  presented  to  Kent  Stale 
University  for  Prof.  Rose  Vor- 
melker’s  classes  in  newspaper 
librarianship.  The  other  is  being 
given  to  the  library  of  the  .Amer¬ 
ican  Newspaper  Publishers  .As¬ 
sociation  in  New  York  City. 

The  index  was  begun  five 
years  ago  by  former  Chief 
Librarian  Craig  Wikson,  who  is 
now  director  of  the  papei’s 
.Action  Line. 

The  work  was  completed  by 
his  former  assistant  and  succes¬ 
sor,  Gerald  Brown. 

Before  the  index,  the  Beacon 
Journal  had  a  typical  accumula¬ 
tion  of  confusing  and  overlap¬ 
ping  categories.  The  Reference 
department  had  no  record  of 
categories  other  than  the  en¬ 
velopes  themselves. 

Some  50,000  useless  headings 
were  eliminated.  The  clippings 
were  integrated  with  those  in 
the  12,000  headings  retained. 

The  index  includes  several 
thousand  cross-references. 


1 


It  happened  again... twice! 


It's  nice  to  receive  the  kiss  of  recognition,  and  doubly  so  when 
it  happens  twice.  This  year  we  received  not  one  but  two  R.O.P. 
color  awards  from  Editor  and  Publisher. 

We're  proud  of  those  awards.  We're  proud  of  our  new  color 
equipment  and  the  new  techniques  we've  initiated.  Most  of  all, 
we're  proud  of  the  high  standards  of  our  technicians  and  pro¬ 
duction  people. 

That's  why  we  can  confidentally  tell  advertisers  that  our  R.O.P. 
color  printing  is  better  than  ever.  And  why  we  urge  them  to  use 
the  added  impact  of  color  in  their  newspaper  advertising. 


THE  MARKET-28th  U  S.  metro  market 
in  retail  sales— 22nd  U.S.  newspaper  mar* 
ket— one  of  the  top  5  U.S.  test  markets. 

THE  STAR  AND  THE  NEWS-Full  serv¬ 
ice  newspapers:  ROP  color,  Roto,  Hi-Fi, 
Spectacolor,  Section  inserts.  Split  run. 

Total  combined  daily  circulation  429,063* 
—  Sunday  378,867* 

*ABC  statement  for  12  months  ending  December 
31,  1966 


Why  not  send  a  boy  to  do  a  man's  job? 

(especially  when  he  can  do  it  better!) 


The  Indianapolis  Star 
THE  INDIANAPOLIS  I^WS 


Story  &  Kelly-Smith,  Inc.  •  National  Representatives 
The  Leonard  Co.  •  Florida  Representatives 


Color  Ads  Cost  Less 
In  Terms  of  Sales 


The  newspaper  of  tomorrow 
will  be  more  colorful  than  ever, 
says  Jack  Kauffman,  president 
of  the  Bureau  of  Advertising, 
ANPA. 

ROP  Color,  which  is  the 
newspapers’  shortened  term  for 
color  printed  locally  in  the  “run 
of  paper,”  can  be  used  by  local 
and  national  advertisers  on  rela¬ 
tively  short  notice.  In  those 
newspapers  measured  each  year 
by  Media  Records  Inc.,  and 
others  reporting  to  Editor  & 
PiBLlSHER,  ROP  Color  linage 
has  increased  six-fold  in  the  15 
years  from  1951  to  1965,  and 
increased  20  percent  in  1966 
over  1965. 

The  Bureau  estimates  that 
ROP  Color  for  all  daily  news¬ 
papers  totaled  582,000,000  lines 
in  1966,  representing  a  $352 
million  investment  by  all  adver¬ 
tisers. 

ROP  Color  is  available  in 
several  combinations:  black-and- 
one  color  is  available  in  1,341 
newspapers  which  represents 
8~%  of  total  U.S.  daily  circula¬ 
tion;  black-and  two  colors  is 


available  in  909  newspapers 
representing  76%  of  U.S.  daily 
circulation;  and  black-and  three 
colors,  more  commonly  called 
process  color  or  full  color,  is 
available  in  787  newspapers, 
73%  of  U.S.  daily  circulation. 
(E&P,  March  25,  1967). 

Preprints,  another  exciting 
new  development  in  newspaper 
color,  offer  magazine-quality  re¬ 
production  since  they  are 
printed  separately  from  the 
newspaper  itself  on  a  superior 
grade  of  newsprint.  They  are 
fed  into  the  newspaper  press 
and  become  an  integral  part  of 
the  newspaper — another  page — 
during  the  press  run. 

There  are  two  kinds  of  pre¬ 
prints:  Hi-Fi,  which  are  de¬ 
signed  in  a  repeating  “wall¬ 
paper”  pattern  so  that  the  ad¬ 
vertiser’s  complete  message  is 
delivered.  Kauffman  said  that 
some  1,550  newspapers,  repre¬ 
senting  93%  of  U.S.  daily  cir¬ 
culation,  now  offer  Hi-Fi  pre¬ 
prints. 

Another  preprint  unit  is 
SpectaColor  which  is  not  cut  off 


f  In  The 
i  •  ALLENTOWN 
I  •  BETHLEHEM 
I  •  EASTON 


A  METRO  AREA 


LOCAL  AND  NATIONAL 
ADVERTISERS 
THOUGHT  SO  IN  1966 


And  Used  1,364,664  Lines  Of  Color  For  The  Year 
XoMtoColor  Color  Reproduced 


mu 


R.O.P. 


The  Way  You  Want  It! 


THE  MORNING  CALL 
EVENING  CHRONICLE 
SUNDAY  CALL-CHRONICLE 

Allentown,  Pa. 


Represented  Nationally  By 
Story  &  Kelly-Sniith,  Inc. 


at  random.  An  electric  eye  reads 
an  “eye  mark”  printed  along 
the  edge  of  the  roll  and  controls 
the  cut  off  point  precisely,  so 
that  the  ad  appears  in  news¬ 
paper-page  registration.  With 
SpectaColor,  an  ad  can  be  de¬ 
signed  as  a  self-contained  unit. 
It  is  available  in  382  newspapers 
representing  44%  of  U.S.  daily 
circulation  and  54%  of  daily 
circulation  in  the  top  fifty  mar¬ 
kets. 

Preprint  growth  has  been 
spectacular.  In  1958,  when  pre¬ 
print  units  were  introduced  ad¬ 
vertisers  ran  ten  million  impres¬ 
sions.  Last  year,  a  total  of  1.4 
billion  preprint  impressions  were 
run  in  newspapers. 

Newspaper  Preprint  Corp. 
has  been  created  by  the  news¬ 
paper  industry  to  give  adver¬ 
tisers  and  agencies  a  simple, 
reliable,  one-stop  way  to  buy 
preprints  —  guaranteeing  de¬ 
livery  to  selected  newspapers 


for  running  on  specified  dates.  I 
NPC  acts  as  the  central  clearing  j 
house.  I 

“Color  is  a  built-in  part  of  i 
every  aspect  of  our  daily  life.  It 
makes  us  want  to  see  and  re¬ 
member  faraway  places;  it  can 
spur  our  appetites  and  shape 
purchasing  decisions,”  Kauff¬ 
man  said.  “Color  communicates. 
For  this  reason  it  plays  a  vital 
role  in  newspaper  advertising  in 
serving  marketing  objectives  at 
reasonable  cost.” 

“The  impact  of  color  adver¬ 
tising  in  newspapers  makes  an 
ideal  tool  for  quick  introduction 
of  new  products,  and  to  the 
broadest  possible  market,”  he 
noted.  “Clearly,  color  ads  cost 
more;  but  color  advertising 
ultimately  costs  less  because  it 
is  more  likely  to  be  read,  more 
likely  to  lie  remembered,  and 
much  more  likely  to  produce 
sales.” 


Daily  Scores 
Ice  Cream 
Color  Scoop 

Holland,  Mich. 

There  always  is  something 
special  about  an  ice  cream  ad. 
Particularly  when  it  is  in  color. 
And  the  half-page  ad  in  the 
Holland  Evening  Sentinel  June 
1,  1966  was  something  special. 
It  made  people  want  to  run  out 
and  buy  peach  ice  cream — Swift 
Party  Peach  Ice  Cream,  that  is. 

This  ad  won  a  top  award  in 
the  Editor  and  Publisher  ROP 
Color  Competition  for  newspa¬ 
pers  in  the  under-1 00,000  circu¬ 
lation  category  for  reproduction 
in  Spot  Color. 

Swift  and  Company,  the  ad¬ 
vertiser,  and  the  agency,  Mc- 
Cann-Erickson,  also  received 
awards. 

This  all  started  when  the 
Holland  Evening  Sentinel  re¬ 
ceived  an  insertion  order  in 

NEWS-JOURNAL  PAPERSl 
SINRLE-RATE  PUN 

sirtgular  buy.  singular  market 

SINGULARLY  REWARDING 

Advertising  is  read  in  94%  of  New 
Castle  County  homes.  78%  of  Delaware. 

Your  message,  at  local  rate,  activates 
sales  in  this  rich  market:  18-30%  above- 
average  income.  Tell  your  story  where 
the  selling  is  easy.  Contact; 

NEWS-JOURNAL  PAPERS 
Wilmington,  Delaware 
or  Story  &  Kelly-Smith.  Inc. 

Statistics: 
sales 

MANAGEMENT 
2/1/67 
and  6/10/67 


May,  1966,  from  McCann-Erick- 
son,  Chicago,  for  its  client. 
Swift  and  Company,  to  run  an 
8-column  by  150  line  ad  featur¬ 
ing  “Party  Peach  Ice  Cream” 
to  be  run  in  black  and  ANPA- 
AAAA  No.  211  as  second  color. 
Plastic  plates  were  furnished 
by  Reilly-Lake  Shore.  Caution 
was  taken  that  both  colors  were 
neither  too  light  nor  too  dark. 

The  winning  ad  was  the  sec¬ 
ond  of  a  series  of  four.  Others 
featured  “Coconut  Almond,” 
“Apricot  Sherbet”  and  “Maple 
Chocolate  Almond.” 

The  Sentinel  has  been  run¬ 
ning  color  many  years,  using 
either  plates  or  mats.  Special 
consideration  is  given  to  match 
the  ink  to  the  product. 

The  Holland  Evening  Sen¬ 
tinel  has  a  Goss  Universal 
press  equipped  with  color  humps 
two  pages  wide  cylindrical. 

• 

Student  of  Cliaii^e 

London,  Ont 
The  London  Free  Press  has 
announced  the  appointment  of 
Walter  A.  Sullivan  as  Technical 
Development  Manager.  He  will 
be  responsible  for  the  investiga¬ 
tion  of  production  developments 
in  the  industry  which  could  be  | 
applied  to  the  Free  Press;  eval¬ 
uation  of  systems,  methods  and 
equipment;  planning  and  co¬ 
ordinating  technical  changes. 

• 

Ad  and  PR  Manager 

Nashville 
H.  C.  Daniels  has  been  named 
advertising  and  public  relations 
manager  of  Capitol  Interna¬ 
tional  Airways.  Before  joining 
the  airline  he  served  as  execu¬ 
tive  vicepresident  of  Dawson, 
Daniels,  Sullivan  &  Dillon  Inc.,  | 
an  advertising  agency  in  Nash-  I 
ville.  I 
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COMPLETED /aalSTgW  FOURTHaNATIONAL  BANK 


JOINING  THE  TOP  50  CITIES  OF  THE  NATION! 


Tulsa...  one  of  the  fastest  growing  cities  in  the  U.  S.  now  ranks  47  in  population**  and 
that’s  not  all.  Tulsa  now  ranks  47  in  Effective  Buying  Income  also.  A  key  city  in  the 
U.  S.  Tulsa  is  one  of  only  18  cities  whose  growth  is  expected  to  be  at  the  rate  of  more 
than  four  per  cent  annually  by  1975.  Crowing  up  and  out  — with  barges  on  the  Arkansas 
River  by  1970 . . .  BUY  AND  SELL  TULSA  . . .  YOU  CANT  BEAT  IT! 

•S.M.  Survey  of  Buying  Power,  1967. 

- - MORNING/ EVENING/SUNDAY 

I  I  _ _  Represented  by  the  Branham  Co. 

A  Three  Billion  Dollar  ^  " 

Market  Completely 
Covered  by 


Jim  Beam’s 
Use  of  Color 
Boosts  Sales 


Dallas 

"The  finest  color  ad  ever  pub¬ 
lished  in  this  area.” 

That  was  the  reaction  of 
William  Long-,  North  Texas  divi¬ 
sion  manager  for  McKesson 
Liquor  Company,  distributors  of 
Beam  whiskey,  to  the  prize¬ 
winning  black  plus  three  color 
ad,  which  appeared  in  the  Ihillas 
Titnes-Hernid. 

The  ad  was  a  winner  in  Editor 
&  Publisher’s  19(57  ROP  Color 
Contest. 

This  type  of  newspaper  adver¬ 
tising  definitely  helps  us  in¬ 
crease  sales,”  Long  reported  to 
Joe  Allen,  national  ad  depart¬ 
ment  salesman  who  handles 
liquor  accounts  for  the  Times- 
Herald,  “and  Jim  Beam  is  one 
of  the  top  selling  lK)url)ons  in 
Texas. 

“Color  advertising  of  this 
quality  continues  to  enhance  the 
already  popular  image  of  the 
product  with  the  consumer.” 

J.  C.  McClung,  Times-Herald 
production  superintendent,  re¬ 
ported  that  the  ad  material  was 
delivered  in  direct  cast  pre- 


madeready  four  color  mats;  that 
the  stereo  department  did  its 
routinely  good  job  of  registra¬ 
tion,  nickel-plated  the  plates. 
The  ad  was  printed  with  .\NPA 
.AdPro  color  inks  in  the  regular 
run  of  the  paper. 

• 

New  Color  Scanner 
.Merges  Photographs 

A  Color  Scanner  that  elec¬ 
tronically  combines  two  or  more 
photographs  into  one  while 
simultaneously  making  four 
color  sepai'ations  of  the  com¬ 
posite  has  been  developed  by 
RC.\’s  Graphic  Systems  Divi¬ 
sion. 

The  7(1  8821  Composing  Color 
Scanner  merges  color  prints, 
transparencies,  or  artwork,  cor¬ 
rects  the  differing  tonal  values 
of  the  varied  source  materials 
automatically,  while  producing 
the  four  separations  needed  for 
full  color  piinting. 

A  picture  of  two  models  sit¬ 
ting  in  a  studio  enjoying  an 
advertiser’s  product  can  l)e 
stripped  into  more  glamorous 
surroundings  automatically  and 
with  full  color  correction. 

The  Composing  Scanner  can 
also  be  used  to  drop  in  line 
work  such  as  lettering,  picture 
Iwrders,  and  colored  back¬ 
grounds  or  for  silhouetting  and 
dropouts. 


British  Papers 
Use  Offset  For 
Regional  Color 

Lo.ndon 

Britain’s  national  press  is 
coming  closer  to  solving  some  of 
the  problems  associated  with 
color  advertising  in  mass-circu¬ 
lation  daily  newspapers. 

The  Daily  ErpresK,  with  a 
4-million-plus  daily  circulation, 
has  partially  moved  into  the  web 
offset  field  in  order  to  meet  the 
demands  of  advertisers  re¬ 
quiring  color  on  a  short  run 
regional  basis. 

For  years  big  dailies  here 
have  been  running  preprints,  but 
the  gravure  process  proved  too 
expensive  for  smaller  adver¬ 
tisers  seeking  impact  regionally. 
For  an  advei-tiser  to  buy  circu¬ 
lation  of  four  million  when  he 
needs  a  mere  iS()0,0(K)  was  ob¬ 
viously  impractical. 

Rivals  ('.onceriied 

The  Express’  move  into 
regional  offset  is  also  being 
watched  with  concern  by  provin¬ 
cial  dailies.  The  national  paper 
is  becoming  directly  competitive. 

Man  in  charge  of  the  Express 
color  development  is  Leslie  W. 
Needham,  director  of  adv’er- 


tising,  who  said:  “To  l)egin  with 
regional  advertising  in  color  and 
black  and  white  will  l)e  avail¬ 
able  in  Manchester,  the  North 
East  and  in  Ireland  and  Scot¬ 
land.  It  is  aimed  to  make  a  start 
in  Octoljer  with  the  new  color 
facility.  Express  regional  color 
will  then  be  e.xtended  into  other 
areas.” 

Discussing  the  intended 
October  start,  Needham  stated 
that  many  details  still  had  to  be 
worked  out  and  these  included 
the  question  of  advertising  rates 
“which  have  to  l)e  very  carefully 
calculated.” 

Full  I’aae  Rale 

The  current  Express  rate  for 
a  full-page  in  color,  printed 
gravure,  is  approximately  $47,- 
600.  The  regional  color,  said 
Needham,  “will  offer  big  advant¬ 
ages  in  the  matter  of  costs.” 
Elaborating  on  this  point,  he 
said  the  saving  would  lie 
achiev'ed  by  using  the  news¬ 
paper’s  offset  plant  which  is  80 
miles  from  London. 

.\lso  involved  in  offset  color 
is  the  Daily  Mirror  (circulation 
5,2(59,000),  main  competitor  to 
the  Express.  The  London  Time.'t, 
now  owned  by  Lord  (Roy) 
Thomson,  also  recently  took  the 
color  plunge  by  way  of  off.set 
advertising  printed  in  color  at 
the  Express  plant. 


Thinking  about 
the  Extra  Profits 

of 

Spectacolor? 


>  Then  consider 
the  profit-making 
features  of  the 
Fincor  Soectase 


The  Fincor  Spectasetter  is  a  versatile,  fully  auto¬ 
matic  and  highly  accurate  system  for  insetting 
preprinted  webs  to  newspaper  presses.  The  sys¬ 
tem  is  designed  to  operate  with  automatic  roll 
stands  or  by  the  draw  roll  insetting  method.  By 
either  method,  waste  is  at  a  minimum,  no  mat¬ 
ter  whether  you  are  insetting  to  a  printing  unit 
or  by  draw  roll  directly  to  the  folder. 

The  extreme  versatility  of  the  Spectasetter 
offers  publishers  many  additional  opportunities 
for  increasing  advertising  revenue  through  these 
exclusive  features.  The  Spectasetter  is  easily 
converted  for  ROP  color  register  control  per¬ 
mitting  high  quality  color  in  both  editorial  and 


advertLsmg  matter  while  you  are  on  regular  edi¬ 
tion  runs.  Extra  pages  in  black  and  white  or 
high  quality  color  can  be  preprinted  in  advance, 
on  your  existing  equipment,  and  inset  directly 
to  the  folder  along  with  your  regular  edition  run. 

If  you’re  going  into  Spectacolor,  doesn’t  it 
make  good  sense  to  invest  in  the  equipment  that 
gives  you  maximum  product  flexibility  . . .  maxi¬ 
mum  profit  opportunity  for  the  lowest  invested 
dollar. 

Write  for  Bulletin  8(K)()  for  a  new  look  at  the 
profitable  application  of  color,  Fincor,  1000  E. 
Boundary  Avenue,  York,  Penna.  17405 


FINCOR.  INCORPORATED 
MIEHLE-60SS- DEXTER.  INC. 


Hearst  Gives 
$50,000  in 
Scholarships 

Scholarships  and  grants  in  the 
Journalism  Awards  Program  of 
the  William  Randolph  Hearst 
Foundation  have  been  increased 
this  year  to  $50,000.  Last  year 
they  totalled  $42,900. 

.More  than  7000  undergiadu- 
ate  students  of  journalism 
throughout  the  nation  will  l>e 
eligible  to  compete. 

The  announcement  was  made 
by  William  Randolph  Hearst 
Jr.,  trustee  for  the  foundation 
and  chairman  of  the  board  of  the 
Heaist  Corporation  and  editor- 
in-chief  of  Hearst  Newspapers. 

For  J(»urnaliMii  Mujor^^ 

Competition  is  open  to  stu¬ 
dents  majoring  in  journalism  at 
the  r);j  colleges  and  universities 
which  make  up  the  American 
.Association  of  Schools  and  De¬ 
partments  of  Journalism. 

Through  the  coming  school 
year  there  will  be  six  monthly 
contests  in  several  different  cate¬ 
gories — general  news  writing, 
spot  news,  editorials,  features 
and  investigative  and  or  inter¬ 
pretative  reporting. 


Students  deemed  eligible  by 
their  entries  in  the  monthly  con¬ 
tests  may  compete  for  the  three 
top  national  scholarships  at  the 
end  of  the  school  year. 

.Also,  the  10  schools  whose 
students  score  highest  in  the 
overall  competition  will  Ik* 
awarded  foundation  medallions. 

In  the  past  seven  years  of  the 
program,  the  William  Randolph 
Hearst  Foundation  has  given 
nearly  $300,000  in  awards  to 
journalism  students  and  Schools 
of  Journalism  throughout  the 
U.S. 

I’unel  of  Judges 

Two  newsmen  will  act  as 
judges  for  the  eighth  year.  They 
are  Roger  Tatarian,  editor  of 
United  Press  International,  and 
Hubbard  Keavy,  executive  rep- 
re.sentative  of  the  Associated 
Press.  The  third  judge  this  year 
will  l)e  George  Beebe,  senior 
managing  editor  of  the  Miami 
Herald. 

Serving  again  as  honorary 
judge  will  l)e  William  B.  Hag¬ 
gles,  editor  emeritus  of  the 
Ihillatt  Sewn. 

The  program  will  l)e  super¬ 
vised  by  Randolph  A.  Hearst, 
foundation  trustee,  and  will  be 
directed  by  Ira  P.  Walsh. 

Headquarters  for  the  Jour¬ 
nalism  .Awards  Program  is  1018 
Hearst  Building,  San  Francisco, 
California — 94103. 
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More  People-34 1,500 

More  Buying  Power-8876,526,000 

.More  Retail  SaleK-8579,8 18,000 

It's  second  only  to  Chicago  in  all  Iowa  and  Illinois. 
And  you  cover  all  Quad-Cities -morning,  evening 
and  Sundays  — only  with  the  Davenport  Times- 
Democrat.  Get  more  of  this  growing,  dynamic 
market  with  the  Daven¬ 
port  Times- 

Democrat.  DAVENPO^ 

HTmes-democrat 

Represented  by  Jann  &  Kelley,  Inc. 


EDITORIAL  WORKSHOP»«> . 


By  Roy  H.  Copperud 


Fairly  Launched 


Through  the  mists,  if  we  strain  our  eyes,  we  can  see 
that  a  new  verb  has  been  launched  and  is  struggling  to 
reach  shore.  That  verb,  based,  like  many  another  such 
innovation,  on  an  established  noun,  is  access,  and  un¬ 
less  I  miss  my  guess  it  was  spawned  in  the  arcane  bowers 
of  computerology,  where  already  it  is  as  well  established 
as  if  it  had  always  existed. 

The  inhabitants  of  computerdom,  for  example,  say 
things  like  “Any  one  of  256  cards  can  be  randomly  ac¬ 
cessed  ...”  That  is,  access  to  any  of  the  cards  can  be 
gained  at  random. 

Last  winter,  in  Winners  &  Sinners,  the  critique  of  The 
Sew  York  Times,  access  as  a  verb  was  denounced  as  a 
pseu<lo-scientific  offender:  “Any  one  of  the  pages  on  the 
transparency  can  be  accessed  in  less  than  five  seconds, 
using  the  reader.”  How  about  located,  retrieved,  found, 
or  vieivedt  it  was  asked. 

Ah  yes,  but  none  of  these  others  has  the  suggestion  of 
new  technology  that  access  as  a  verb  possesses,  and  thus 
they  are  all  likely  to  be  rejected.  There  is  nothing  the 
newswriter  desires  more,  ordinarily,  than  to  make  his 
readers  think  he  is  au  courant,  and  he  often  does  this 
by  picking  up  special  or  technical  terms  that  are  new 
even  to  him,  usually  without  explanation  even  when  ex¬ 
planation  is  required. 

We  can  judge  the  newness  of  access  as  a  verb  by  noting 
that  no  current  dictionary  recognizes  it,  including  the 
new  Random  House. 

My  guess  is  that  access  as  a  verb  is  going  to  establish 
itself  with  great  speed,  if  it  has  not  already  done  so. 
There  is  no  use  attempting  to  confine  it  to  computer- 
olo&y;  the  spillover  from  the  new  technologies  into  com¬ 
mon  parlance  is  too  free  for  that. 

Accession  as  a  verb  is  well  established  in  the  idiom  of 
libraries,  and  the  term  is  generally  understood  outside 
that  environment.  Libraries,  as  we  came  to  know  long 
ago,  do  not  acquire,  purchase,  add,  or  receive  new  books 
— they  accession  them,  and  this  usage  is  accepted  without 
a  murmur. 

But  something  tells  me  that  w’hen  librarians  first  began 
to  use  accession  as  a  verb  there  was  a  burst  of  protest. 


Wayward  Words 


“Ireland’s  contributions  to  peace  and  the  noble  aspira¬ 
tions  of  the  human  effort  are  written  largely  on  the 
pages  of  history,  Johnson  said.”  (A  UPI  dispatch). 

This  is  a  good  illustration  of  an  error  that  crops  up 
regularly.  The  archaic  phrase,  which  is  what  was  wanted 
here,  is  writ  large — that  is  to  say,  written  in  big  letters. 
But  as  it  stands  it  sounds  as  if  Johnson  said  Ireland’s 
contributions  are  written  for  the  most  part  (the  meaning 
of  largely)  on  the  pages  of  history,  which  is  a  different 
matter  altogether. 

The  error  may  have  been  caused  by  ignorance  on  the 
I)art  of  a  writer  who  was  .straining  after  a  phrase  he 
<lid  not  really  command.  Or  it  may  hav«‘  re.sulte<l  from 
overcorrectness,  the  writer  taking  writ  large  as  an 
error  for  written  largely.  On  the  other  haml,  the  copy 
may  have  l)een  changed  for  the  wors*-  by  ofhciuus  and 
ignorant  editing. 
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Hearst  Gives 
$50,000  in 
Scholarships 

Scholarships  and  grants  in  the 
Journalism  Awards  Program  of 
the  William  Randolph  Hearst 
Foundation  have  been  increased 
this  year  to  $50,000.  Last  year 
they  totalled  $42,900. 

More  than  TOOO  undergradu¬ 
ate  students  of  journalism 
throughout  the  nation  will  be 
eligible  to  compete. 

The  announcement  was  made 
by  William  Randolph  Hearst 
Jr.,  trustee  for  the  foundation 
and  chairman  of  the  board  of  the 
Hearst  Corporation  and  editor- 
in-chief  of  Hearst  Newspapers. 

For  JouriialiMii  Majors 

Competition  is  open  to  stu¬ 
dents  majoring  in  journalism  at 
the  53  colleges  and  universities 
which  make  up  the  American 
.Association  of  Schools  and  De¬ 
partments  of  Journalism. 

Through  the  coming  school 
year  there  will  be  six  monthly 
contests  in  several  different  cate¬ 
gories — general  news  writing, 
spot  news,  editorials,  features 
and  investigative  and  or  inter¬ 
pretative  reporting. 


Students  deemed  eligible  by 
their  entries  in  the  monthly  con¬ 
tests  may  compete  for  the  three 
top  national  scholarships  at  the 
end  of  the  school  year. 

Also,  the  10  schools  whose 
students  score  highest  in  the 
overall  competition  will  Ik* 
awarded  foundation  medallions. 

In  the  past  seven  years  of  the 
program,  the  William  Randolph 
Hearst  Foundation  has  given 
nearly  $300,000  in  awards  to 
journalism  students  and  Schools 
of  Journalism  throughout  the 
U.S. 

Panel  of  Judges 

Two  newsmen  will  act  as 
judges  for  the  eighth  year.  They 
are  Roger  Tatarian,  editor  of 
United  Press  International,  and 
Hubbard  Keavy,  executive  rep¬ 
resentative  of  the  Associated 
Press.  The  third  judge  this  year 
will  Ik*  George  Beebe,  senior 
managing  editor  of  the  Miami 
Herald. 

Serving  again  as  honorary 
judge  will  be  William  B.  Rug- 
gles,  editor  emeritus  of  the 
IhiUmt  Xews. 

The  program  will  lie  super¬ 
vised  by  Randolph  A.  Hearst, 
foundation  trustee,  and  will  be 
directed  by  Ira  P.  Walsh. 

Headquarters  for  the  Jour¬ 
nalism  -Awards  Program  is  1018 
Hearst  Building,  San  Francisco, 
California — 94103. 
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-More  People-34 1,500 

more  Buying  Power-$870, 526,000 

-More  Retail  Sales-$579,8 18,000 

It's  second  only  to  Chicago  in  all  Iowa  and  Illinois. 
And  you  cover  all  Quad-Cities -morning,  evening 
and  Sundays  — only  with  the  Davenport  Times- 
Democrat.  Get  more  of  this  growing,  dynamic 
market  with  the  Daven-  - 

Democrat.  DAVENPO^S^fffl 
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By  Roy  H.  Copperud 


Fairly  Launched 


Through  the  mists,  if  we  strain  our  eyes,  we  can  see 
that  a  new  verb  has  been  launched  and  is  struggling  to 
reach  shore.  That  verb,  based,  like  many  another  such 
innovation,  on  an  established  noun,  is  access,  and  un¬ 
less  I  miss  my  guess  it  was  spawned  in  the  arcane  bowers 
of  computerology,  where  already  it  is  as  well  established 
as  if  it  had  always  existed. 

The  inhabitants  of  computerdom,  for  example,  say 
things  like  “Any  one  of  256  cards  can  be  randomly  ac¬ 
cessed  ...”  That  is,  access  to  any  of  the  cards  can  be 
gained  at  random. 

Last  winter,  in  Winners  &  Sinners,  the  critique  of  The 
Xew  York  Times,  access  as  a  verb  was  denounced  as  a 
pseutlo-scientific  offender:  “Any  one  of  the  pages  on  the 
transparency  can  be  accessed  in  less  than  five  seconds, 
using  the  reader.”  How*  about  located,  retrieved,  found, 
or  viewedt  it  was  asked. 

Ah  yes,  but  none  of  these  others  has  the  suggestion  of 
new  technology  that  access  as  a  v’erb  possesses,  and  thus 
they  are  all  likely  to  be  rejected.  There  is  nothing  the 
newswriter  desires  more,  ordinarily,  than  to  make  his 
readers  think  he  is  au  courant,  and  he  often  does  this 
by  picking  up  special  or  technical  terms  that  are  new 
even  to  him,  usually  without  explanation  even  when  ex¬ 
planation  is  required. 

We  can  judge  the  newness  of  access  as  a  verb  by  noting 
that  no  current  dictionary  recognizes  it,  including  the 
new  Random  House. 

My  guess  is  that  access  as  a  verb  is  going  to  establish 
itself  with  great  speed,  if  it  has  not  already  done  so. 
There  is  no  use  attempting  to  confine  it  to  computer¬ 
ology;  the  spillover  from  the  new  technologies  into  com¬ 
mon  parlance  is  too  free  for  that. 

Accession  as  a  verb  is  well  established  in  the  idiom  of 
libraries,  and  the  term  is  generally  understood  outside 
that  environment.  Libraries,  as  we  came  to  know  long 
ago,  do  not  acquire,  purchase,  add,  or  receive  new  books 
— they  accession  them,  and  this  usage  is  accepted  without 
a  murmur. 

But  something  tells  me  that  when  librarians  first  began 
to  use  accession  as  a  verb  there  was  a  burst  of  protest. 


Wayward  Words 


“Ireland’s  contributions  to  peace  and  the  noble  aspira¬ 
tions  of  the  human  effort  are  written  largely  on  the 
pages  of  history,  Johnson  said.”  (A  UPI  dispatch). 

This  is  a  good  illustration  of  an  error  that  crops  up 
regularly.  The  archaic  phrase,  which  is  what  was  wanted 
here,  is  writ  large — that  is  to  say,  written  in  big  letters. 
But  as  it  stands  it  sounds  as  if  Johnson  said  Ireland’s 
contributions  are  written  for  the  most  part  (the  meaning 
of  largely)  on  the  pages  of  history,  which  is  a  different 
matter  altogether. 

The  error  may  have  been  caused  by  ignorance  on  the 
part  of  a  writer  who  was  straining  after  a  phrase  he 
did  not  really  command.  Or  it  may  have  resulted  from 
overcorrectness,  the  writer  taking  writ  large  as  an 
error  for  written  largely.  On  the  other  hand,  the  copy 
may  have  been  changed  for  the  worse  by  officious  and 
ignorant  editing. 
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Saturday  Review  Calls  Bergen  County’s 


Record  a  ii 


NEW  GIANT 

IN 


ERSEY 


Even  in  the  intricacies 
of  the  massive  New/  York 
Metropolitan  Complex, 
The  Record, 
serving  Bergen, 
Passaic  and 
Counties, 
New  Jersey,  and 
Rockland  County, 
New  York,  is  casting 
a  longer  and  longer  shadow. 


BERGEN-PASSAIC 
METRO  MARKET 


The  Record,  published  in  Hackensack,  N.J.  has  had  a 
faster  circulation  growth  during  the  past  5-years  than 
even  Newsday! 


It  is  now  the  41st  largest  evening 
newspaper  in  America. 

With  its  sister  newspaper.  The  Morning  Call,  published 
in  Paterson,  N.  J.  it  reaches  more  people,  and  carries  more 
advertising  than  all  other  dailies  published  in  the  Paterson- 
Clifton-Passaic  SMSA  combined! 


HI  FI  AND  ROP  COLOR  IS 
AVAILABLE  IN  BOTH 
NEWSPAPERS 


HACKENSACK,  N.J. 


The  Ui  Call 

PATERSON.  N.  J. 


Represented 


TOTAL  COMBINED  1  Cf|  Ql  O 
CIRCULATION  A.B.C.  I  D9p9  I  U 

Nationally  by  WARO-GRIFFITH  COMPANY,  INC. 


Circulation 
Leadership 
Course  Set 

■Albany,  N.Y. 
An  Iiislitutp  of  Carrier  l-ead- 
eiship  —  a  three-day  workshoj) 
with  an  all-inclusive  fee  of  .$1:10 
per  man — will  take  place  at  the 
DeWitt  Clinton  Hotel  here  Oct. 
17-20. 

The  workshop  is  heinu'  ar¬ 
ranged  and  co-sponsored  hy  the 
New  York  State  Circulation 
.Managers  Association  and  the 
•New  England  Association  of 
Circulation  Managers.  F'rank 
.1.  Heinrich,  BurUngtou  (V't.) 
Free  Press,  said  it  is  hojied  to 
have  at  least  .'50  participants  in 
the  sessions. 

Those  who  satisfactorily  com¬ 
plete  the  course  will  receive  a 
certificate  of  achievement  sig¬ 
nifying  he  is  a  memlier  of  the 
Institute  of  Carrier  Leatiership. 

With  sessions  running  from 
8:20  a.m.  until  5  i).m.,  the  work¬ 
shop  agenda  includes  the  fol¬ 
lowing: 

First  Ihuf 

1.  Basic  Requirements  of  Ef¬ 
fective  Carrier  Leadership. 

2.  Selling — What  It  Is  and  How 
You  Use  It. 

.‘i.  What  You  Sell. 

4.  Who  You  Sell. 

■).  How  To  Plan  Your  Selling 
Action. 

0.  Basic  Ste|>s  To  Securing  Ac¬ 
tion. 

Kvenisg  .Actirilii 

1.  Plan  handling  of  practice 
l)roblems  in  how  to  sell  the 
subscrilier,  the  parent,  and 
the  prospective  carrier. 

2.  Coaching  in  how  to  ai»ply 
selling  skills  taught  in  first 
session. 

Second  Diiif 

1.  Practice  presentations  and 
group  discussion  on  how  to 
sell  the  subscriber,  the  pai- 
ent,  and  the  prospective  car¬ 
rier. 

2.  How  to  handle  objections  or 
resistance  to  action. 

Fretiing  Actirify 

1.  Team  analysis  and  discussion 
of  most  significant  carrier 
leadership  problems  and  how 
to  .solve  them. 

2.  Plan  handling  of  practice 
problems  on  bow  to  handle 
objections. 

Third  Buy 

1.  Team  presentation  and  group 
discussion  of  solutions  to 
carrier  leadership. 


2.  Practice  presentations  and 
group  discussion  on  how  to 
handle  objections. 

How  to  prepare  for  effective 
carrier  training. 

4.  How  to  effectively  develop 
the  knowledge  and  skills  of 
your  carriers. 

o.  Fundamentals  of  effective 
carrier  motivation. 

<5.  How  to  motivate  your  car-  I 
riers  to  superior  perform¬ 
ance. 

7.  How  to  get  maximum  results 
from  what  you’ve  received 
during  the  Carrier  Leader¬ 
ship  Workshop. 

• 

S&W  Color 
Ads  Resumed 

Sa.v  P'ra.nclsco 
S&W  Fine  F'oods  resumed 
its  program  of  large  space  news¬ 
paper  color  advertising,  using  a 
list  of  50  newspapers  in  .Ari¬ 
zona,  California,  Nevada,  Oie- 
gon  and  Washington,  announces 
Joe  Brotherton,  advertising 
manager. 

The  near  full  page  four-color 
and  1000  two-color  releases 
which  began  in  mid-Septeml)er 
will  be  followed  by  a  similar 
pre-Thanksgiving  schedule,  ac¬ 
cording  to  local  offices  of  Foote, 
Cone  &  Belding. 

In  the  New  York  area,  MO 
metropolitan  and  subuilian 
newspapers  are  scheduled  for 
large  space  advertising  which 
features  some  cash  refund 
offers. 

In  the  Los  .Angeles  market, 

S  &  W  will  initiate  a  special 
advertising  program  on  S  &  W  j 
Kona  Coffee  and  S&W  Coloni-  I 
bian  Coffee  with  monthly  four-  | 
color  insertions  in  the  Los  .An¬ 
geles  Times  Home  Magazine. 
This  will  begin  in  October. 

The  large  space  newspaper 
color  advertising  in  the  West 
carries  the  headline  “The  S&W 
family  tree  (It’s  produced  ex¬ 
ceptional  quality  for  genera¬ 
tions).’’  Color  insertions  also  are 
scheduled  for  Sunset  .Magazine. 

S&W  regular  coffee  will  re¬ 
ceive  a  saturation  radio  support 
in  the  Pacific  Northwest, 
Brotherton  said.  .More  than  40 
coffee  commercials  will  lie  used 
weekly  in  Portland,  Ore.,  and 
Seattle  for  three  months. 

•  " 

Hiebert  at  Maryland 

Washington  i 
Or.  Ray  Eldon  Hiebert,  former  J 
chairman  of  the  Department  of 
Journalism,  Public  Relations 
and  Broadcasting  at  .American 
University,  Washington,  has 
l>een  appointed  head  of  the  De¬ 
partment  of  Journalism  at  the 
University  of  Maryland.  He 
succeeds  Dr.  Carter  R.  Bryan. 
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When  Color 
Counts, 
Count  On 
The  Color 
Leader 


The 

Dallas 

Times 

Herald 


FIRST 

IN  REPRODUCTION 
EXCELLENCE 


Winner  of  this  year’s 
E&P  Award  for  full 
color  reproduction  — 
newspapers  of  100,000 
to  250,000  circulation. 


FIRST 

IN  EVENING  AND 
SUNDAY  COLOR 
LINAGE 


During  1966  and  the 
first  seven  months  of 
1967,  The  Times 
Herald  published  more 
color  advertising  than 
any  other  evening  and 
Sunday  newspaper  in 
America.  It  ranked 
second  among  all  daily 
and  Sunday 
newspapers. 


Represented  Nationally  by 
The  Branham  Company 


Your  Advertising 
Will  Be  More 
Productive 
In  America’s 
Most  Colorful 
Marketplace 

Evening  and  Sunday 


The 

Dallas 

Times 

Herald 


KIMr.l>\  AIA  ICE 


How  to  Hire  A  Man: 
Feed  His  Ego,  Dad! 


San  Francisco 

Just  feed  his  ego,  Dad!  That’s 
how  you  recruit  good  reporters, 
says  the  Washington  (D.  C.) 
Star's  managing  editor,  I.  Wil¬ 
liam  Hill. 

“This  is  an  ego  era,”  Hill 
explained  in  his  talk  during  a 
panel  session  at  Edicon,  the 
United  Press  International  con¬ 
ference  for  newspaper  editors, 
here  this  week. 

“We  find  manpower,”  he  said, 
“in  an  ego-feeding  way.  We 
make  potential  staffers  know  we 
care.  We  recruit.” 

First,  Hill  advised,  the  re¬ 
cruiter  needn’t  be  someone  in 
the  newspaper’s  personnel  de¬ 
partment.  A  City  Desk  man  is 
“perfect,”  in  his  opinion,  be¬ 
cause  “it’s  always  good  if  a  man 
who’s  going  to  do  the  Iwssing 
also  does  the  recruiting.” 

If  you  want  an  aggressive 
recruit,  Hill  said,  make  sure  the 
personality  of  the  recruiter  is 
aggressive,  and  if  it’s  a  good 
writer  you  want,  have  a  good 


writer  do  the  recruiting. 

Hill  said  he  prefers  to  recruit 
a  man  who  has  been  active  in 
dramatics  or  debating.  “A  man 
who’s  projected  from  a  stage 
or  platform  usually  can  project 
in  words,”  he  observed. 

His  guide  for  recruit<‘rs  in¬ 
cludes: 

“Don’t  hire  a  man  who  bores 
you.” 

“A  dull  man  can  lie  one  with 
too  much  polish.” 

“Another  man  to  avoid  is  the 
kind  with  dull,  sleepy  eyes.” 

Training  I’rograni 

Telling  of  his  own  experience 
as  a  recruiter  for  two  years  in 
the  Ivy  League,  Hill  told  his 
newsroom  colleagues: 

“Often,  a  man  I’d  interviewed 
moved  on  to  another  cubicle 
where  he’d  get  a  public  relations 
offer  paying  twice  as  much 
moneg  as  I’d  l>een  able  to  offer 
him.  Nevertheless,  when  the  Star 
made  a  bid  for  a  man,  we  got 
bim.  Here’s  why:  The  Star  had 


made  it  possible  for  me  to  do  a 
lietter  job  of  ego-feeding  than 
those  PR  recruiters.  1  was  abb; 
to  promise  an  ego-developing 
training  program  with  more  ap¬ 
peal  than  money.  If  a  man  came 
to  the  Star,  he  knew  how  long 
it  would  take  for  training  and 
what  he  had  to  look  forward  to 
thereafter.  As  ego-feeding,  that 
proved  lietter  than  money.” 

The  second  phase  of  the  ego¬ 
feeding  program  is  training. 
Hill  said.  “Our  aim  is  to  take 
advantage  of  a  man’s  mind 
lK‘ing  on  himself  to  tiain  him 
better,”  he  went  on. 

“The  basic  thing  wrong  with 
training  by  lecture  is  that  it 
lacks  ego-appeal.  It’s  like  a  suit 
bought  off  the  rack.  It  isn’t 
custom-designed  either  for  you 
or  for  me.  'There’s  nothing  really 
wrong  with  it;  it  just  isn’t  very 
impressive. 

“The  most  effective  training 
programs  I  know  are  programs 
geared  to  individual  training. 
We  have  one  at  the  Washington 
Star  that’s  lieen  successful  for 
10  years. 

“What  we  try  to  do  is  make 
sure  that — after  an  intensive 
three  months  period — a  trainee 
has  l)een  given  all  the  profes¬ 
sional  know-how  the  Star’s  edi¬ 
tors  know  how  to  give  him.  .At 
the  start,  we  noted  down  all  the 
things  any  of  us  thought  a  re¬ 
porter  should  know.  Now,  when 
we’ve  trained  a  man,  we  know 
what  he’s  learned — and  it  in¬ 
cludes  everything  from  how  to 
use  various  reference  aids  to 
knowing  how  to  handle  an  inter¬ 
view'  or  the  running  details  of  a 
congressional  hearing.  We  make 
a  trainee  read  newspapers — a 
basic  essential  often  neglected, 
but  a  man  will  read  newspapers 
if  he  knows  every  day  that  he’s 
going  to  l)e  asked  to  criticize 
this  or  that  newspaper’s  han¬ 
dling  of  some  story.  We  even  try 
to  stimulate  initiative  by  re¬ 
quiring  a  trainee  to  provide  his 
supervisor  with  one  stoiy  idea 
a  day. 

I’ay  Kale 

“At  the  end  «»f  three  months, 
a  successful  trainee  goes  onto 
our  staff  at  the  pay  rate  of  a 
second  year  reporter.  From  the 
beginning,  our  trainees  distin¬ 
guished  themselves — so  much  so 
that  we  had  reporters  of  three 
and  four  years  experience  ask¬ 
ing  if  they  might  (jualify  for 
the  program.  As  you’d  guess — 
that  was  an  ego-booster.” 

On  the  subject  of  money.  Hill 
said: 

“If  you  want  to  maintain  a 
man’s  morale  in  the  way  l)est 
calculated  to  help  you  keep  that 
man  on  your  staff,  you  have  to 
take  care  of  his  ego  far  more 
often  than  you  can  give  him  a 
pay  raise. 


“1.  (Jive  a  man  full  apprecia¬ 
tion  for  the  work  he  dots. 
(Don’t  let  him  think  you  don’t 
know  what’s  going  on.) 

“2.  Give  a  man  the  feeling 
that  he’s  ‘in’  on  things.  (Thai’s 
ego-feeding  on  the  gourmet 
level.) 

“JJ.  Give  a  man  sympathetic 
help  with  any  personal  problem 
he  may  have.  (When  a  reporter 
has  a  child  in  the  hospital,  we 
may  forget  how  much  this  may 
have  to  do  w’ith  the  (juality  of 
today’s  newspaper.)” 

• 

Newsmen  Visit 
‘Dr.  Strangelove’ 

World  In  Alaska 

Eighteen  foreign  correspond¬ 
ents  based  in  the  United  States 
have  just  returned  from  what 
one  of  them  terms  a  “Dr. 
Strangelove  w’orld  tucked  away 
in  the  Alaskan  tundra.” 

The  12,000-mile  tour  of  Alas¬ 
ka  lasted  ten  days  and  was  the 
fir.st  of  its  kind  to  be  organized 
for  foreign  newsmen  by  the 
USIA  in  cooperation  with  the 
Defense  Department. 

The  group  visited  military 
bases,  radar  stations  and  re¬ 
search  centers  in  a  trip  which 
took  them  to  the  northernmost 
.settlement  in  the  U.S.,  Eskime 
Village  (pop.  2,000)  at  Point 
Harrow  on  the  Arctic  Sea. 

Jeffrey  Rlyth,  (London  Dailji 
Mail),  president  of  the  Foreign 
Press  Association  of  New  York, 
led  the  party  which  also  dropped 
in  at  the  underground  headquar¬ 
ters  of  North  American  Air  De¬ 
fense  Command  in  Colorado. 

But  it  was  the  unworldly 
military  might  of  the  U.S.  that 
impressed  the  grouj)  most  dur¬ 
ing  its  visit  to  the  frozen  north. 
Blyth  told  E&P:  “Touch  down, 
as  I  have  done  in  the  past  week 
on  almost  any  of  the  several 
dozen  gravel  air  strips  tucked 
away  on  the  Alaskan  tundra,  in 
the  remote  mountains  or  by  the 
Bering  Sea,  just  a  few  hundred 
miles  from  the  North  Pole,  and 
you  fin*i  yourself  in  a  Dr. 
Strangelove  worUl  ,  .  .  men  sit¬ 
ting  in  the  «lark  in  front  of 
banks  of  electronic  instruments, 
the  flashing  lights  and  giant 
screens  marking  the  movements 
of  objects  .  ., .  over  their  heads, 
in  giant  plastic  covered  domes, 
huge  computer  -  guided  radar 
dishes  capable  of  pinpointing  a 
football-size  target  at  2,000 
miles  away,  whoosh  and  swoop 
from  side  to  si«le,  eerily  like 
some  preflatory  martian  mon¬ 
ster.  The  instruments,  needless 
to  say,  are  all  beamed  towards 
Russia  which  at  one  point  is 
only  .')()  miles  away  .  .  .” 
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Flint  Ink  can  provide 
ANPA-AAAA  Ad  Pro  shades 
in  3.  systems 

ARROWHEAD 


Therefore  can  make  the  choice  of 
the  right  ink  for  your  particular  need. 


Flint  Ink  Corporation 

(^xa(Mcxc  •  ^c(icx/kxc44  •  •  *picx<^<^x€iftA.ic 


DETROIT  •  ATLANTA  •  CHICAGO  •  CLEVELAND  •  DALLAS  •  DENVER  •  HOUSTON 
INDIANAPOLIS  •  JACKSONVILLE  •  KANSAS  CITY  •  LOS  ANGELES  •  MIAMI 
MINNEAPOLIS  •  NEW  ORLEANS  •  NEW  YORK  •  SAN  FRANCISCO 


WIN  with  COLOR... in 
HOLLAND,  MICHIGAN 


Outslanding  reproduction  by 
The  Holland  Evening  Sentinel 
won  E&P's  Spot  Color  Award 
tor  a  Swift  &  Co.  ad  for 
"Party  Peach"  Sweet  Cream, 
created  by  McCann-Erickson. 


Find  out  for  yourself 
how  award-winning 
color  reproduction  .  .  . 
plus  saturation  penetration 
of  this  solid  market  . . . 
can  make  your  advertising  in 
The  Sentinel  produce  sales 
in  Holland,  Michigan. 


NEARLY 

EVERYBODY 

READS 


HOLLAND 

EVENING 

SENTINEL 


We  Are  As  Near  As  Your  Telephone  •  392-2311 

54-56  West  8th  Street,  Holland,  Michigan  49423 
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Sophisticated  Humor 
Is  ‘In’  with  Comics 


A  j)ronounce(l  swinp  away 
from  tired,  old  adventure  and 
soap  opera  comic  strips  in  favor 
of  the  more  sophisticated  type 
of  humor  represented  by  the 
likes  of  Peanuts,  B.  C.,  the 
Wizard  of  Id  and  Andy  Capp, 
plus  a  marked  increase  in  the 
use  of  panels,  in  the  past  10 
years,  is  indicated  by  a  survey 
of  20  responding  AP  member 
newspapers  across  the  country. 

They  also  reported  a  trend 
toward  fewer  comics  in  daily 
and  Sunday  sections,  plus  a  de¬ 
cline  in  Sunday  comic  pages. 

From  another  view,  the  con¬ 
sensus  of  13  major  syndicates 
polled  by  a  Content  Committee¬ 
man  indicates  that  comic  artists 
grow  old  and  talented  youngs¬ 
ters  sweep  the  nation  with  bril¬ 
liant  new  wit  from  time  to  time 
— but  the  “funny  papers”  really 
change  very  little. 

No  .'^larlling  Changes  .Seen 

Roth  the  newsmen  and  the 
syndicate  people  agree  that  the 
next  five  years  promises  no 
startling  changes  in  comic  con¬ 
tent. 

The  survey  findings  are  being 
reported  by  the  Content  Com¬ 
mittee  of  the  Associated  Press 
Managing  Editors.  Members  of 
the  committee  were: 

Fred  P.  Pettijohn,  Ft.  Lnuder- 
dnle  (Fla.)  News  &  Sun-Sen¬ 
tinel,  chairman. 

Rol)ert  L.  Dubuque,  Uruttle- 
hnro  (Vt.)  Reformer. 

James  Geehan,  Providence 
( R.  I.)  Bulletin. 

Rol)ert  Haiman,  St.  Peters¬ 
burg  (Fla.)  Times. 

Irving  E.  Herrington,  Little 
Rock  (Ark.)  Democrat. 

Sandor  S.  Klein,  Boise  (Ida.) 
Statesman. 

Malcolm  F.  Mallette,  Ameri¬ 
can  Press  Institute. 

Arnold  Miller,  Hagerstown 
(Md.)  Herald. 

Roljert  E.  Rhodes,  Janesville 
(Wis.)  Gazette. 

H.  Lang  Rogers,  Joplin  (Mo.) 
Globe  &  News  Herald. 

Richard  P.  Sanger,  Wilming¬ 
ton  (Del.)  News-Journal. 

Frank  W.  Spencer  Jr.,  New¬ 
ark  (Ohio)  .Advocate. 

Harold  W.  Trulock,  Muneie 
(Ind.)  Press. 

James  Welch,  Salem  (Ore.) 
Capital  Journal. 

Here  are  some  other  high- 
points  in  the  survey: 

•  Sixteen  of  20  respondents 
report  an  overall  decline  of  19 
continuity  strips,  but  the  13 
syndicates  polled  say  that  con¬ 


tinuity  strips  are  not  on  the 
decline.  The  syndicates  note  that 
it  is  harder  to  launch  a  new  con¬ 
tinuity  strip  now,  but  the  good 
ones  make  it  and  the  old  favor¬ 
ites  are  as  strong  as  ever. 

•  Nine  papers  reported  an 
overall  panel  increase  of  23-25, 
two  declined  a  total  of  three 
panels,  nine  had  no  change  in 
content. 

•  Only  7  papers  reported  re¬ 
cent  readership  polls,  and  only 
3  of  7  gave  any  indication  of 
rankings  of  types  of  popularity 
with  panels  ahead  in  all  three, 
followed  by  gag  strips  and  then 
continuities. 

•  Sixteen  see  their  comic  con¬ 
tent  remaining  about  same  for 
next  five  years. 

•  In  Sunday  field,  seven  of  18 
respondents  reported  a  decline 
of  a  total  of  24-30  pages,  with 
a  total  drop  in  comics  of  39-41. 
No  paper  reported  a  page  in¬ 
crease,  but  3  reported  increase 
in  number  of  comics  in  section,  a 
total  of  eight-plus, 

•  Thirteen  papers  maintained 
a  balance  between  comics  appeal¬ 
ing  to  very  young,  teenagers  and 
adults  for  past  10  years.  Three 
lean  more  to  youth  now  than  in 
’57,  and  three  leaned  more  to 
youth  10  years  ago  than  today. 

•  While  17  of  20  respondents 
indicated  that  one  man  might 
have  the  sole  authority  to  pur¬ 
chase  comics,  most  of  the  pur¬ 
chasers  turn  to  others  for  con¬ 
sultation,  conference  or  even 
staff  polling. 

•  Six  of  eight  respondents 
feel  comic  selection  is  tougher 
than  test  buying.  The  other  two 
felt  the  task  equally  difficult 
Here  are  some  comments  from 
the  syndicate  survey  that  are  of 
interest : 

•  The  boom  in  Peanuts-typo 
strips  is  probably  at  its  peak. 
Peanuts  itself  keeps  reaching 
new  heights,  but  most  of  the 
imitators  are  flopping. 

•  More  sophistication,  fewer 
taboos,  topical  humor  from  real- 
life,  messages  couched  in  humor 
are  the  new,  hot  approaches 
likely  to  be  with  us  in  1972. 

•  There  probably  isn’t  any 
chance  for  a  whole  new  format 
for  comics,  or  daily  color,  or 
centralized  printing  for  daily 
comic  inserts,  between  now  and 
’72. 

•  Sad  to  relate,  the  average 
editor  is  afraid  to  take  a  chance 
away  from  the  beaten,  tried  and 
true  path  of  the  syndicated 
material. 

September  30,  196’ 
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COMMUNIir 

This  is  the  press  that  started  com¬ 
munity  publishers  going  web  off¬ 
set.  Its  popularity  increases  every 
year.  That’s  because  the  Goss 
Community  offers  small  town 
dailies  and  weeklies  so  much  more. 
It  gives  you  the  speed  and  capac¬ 
ity  you  need  to  keep  pace  with 
growing  circulation  demands.  Up 
to  12,000  pph— 16  pages  broad¬ 
sheet,  32  pages  tabloid,  both  half 
and  quarter  page  folds  (an  optional 
folder  handles  24  pages  broad¬ 
sheet,  48  pages  tabloid).  And  you 
get  built-in  growth  with  Goss’ 
Add-A-Unit  construction  — you 
simply  add  units  as  you  need 
them.  Reproduction?  You  get  web 
offset’s  natural  eye-appeal  en¬ 
hanced  by  Goss’  true  image  repro¬ 
duction.  There’s  a  lot  more  that 
the  Community  gives  you.  Spot 
color.  Automatic  lubrication.  Easy 
access  to  all  controls.  And,  to  top 
things  off,  the  Goss  Community 
gives  you  extra  time  to  print  shop¬ 
pers  and  other  commercial  work 
for  extra  income. 


Here’s  the  press  that’s  swinging  so 
many  large  weeklies,  dailies  and 
central  plants  to  web  offset:  The 
Goss  Urbanite.  It  gives  you  more 
than  ample  speed-up  to  40,000 
pph.  Plenty  of  capacity— 64  pages 
broadsheet,  96  pages  tabloid. 
Urbanite  flexibility  gives  you  a 
choice  of  running  straight  or  col¬ 
lect.  Plenty  of  built-in  expandabil¬ 
ity,  too,  thanks  to  Goss  Add-A-Unit 
construction.  Start  with  just  two 
units  and  go  all  the  way  up  to 
8-web  capacity.  And  what  color 
flexibility !  A  special  new  3-color 
unit  and  one  standard  unit  permit 
you  to  run  four  colors  on  one  side 
of  the  web,  one  color  on  the  other 
side  .  .  .  without  tying  up  other 
units,  or  sacrificing  page  capacity. 
Of  course,  you  get  all  of  Goss’  great 
regular  features.  In  any  and  every 
way  the  Urbanite  rates  as  the  finest 
web  offset  press  in  its  size  range. 


Goss  and  only  Goss  offers  a  WEB  OFFSET 


the 

URBANITE 


the 

METRO-OFFSET 

A  new  era  in  newspaper  publishing 
opened  up  when  this  web  offset 
press  went  “on  edition.”  Goss’ 
double-width  Metro-Offset  press 
lets  large  and  growing  metropoli¬ 
tan  dailies  capitalize  on  web  off¬ 
set’s  reproduction  quality  ...  at  a 
speed  of  50,000  pph  and  a  capac¬ 
ity  of  up  to  72  pages  straight  or  up 
to  128  pages  collect.  The  Metro- 
Offset  gives  you  all  the  features 
you  need  to  serve  large  circula¬ 
tions:  Continuous  Production 
with  fully  automatic  Reel-Ten¬ 
sion-Paster  and  Digital  Paster 
Pilot;  Goss’  famed  Imperial  3:2 
folder  with  up  to  128  page  capac¬ 
ity;  Unlimited  Color  Flexibility 
with  common  impression  cylinder 
half  decks,  unit  reversing  and  run¬ 
ning  register  controls.  Moreover, 
you  get  product  versatility  with 
walk-in  angle  bars,  bay  window 
arrangements,  balloon  formers 
and  aisle  leads.  The  Metro-Offset: 
largest  selling  web  offset  press  de¬ 
signed  for  the  growing  metropoli¬ 
tan  area  daily. 


PRESS  to  meet  every  circulation  need 


the 

SUBURBAN® 

Publishers  of  small  to  medium¬ 
sized  papers  look  to  this  press  to 
help  boost  readership  and  revenue. 
No  wonder.  Look  at  what  the  Goss 
Suburban  offers  you:  a  speed  of  up 
to  18,000  pph— a  capacity  of  24 
pages  broadsheet  or  48  pages  tab¬ 
loid.  (Optional  folder  for  32  pages 
broadsheet,  64  pages  tabloid.) 
Flexibility,  too,  with  Goss  Add-A- 
Unit  construction.  You  can  begin 
with  just  one  unit,  and  build  your 
way  up  to  eight  units  with  multi¬ 
web  capacity.  Moreover,  every  unit 
you  add  can  be  arranged  in-line  or 
stacked  for  black  or  color  printing. 
Naturally,  you  get  Goss  colorabil- 
ity.  The  Suburban  prints  spot  or 
multicolor  with  a  clarity  that  you 
probably  don’t  think  possible. 
And,  of  course,  you  get  all  the  Goss 
standards,  including  continuous 
feed  fountains;  enclosed,  automat¬ 
ically-lubricated  gearing;  running 
register;  automatic  plate  lockup. 
If  the  Goss  Suburban  is  your  size 
of  press,  it’s  definitely  your  kind 
of  press. 
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When 
everything 
counts, 
you  can 
count  on 
Goss 


And  that  promise  holds  true  all  the  time 
because  Goss  does  more  than  build  the 
finest  graphic  arts  equipment  in  the 
world.  We  stand  by  24  hours  a  day,  365 
days  a  year  to  provide  you  with  parts 
and/or  skilled  service  if  needed  ...  to 
offer  you  information  or  technical  assist¬ 
ance  promptly,  expertly  and  efficiently. 
Goss  and  only  Goss  maintains  the  largest 
full-time  service  organization.  Yes,  you 
can  count  on  us  to  keep  your  presses 
“on  edition.” 


THE  GOSS  COMPANY 
MIEHLE-GOSS- DEXTER.  INC. 

5601  West  31st  Street  •  Chicago,  Illinois  60650 


Printed  in  U.S.A.  on  MGD  equipment 


At  The  Houston  Chronicle 
good  color  conies  from 
good  craftsmanship 

Good  color  is  one  more  bonus  we  give  adver¬ 
tisers  at  The  Houston  Chronicle.  Color  sells. 
Good  color  sells  even  better.  But  consistently 
good  color  doesn't  just  happen,  it  must  be 
planned,  and  it  must  be  worked  for.  The  job 
of  the  Color  Coordinator  at  The  Houston 
Chronicle  is  simply  that:  To  strive  constantly 
for  better  color  reproduction  for  advertisers  and 
better  color  editorial  for  our  readers.  The 
Chronicle  Color  Coordinator  can  begin  working 
with  advertisers  at  the  layout  stage.  He  is  their 
man  in  our  plant  every  step  of  the  way.  See 
how  it  pays  off!  There’s  a  lot  going  for  you  in 
The  Houston  Chronicle. 


THE  HOUSTON  CHRONICLE 


Represented  nationally  by  Sawyer  Ferguson  Walker  Co. 


COLOR  THE 
NATION'S  15"  i 
WEALTHIEST 
MARKET! 


The  Herald-News  is  the  only  doily  newspaper  serving 
Passaic,  Bergen  and  Morris  Counties  with  facilities  for 
oil  the  color  processes:  Spot  Color,  Full  Color,  Hi-Fi  and 
SpectaColor  ore  second  nature  to  us  —  and  to  our 
readers! 

If  you're  ready  to  color  the  nation's  1 5th  wealthiest 
morket  —  and  Morris  County  —  The  Herald-News  is 
ready  to  help! 
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Phone  (201)  777-6000  Possaic/Ciifton,  N.  J. 


GRAND  SLAM 

1-2  &  3  Colors  In  19S5 
3  Color  Award  In  1966 
2  Awards  For  3  Colors  In  1967 
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Arizona  Graduates 
In  Journalism  Jobs 

TI'CSON 

Two  1967  graduates  of  the 
University  of  Arizona’s  depart¬ 
ment  of  journalism  have  gone 
to  work  for  the  Associated 
Press. 

Jane  Verkamp,  of  Grand  Can¬ 
yon,  Ariz.,  joineti  the  Phoenix 
bureau  in  June,  and  William 
Woodruff,  Phoenix,  joined  the 
Albuquerque  bureau  in  Septem¬ 
ber. 

Miss  Verkamp  was  one  of 
four  1967  graduates,  of  a  grad¬ 
uating  class  of  23,  elected  to 
Phi  Beta  Kappa.  The  others 
were  Barbara  Shumway,  now  a 
reporter  for  the  Arizove  Re¬ 
public;  Jill  Zelickson,  Tucson, 
who  has  begun  a  four-year 
graduate  program  in  political 
science  at  Syracuse  University 
as  a  Lehman  Fellow,  and  Bev¬ 
erly  Lyford,  of  Grapevine,  Tex. 

Other  recent  assignments  for 
1967  Arizona  graduates:  Geor¬ 
gia  Martinez,  Tucson,  to  the 
copy  desk  of  the  Miami  Herald, 
and  Merigay  Finnerty,  Tucson, 
to  the  Chicago  News  Bureau. 

• 

Newsday  Will  SpoiiMtr 
Candidates^  Debates 

Garden  City,  N.  Y. 

.\s  a  public  seiwice,  Newsday 
will  sponsor  two  public  debate.-^ 
among  the  candidates  for  county 
executive  in  Nassau  and  Suf¬ 
folk  five  weeks  before  Election 
Day. 

Hany  F.  Guggenheim,  presi¬ 
dent  and  editor  in  chief  of 
Newsday,  announced  that  the 
three  candidates  for  Nas.sau 
County  Executive  have  accepted 
invitations  to  participate  in  a 
debate  at  the  Garden  City 
Hotel  on  Monday,  Oct.  2,  and 
the  three  candidates  for  Suf¬ 
folk  County  Executive  have  ac¬ 
cepted  invitations  to  join  in  a 
debate  at  the  Huntington  Town 
House  on  Tuesday,  Oct.  3. 

Bill  D.  Moyers,  publisher  of 
Newsday,  will  open  and  close 
both  debates,  which  will  he  lim¬ 
ited  to  two  hours. 

Turns  to  Teaohiiifi 

Reno 

A  newsman  has  joined  the 
faculty  of  the  Department  of 
Journalism  at  the  University  of 
Nevada.  He  is  Richard  Frohnen, 
who  comes  to  the  University 
from  the  Spokane  (Wash.) 
Spokesman-Review,  Frohnen  is  a 
graduate  of  California  State  Col¬ 
lege  at  Los  Angeles  and  holds  a 
master  of  science  in  journalism 
degree  from  the  University  of 
California  at  Los  Angeles.  At 
the  Spokesman-Review,  he  was 
Sunday  magazine  editor,  north¬ 
west  editor,  and  editorial  writer. 


Viet  Election 
Viewer  Detected 
Press  Prejudice 

“Personally,  I  was  distressed 
by  the  attitude  of  the  United 
States  and  foreign  newsmen  in 
covering  the  elections  in  Viet 
Nam  .  .  .  they  all  seemed  con¬ 
vinced  in  advance  that  this  was 
a  crooked  deal  and  they  were 
going  out  of  their  way  to  prove 
it.” 

These  were  the  words  of  W.  P. 
Gullander,  president  of  the  Na¬ 
tional  Association  of  Manufac¬ 
turers,  who  with  Rabbi  J.  P. 
Rudin,  president  of  the  Syna¬ 
gogue  Council  of  America,  an¬ 
swered  questions  about  the  Viet 
elections  this  week. 

Speaking  before  a  meeting  of 
the  Deadline  Club,  New  York 
City  Professional  Chapter  of 
Sigma  Delta  Chi,  both  men 
stressed  that  they  thought  that 
electioneering  in  “the  war  zone” 
had  been  conducted  in  the  best 
traditions  of  the  democratic 


Dll  l*re>i(leiir!i  Panel 

Expressing  opinions  gained  a."? 
members  of  President  Johnson’s 
blue  ribbon  panel  of  observers 
— the  20-man  group  included 
four  news  media  executives  and 
wa.s  in  Viet  Nam  from  Aug.  28 
until  Sept.  6 — the  speakers 
spent  10  minutes  each  making 
laudatory  remarks  about  the 
elections  then  answered  ques¬ 
tions  from  SDX  members. 

.\sked  to  elaborate  on  his  im¬ 
pression  of  press  prejudice,  Gul¬ 
lander  explained  that  it  was 
meiely  an  attitude  that  he  de¬ 
tected.  On  returning  to  the  U.S., 
he  thought  the  coverage  had 
been  fair.  He  said  that  in  con¬ 
versation  with  newsmen  he  had 
jiointed  out  that  they  put  too 
much  emphasis  on  covering  inci¬ 
dents,  but  did  not  reflect  a  total 
picture  of  what  was  happening. 

•‘In  reply  to  that  point,”  he 
continued,  “correspondents  told 
me  that  their  editors  only 
wanted  dramatic  accounts  of 
siiecific  incidents.  Apparently, 
only  rarely  could  they  get  the 
space  necessary  for  comprehen¬ 
sive  studies  of  the  entire 
scene.” 

Rabbi  Rudin  said  that  he  had 
not  found  “any  deliberate  at¬ 
tempt  by  the  press  to  overplay 
or  misrepresent  the  facts.”  He 
noted:  “I  happened  to  see  in 
print  the  story  which  resulted 
from  an  interview  I  gave.  It  was 
too  accurate,  the  feeble  remarks 
I  made  to  reporters  being  ex¬ 
actly  set  down  as  I  had  made 
them.  I  almost  wished  they  had 
dressed  them  up  a  little  to  make 
them  sound  more  impressive.” 
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Why  do  more 
and  more 
people  who 
travel  say: 


“San  Francisco  and 
Minneapolis  are 
the  two  best  cities 
in  the  United  States? 


“The  House  of  Atrens”  —  Tyrone  Guthrie  Theatre  production  of  Aeschylus'  “Oresteia”,  1967  season 


Is  it  the  Actresses? 


The  Minneapolis 


28S.009  Evening 
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LAYOUT  AM)  DESIGN 


Impact  with  smaller  heads 


Ftliltirial  ('.onMiltuiil 
(U>ple>'  Internulioiial  Forp. 

Heads  can  be  set  all  kinds  of  ways.  Each  line  is  cen¬ 
tered  in  those  in  the  Montreal  Gazette.  'Phe  effect  is 
pleasing. 

The  Gazette  comes  from  the  home  of  Expo  67.  The 
two-column  job  in  columns  7  and  8  and  the  box  “Ex¬ 
population”  are  daily  fixtures.  The  headline  “Expopu¬ 
lation”  is  a  color  spot,  bright  red. 

This  page  testifies  effectively  to  the  allegation  that 
you  don’t  need  big  headlines  to  achieve  impact.  The 
biggest  head  on  the  page  is  72  point. 

The  five-column  one-line  heads  in  upper  right  and 
lower  left  use  only  36-point  type.  Their  impact  is 
strong  and  they  form  symmetrical  and  counter  balanc¬ 
ing  elements  in  the  page.  Rules  are  sunk  in  the  package 
in  upper  right  but  not  in  the  one  in  lower  left.  Wonder 
why  the  difference? 

The  line  cut  in  the  index  changes  daily.  This  time  a 
slot  machine  pays  off  in  skulls,  the  harvest  of  careless 
driving.  The  index  heading  is  a  pickup  of  the  name¬ 
plate.  Nameplate-pickups  are  a  good  idea  for  fixtures — 
better  than  rev'erses,  for  example — because  they  lend 
consistent  character  to  the  entire  newspaper. 

The  Expo  67  column  is  indented  one  pica  on  the  left. 
This  sets  off  the  column  by  putting  a  white  frame 
around  it.  Dingbats  provide  separators  in  the  column. 
It’s  a  small  matter,  but  white  space  alone  might  do  the 
separating  better. 

The  AP  credit  line  in  the  Jordan-Israel  item  is  a 
drop-in  with  wave-rule  atop  and  below.  It  might  better 
stand  atop  the  lead,  to  escape  an  interruption  in  the 
bo<ly  type. 
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MArnage  breakdown  Cruoity  desertton  Wilful  non-support 

Broad  new  grounds  for  divorce 
urged  by  parliamentary  committee 


Roebuck  charges 
CBC  press  spying' 


W.  Germans  told 
economy  ading 


Divorce  report 
highlights 


Rctnq«tohJr  oHcncc 
hrifi^  SlOO  penollY 


Now  Horsburgh  triot  sal  "  '  County  divorce 

on  original  fiva  chargas  -  courts  proposed 


The  Carmichael  mug  is  another  drop-in.  You  can 
call  it  a  sandwich,  with  body  type  abtive  and  below 
being  the  bread  and  the  mug  Iteing  the  meat — or  maybe, 
in  this  case,  the  cheese.  Drop-ins  are  not  the  liest  han¬ 
dling,  Itecause  they  do  interrupt  the  reader. 

The  Gazette  is  an  a.m.  paper  with  135,000  circulation 
in  a  city  of  1,335,000  population. 

«  a  a 

Abundant  and  airy  white  space  makes  the  London 
(Ont.)  Free  Preux  sprightly  and  eye-catching.  This  is 
a  nine-column  format. 

And  those  beautiful,  harmonizing  heads  are  in  the 
all-down  style,  used  in  an  increasing  number  of  Cana¬ 
dian  newspapers,  too. 

Layout  treatment  of  the  divorce  story  is  original. 
Heads  in  the  three  boxes  under  the  nameplate  sum¬ 
marize  the  new  grounds  proposetl  by  the  committee. 
Then  the  Itody  type  stjuares  off  to  the  right,  with  a 
gigantic  zig  reaching  all  the  way  down  column  7,  next 
wrapping  to  the  top  in  columns  8  and  9.  Except  for  the 
box  on  drunken  driving,  all  of  columns  7,  8  and  9  are 
divorce. 

Side  heads  instead  of  overlines  are  used  with  the 
main  art  in  both  pages — the  five-column  zinc  in  The 
Free  Press  anti  the  three-column  piece  in  The  Gazette. 
Each  is  distinctive.  In  The  Gazette,  the  first  two  lines 
of  the  caption  are  indented  one  column,  with  the  siiie 
head  dropped  into  the  resulting  space. 

Someone  is  bird-dogging  the  white  space  or  the  com- 
jiosing-room  makeups  are  well  schooled.  There’s  24 
])oints  of  white  between  the  nameplate  and  the  three 
Iwxes  and  24  more  between  boxes  anti  the  double  line. 
White  space  serves  as  cutoffs  most  places  in  the  page. 

The  Free  Press  is  an  a.m.  anti  p.m.  combination  with 
123,090  circulation  in  a  city  of  200,000  population. 
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In  Kansas  City, 

Color  Doubled  the  Sock 
of  Drive-In  Movie  Advertising 


A  chain  of  drive-in  theaters  in  Kansas  City  added  color  to  their  advertisements 
in  The  Star  for  sales  campaigns  on  five  movies  this  past  summer.  The  pictures 
(War  Wagon,  Spartacus,  El  Dorado,  Tiger  and  the  Pussycat,  Barefoot  in  the  Park) 
drew  twice  the  attendance  projected  from  use  of  black  and  white  ads,  same  space. 

Food  markets,  shopping  centers,  department  stores,  car  dealers,  banks,  real 
estate  developers  and  many  other  firms  are  all  enjoying  the  increased  business 
that  color  lineage  in  The  Star  brings.  During  the  first  8  months  of  1967,  The 
Star  carried  nearly  1 ,500  color  ads. 


■^pPHE  KANSAS  CITY  STAR 

1729  Grand  Avenue,  Kansas  City,  Missouri,  641  08  Area  Code  816  HA  1  -1200 
OFFICES:  New  York,  Chicago.  REPRESENTED  BY:  Nelson  Roberts,  Son  Francisco,  Los  Angeles.  Leonard  Co.,  Miami 


Proposals  for  Ethics 
On  A  Two -Way  Street 

Ky  Luther  A.  Hu^tun 

Washington 

It  was  a  case  of  “sauce  for  the 
jtoose  is  sauce  for  the  gander” 
when  two  newspapermen  testi¬ 
fied  before  the  House  Committee 
on  Standards  of  Official  Con¬ 
duct.  When  the  journalists  told 
the  legislators  that  their  ethical 
standards  should  be  higher,  the 
solons  promptly  replied,  in  effect, 

“so  should  yours.” 

No  personal  criticism  of  the 
witnesses  or  of  the  Congressmen 
was  involved.  What  darts  were 
hurled  were  directed  at  journal¬ 
ism  and  official  conduct  in  gen¬ 
eral. 

The  witnesses  were  Norman 
Isaacs,  executive  editor  of  the 
Courier  Journal  and  Louisville 
Times,  and  Clark  Mollenhoff,  a 
Washington  correspondent  for 
the  Cowles  Publications.  Isaacs 
represented  the  American  So¬ 
ciety  of  Newspaper  Editors  and 
Mollenhoff  spoke  for  Sigma 
Delta  Chi.  He  is  chairman  of  its 
Freedom  of  Information  Com¬ 
mittee. 

The  Committee,  of  which  Rep- 
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resentative  Melv^in  Price  of  Illi¬ 
nois  is  chairman,  was  assigned 
by  the  House  to  recommend  a 
set  of  standards  for  official  con¬ 
duct  of  House  members  and 
employees.  No  specific  legisla¬ 
tion  was  under  consideration. 

Isaacs  offered  the  committee 
five  suggestions  mostly  related 
to  income  and  expenditures  of 
congressmen.  They  were: 

1 —  A  need  for  Congress  to 
define  conflict  of  interest  so  that 
each  member  may  know  from 
whom  and  for  what  services  he 
may  accept  payment. 

2 —  Individual  accountability 
by  members  of  Congress  for  tax 
money  spent,  with  such  records 
available  for  legitimate  public 
inspection. 

3 —  A  similar  accountability 
for  all  travel  on  government 
business,  with  such  records  also 
available  for  legitimate  public 
examination. 

4 —  Full  and  clear  reports  on 
where  campaign  funds  come 
from  and  where  they  have  lieen 
spent. 


5 — Disclosure  of  the  sources 
and  size  of  non-government  in¬ 
come. 

Isaacs  told  of  some  practices 
in  the  field  of  journalism,  such 
as  sports  editors  being  paid  for 
publicity  to  sports  events,  that 
he  acknowledged  reflected  no 
credit  on  the  profession.  He  said, 
however,  that  “oui-  record  is  a 
constantly  improving  one  but 
standards  must  go  still  higher.” 

Higher  Standards 

Olin  E.  Teague,  a  Texas  Con¬ 
gressman,  indicated  that  he 
thought  Isaacs  could  say  that 
again. 

“You  people  in  the  press  have 
a  responsibility  to  the  public,” 
Teague  said.  “I  think  the  public 
should  know  whether  you  are 
paid  by  a  certain  company  to 
slant  your  news  a  certain  way.” 

Teague  told  of  a  call  from  a 
columnist  who  was  writing  a 
column  in  which  Teague  was 
mentioned.  Teague  told  him  his 
facts  were  not  right.  The  col¬ 
umnist  said,  according  to  the 
Congressman:  “I’m  sorry.  I’m 
paid  to  write  the  other  way.” 

“Why  shouldn’t  you  people 
disclose  to  the  public  where  your 
income  comes  from?”  Teague 
asked. 

“Everyone  knows  where  our 
income  comes  from;  it  comes 
from  circulation  and  adver¬ 
tising,”  Isaacs  replied. 

“Surely  you  would  admit  that 
in  the  press,  if  it  is  a  Democratic 
paper  it  will  slant  news  to  the 
Democrats,  and  if  it  is  a  Repub¬ 
lican  paper,  to  the  Republicans,” 
the  Texan  said. 

Isaacs  replied  that  he  had  not 
heard  of  papers  accepting  money 
from  political  parties.  Teague 
said  that  he  had. 

“The  press  has  as  much  re¬ 
sponsibility  to  the  people  of  the 
country  as  Congress  has,” 
Teague  declared,  indicating  he 
did  not  believe  the  press  al¬ 
ways  lived  up  to  that  responsi¬ 
bility. 

When  Isaacs  told  of  instances 
where  importers  had  been  denied 
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access  to  travel  vouchers  of  Con¬ 
gressmen,  Chairman  Price  said 
that  the  committee  would  make 
recommendations  on  that  prob¬ 
lem. 

Publ  ic  Records 

Mollenhoff  opened  with  a 
statement  that  he  had  written  a 
few  books  dealing  with  the  prob¬ 
lem  of  ethics  in  government  and 
some  reviewers  had  charged  him 
with  “being  soft  on  Congress.” 
He  denied  that  he  ever  had  been. 
In  his  testimony,  Mollenhoff  con¬ 
fined  himself  chiefly  to  the  prob¬ 
lem  of  disclosure  of  public 
records. 

.Mollenhoff  said  that  the  press 
did  not  have  any  special  right 
of  access  to  public  records — 
“only  the  right  of  taxpayers.” 
These  records  are  the  busine.ss 
of  the  public,  he  asserted,  and 
should  l)e  available  for  e.xamina- 
tion  by  any  taxpayer,  or  by  the 
press. 

“.\n  open  Congress  will  l)e  the 
more  honest  for  there  will  Ik*  no 
invitation  to  engage  in  the  small 
corruptive  practices  that  com¬ 
promise  an  otherwise  good  public 
official,”  said  Mollenhoff. 

Congress,  he  said,  can  delve 
into  things  where  the  press  ha.« 
no  right  and  reporters  ai-e  de¬ 
pendent  upon  Congress  as  the 
only  real  check  on  authoritarian 
operations  “at  the  other  end  of 
the  avenue,”  obviously  a  refer¬ 
ence  to  the  executive  branch. 

Basic  areas  in  which  the  com¬ 
munications  media  have  special 
interest,  according  to  Mollenhoff, 
are  salaries  of  memlieis  of  the 
Senate  and  House;  salaries  of 
memlrers  of  the  staffs  of  Con¬ 
gressmen;  expense  accounts  of 
Congressmen’s  offices;  committee 
staff  payrolls  and  expenses;  ex¬ 
penditures  of  counterpart  fund.« 
for  foreign  travel;  disclosure  of 
the  financial  interests  of  indi¬ 
vidual  memliers  of  the  House  and 
Senate;  standards  of  conflict  of 
interest,  nepotism,  and  outside 
legal  practice;  and  public  hear¬ 
ings  with  radio  and  television 
coverage. 

Congressional  Benefits 

Mollenhoff  said  that  some  of 
this,  especially  salaries  of  mem- 
I  bers  of  Congress,  was  available 
but  that  the  extent  of  member 
;  participation  in  government- 
,  financed  pension  programs  and 
I  other  fringe  benefits  should  be 
!  made  available  in  detail.  Teague 
!  said  he  would  bet  that  99  per- 
i  cent  of  the  members  didn’t  know 
w^hat  all  these  benefits  were. 
Teague  also  contended  that  much 
of  the  other  information  Mollen¬ 
hoff  wanted  was  available  in  re¬ 
ports  of  committees  and  records 
which  were  accessible. 

Mollenhoff  said  there  was  a 
(Continued  on  page  52) 
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Ethics 

(Continued  from  page  50) 


difference  in  the  way  various 
committees  handle  these  things. 

“If  you  are  going  to  paint  an 
honest  picture  to  the  public  why 
don’t  you  say  that,?”  Teague 
asked.  “Do  you  people  of  the 
press  feel  that  you  report  facts 
so  that  the  public  gets  the  true 
picture?” 

“I  will  only  speak  for  myself, 
Mr.  Teague,”  said  Mollenhoff. 
“There  are  as  many  differences 
in  the  press  as  there  are  differ¬ 
ences  in  members  of  Congress.” 

False  Impressions 

Teague  cited  as  an  example  of 
false  impressions  given  the  pub¬ 
lic  by  inaccurate  or  inadequate 
press  reports,  the  last  time  he 
ran  for  Congress  and  had  no 
opponent  but  he  had  to  pay  a 
$5,000  filing  fee.  “Big  box  head¬ 
lines  in  the  Washington  press 
said  ‘Teague  Gets  $1,000  from 
National  Committee  but  he 
didn’t  have  an  opponent.’  ”  Mol¬ 
lenhoff  said  he  hoped  no  one  got 
false  impressions  from  the  way 
he  reported  things. 

“There  will  be  false  impres¬ 
sions  from  time  to  time,  some¬ 
times  liecause  of  a  misunder- 
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standing,”  Mollenhoff  said. 
“There  are  occasions  when  I 
hope  you  can  straighten  these 
things  out.” 

“Once  you  print  it  on  the  front 
page  you  can’t  straighten  it  out, 
and  you  know  as  well  as  I  do,” 
Teague  shot  back. 

Rep.  Charles  A.  Halleck  of 
Illinois,  joined  in  with  a  state¬ 
ment  that  once  w’hen  he  got 
arrested  for  shooting  doves  it 
was  "on  the  front  page  of  every 
paper  in  the  United  States”  but 
that  later  w’hen  he  was  acquit¬ 
ted  “you  could  look  for  it  in  the 
classified  column  in  little,  tiny, 
fine  print.” 

“You  take  that  up  with  the 
make-up  editor,”  Mollenhoff  ad¬ 
vised.  "It  is  the  price  you  pay 
for  fame.” 

EDITOR  SC  PUBl 


When  Mollenhoff  said  that 
“there  is  no  reason  why  the  ex¬ 
penditure  of  counterpart  funds 
should  be  confidential  unless  it  is 
to  hide  wild  and  frivolous  spend¬ 
ing”  and  that  some  members  of 
the  House  and  Senate  seem  “to 
treat  these  funds  as  play 
money,”  Teague  retorted:  ‘"That 
statement  is  not  true.  It  is  not 
fair.” 

When  the  hearing  ended 
Chairman  Price  thanked  Mollen¬ 
hoff  and  Isaacs  for  appearing 
and  the  newspapermen  thanked 
the  Committee  for  the  oppor¬ 
tunity.  A  fair  minded  referee 
probably  would  call  the  bout  a 
draw,  but  the  extent  to  which  the 
members  of  the  Committee  were 
impressed,  and  how,  will  await 
a  final  report. 
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TIME  ON  HIS  HANDS— Marcel- 
lus  M.  Murdock,  president  and 
chairman  of  the  Wichita  Eagle 
and  Beacon  Publishing  Co.,  dis¬ 
plays  the  watch  presented  to  him 
by  the  Midwest  Newspaper  Ad¬ 
vertising  Executives  Association  at 
its  50th  anniversary  dinner.  Mur¬ 
dock  was  one  of  the  association's 
founders. 
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news 

McDowell  Cuts  Down 
On  Business  Schedule 

Akron,  0. 

C.  Blake  McDowell,  who  has 
been  active  in  acquisitions  foi- 
Knight  Newspapers  through  the 
years,  has  made  a  small  con¬ 
cession  to  his  77  years. 

The  onetime  farm  boy  who 
rose  to  have  a  voice  in  the  con¬ 
trol  of  invested  millions  resigned 
as  a  director  of  the  First  Na¬ 
tional  Bank  here.  He  had  served 
the  bank  as  a  director  for  22 
years. 

McDowell  also  is  a  director 
of  several  Knight  enterprises. 
He  has  been  involved  in  scores 
of  other  companies,  but  has  pre¬ 
ferred  to  be  known  as  “an  at¬ 
torney”.  Since  1954  he  has  given 
$260,000  to  the  University  of 
Akron. 

*  *  * 

Jack  Queeney — from  finan¬ 
cial  news  staff,  Chicago  Daily 
News,  to  financial  news  staff, 
Chicago's  American. 

*  *  * 

William  C.  Boyne  —  ap¬ 
pointed  assistant  to  the  general 
manager,  and  Ri’Ben  L.  Yel- 
VINGTON,  news  editor  since  1961 
— appointed  editor  of  the  East 
St.  Louis  (Ill.)  Metro-East 
Jotinml.  Boyne  joined  the  Jour¬ 
nal  in  1937  as  a  sports  reporter. 
*  *  * 

William  M.  Shaffer,  for¬ 
merly  with  Chicago  Associated 
Press — promoted  to  chief  of  In¬ 
ternational  Business  Machine 
Corporation’s  new  information 
bureau  in  Kansas  City. 

«  *  * 

Phil  Bissell  has  joined  the 
staff  of  the  Worcester  (Mass.) 
Evening  Gazette  as  an  editorial 
and  sports  cartoonist.  He  worked 
as  a  sports  and  editorial  car¬ 
toonist  for  the  Boston  Globe  for 
12  years  and  recently  for  the 
Christian  Science  Monitor. 


-people 


DUNCAN  R.  (Scotty)  CAMPBELL 
JR.  has  been  named  to  succeed 
Ward  A.  panning,  who  is  retiring, 
as  publisher  of  the  Montana 
Standard  at  Butte.  Campbell,  a 
native  of  Butte,  has  been  business 
manager  and  advertising  director 
of  the  Lee  newspaper  there.  He  is 
a  1941  graduate  of  the  University 
of  Montana  school  of  journalism. 
Fanning  began  newspaper  work  in 
1922  as  ad  salesman  for  the 
Minneapolis  Journal. 

Do.nald  E.  Mitchell,  for¬ 
merly  with  Associated  Press  in 
Iowa,  assistant  city  editor  of 
the  Des  Moines  (Iowa)  Register 
and  the  past  two  years  an  ad¬ 
ministrative  assistant  to  Gov. 
Harold  E.  Hughes  of  Iowa,  has 
l)een  appointed  technical  re¬ 
search  officer  of  the  vocational 
technical  branch  of  the  Inter¬ 
national  Labour  Organization  in 
Geneva,  Switzerland. 

«  «  * 

Tom  Bradbury,  former  educa¬ 
tion  and  state  government  re¬ 
porter  of  the  Charlotte  (N.  C.) 
News,  is  the  new’  assistant  city 
editor  of  the  News.  He  replaces 
Lamar  Gunter  who  is  adminis¬ 
trative  assistant  to  the  vicepresi¬ 
dent  of  Piedmont  Natural  Gas 
Co.  Inc.  in  Charlotte. 
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Runs  for  Mayor 

John  P.  S.  Mahoney  Jr.,  a 
former  publisher  of  the  Lawr¬ 
ence  (Mass.)  Sunday  Sun  and 
once  recognized  as  the  welter¬ 
weight  boxing  champion  of  the 
U.S.  Marine  Corps  and  the 
Asiatic  Fleet,  has  announced 
his  candidacy  for  mayor  of 
Lawrence. 


Lahey  Honored 

Waterviixe,  Me. 

The  Love  joy  Fellowship 
.\ward  will  be  conferred  here 
Nov.  9  on  Edwin  Lahey,  chief 
correspondent  for  Knight  News- 
l)apers.  He  will  deliver  the  Love- 
joy  Lecture  at  Colby  College. 


Col.  Rodger  R.  Bankson, 
former  staff  writer  the  Spokane 
(Wash.)  Spokesman-Review, 
has  been  assigned  to  the  De¬ 
partment  of  Defense,  Washing¬ 
ton,  D.  C.  as  director  of  infor¬ 
mation.  He  has  spent  the  past 
18  months  in  Vietnam  as  infor¬ 
mation  officer. 


Michael  Mauney,  former 
Charlotte  (N.  C.)  Observer 

photographer  and  four  time 
winner  of  the  Southern  Photog¬ 
rapher  of  the  Year  award  at 
Sou  the  in  Short  Course  —  to 
Black  Star  picture  agency,  Chi¬ 
cago. 


MAURICE  J.  BUCHART  JR.  has 
been  named  retail  advertising 
manager  of  the  Courier-Journal 
and  the  Louisville  Times.  He  suc¬ 
ceeds  Robert  F,  John,  who  is  re¬ 
tiring  after  36  years  of  service 
with  the  newspapers.  Buchart 
joined  the  newspapers  in  1956. 
He  is  a  Louisville  native  and  in 
1966,  he  was  the  Louisville  Junior 
Chamber  of  Commerce  Man  of 
the  Year. 


Tom  Faison,  editorial  writer 
for  the  Durham  (N.  C.)  Herald 
— to  the  Charlotte  (N.  C.)  Ob¬ 
server  as  an  editorial  writer. 


Malcolm  C.  McCormack,  re¬ 
tail  advertising  manager  of  the 
Washington  (D.  C.)  Star,  re¬ 
signed  to  be  executive  director  of 
development  and  public  relation.s 
for  Georgetown  University. 


James  West — to  the  Char¬ 
lotte  (N.  C.)  News  copy  desk, 
from  the  Savannah  (Ga.)  Eve¬ 
ning  Press. 


Ethan  H.  Campbell  returns 
to  the  St.  Joseph  (Mo.)  News- 
Press  and  Gazette  as  manager, 
general  advertising,  after  re¬ 
signing  as  state  chairman  of 
the  Missouri  Republican  State 
Committee, 


Dennis  Sanders  and  Leon¬ 
ard  Laye  to  the  Charlotte 
(N.C.)  News  Sports  staff — 
Dennis  from  the  Burlington 
(N.  C.)  Daily  Times-News  and 
Leonard  from  the  Greenville 
(S.  C.)  News. 


Ernie  Stallworth,  graduate 
of  Clemson  University,  where 
he  was  editor  of  The  Clemson 
Tiger — to  the  Charlotte  (N.  C.) 

John  Crane,  formerly  of  the 

.sports  staffs  of  the  New;  Haven  ^Vallace  M.  Thrower  will 
(Conn  )  Register  and  Water- 

bury  (Conn.)  Republican-r^sK  i^^ats  for  the  C/mWo(fe  (N.C.) 
director  of  sports  information  .Veivs.  He  is  a  former  News  copy 
for  tlm  Southern  Connecticut  served  as  a  captain  in 

State  College,  New  Haven.  U.S.  Armv. 


Jim  Cothran — to  the  Char¬ 
lotte  (N.  C.)  News  as  general 
assignment  reporter.  He  has 
been  with  Schlumberger  Over¬ 
seas  S.  A.  as  a  field  engineer. 


Donald  L.  Oat,  assistant 
general  manager,  Norwich 
(Conn.)  Bulletin — to  board  of 
trustees,  Connecticut  Educa¬ 
tional  Television  Corporation. 


Celia  Hahn — to  Albany 
(N.  Y.)  Knickerbocker  News 
staff,  from  the  Huntington  (W. 
Va.)  Advertiser.  She  w’as  city 
editor  of  the  student  newspaper 
at  the  State  University  of 
Iowa. 


Dincan  H.  Fraser,  former 
))ublisher  of  Niantic  (Conn.) 
.\ews — named  assistant  pub¬ 
lisher  and  advertising  director 
of  the  Amherst  (Mass.)  Record. 


Owen  Zuro,  a  proofreader 
and  printer  for  the  Denver 
(Colo.)  Catholic  Register — to 
the  night  sports  desk  of  the 
Hutchinson  (Kans.)  News. 


^  AND  COMI'ANy 


Deryl  R.  Leaming,  a  June 
graduate  of  the  mental  health 
information  program  at  the 
Menninger  School  of  Psychiatry 
at  Topeka,  Kans. — appointed  as¬ 
sistant  professor  of  journalism 
at  Kansas  State  University, 
Manhattan. 
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Call 

Union  Pacific’s 

Open  Line 
for  NEWS 

6/Ve  your  readers 
the  U.  P.  NEWS 
based  on  facts 

Just  call  the  Director  of 
Public  Relations  serving 
your  territory  as  named  below 

OMAHA 

Ed  Schafer 
(402)  271-3476 

PORTLAND 

George  Skorney 
(503)  227-7771 

LOS  ANGELES 

Paul  Harrison 
(213)  685-4350 

salt  lake  city 

C.  R.  Rockwell 
(801)  363-1544 

NEW  YORK  CITY 

W.  G.  Burden 
(212)  REctor  2-7440 

or  Ridgewood,  N.J. 
(201)  445-0340 

W.  R.  Moore 

General  Director  of  Public  Relations 

Omaha,  Nebr.  68102 
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in  the  news 


|>iilu‘y  Honored 

Waterviiae.  .Me. 

The  Love  joy  Fellowship 
Award  will  l)e  conferred  here 
Nov.  9  on  Edwin  Lahey,  chief 
correspondent  for  Knight  News¬ 
papers.  He  will  deliver  the  Love- 
joy  Lecture  at  Colby  College. 

*  »  « 

Col..  Kougek  IL  Rankso.n, 
former  staff  writer  the  Spokane 
( Wash. )  Spokesman-h  evie  u', 
has  Iteen  assigned  to  the  De¬ 
partment  of  Defense,  Washing¬ 
ton,  D.  C.  as  director  of  infor¬ 
mation.  He  has  spent  the  past 
18  months  in  Vietnam  as  infor¬ 
mation  officer. 

«  *  * 

.Malcolm  C.  McCor.mack,  re¬ 
tail  advertising  manager  of  the 
Wax/iinffton  (D.  C.)  Star,  re¬ 
signed  to  be  executive  director  of 
development  and  public  relations 
for  (leorgetown  University. 

*  *  * 

Ethan  H.  Campbell  returns 
to  the  St,  Joseph  (Mo.)  News- 
Press  and  Gazette  as  manager, 
general  advertising,  after  re¬ 
signing  as  state  chairman  of 
the  Missouri  Republican  State 
Committee. 

*  *  * 

John  Crane,  formerly  of  the 
sports  staffs  of  the  New  Haven 
(Conn.)  Register  and  Water¬ 
bary  (Conn.)  Republican — now 
director  of  sports  information 
for  the  Southern  Connecticut 
State  College,  New  Haven. 

♦  «  * 

Donald  L.  Oat,  assistant 
general  manager,  Norwich 
(Conn.)  Bulletin — to  board  of 
trustees,  Connecticut  Educa¬ 
tional  Television  Corporation. 

«  ♦  « 

Di  ncan  H.  Fraser,  former 
imblisher  of  Niantic  (Conn.) 
Sews — named  assistant  pub¬ 
lisher  and  advertising  director 
of  the  Amherst  (Mass.)  Record. 
*  ♦  * 

Owen  Zvro,  a  proofreader 
and  printer  for  the  Denver 
(Colo.)  Catholic  Register — to 
the  night  sports  desk  of  the 
Hutchinson  (Kans.)  News. 

*  *  * 

Deryl  R.  Leaming,  a  June 
graduate  of  the  mental  health 
information  program  at  the 
Menninger  School  of  Psychiatry 
at  Topeka,  Kans. — appointed  as¬ 
sistant  professor  of  journalism 
at  Kansas  State  University, 
Manhattan. 

*  *  * 

Carl  Hartman,  Bonn,  Ger¬ 
many,  correspondent,  has  been 
named  .Associated  Press  corre¬ 
spondent  in  charge  of  news 
concerning  NATO  and  the  Com¬ 
mon  Market,  at  Brussels. 


MAURICE  J.  BUCHART  JR.  has 
been  named  retail  advertising 
manager  of  the  Courier-Journal 
and  the  Louisville  Times.  He  suc¬ 
ceeds  Robert  F.  John,  who  is  re¬ 
tiring  after  36  years  of  service 
with  the  newspapers.  Buchart 
joined  the  newspapers  in  1956. 
He  is  a  Louisville  native  and  in 
1966,  he  was  the  Louisville  Junior 
Chamber  of  Commerce  Man  of 
the  Year. 

Ernie  Stallworth,  graduate 
of  Clemson  University,  where 
he  was  editor  of  The  Clemson 
Tiger — to  the  Charlotte  (N.  C.) 
News  as  police  reporter. 

*  e  e 

Wallace  M.  Thrower  will 
cover  the  religion  and  business 
treats  for  the  Charlotte  (N.  C.) 
News.  He  is  a  former  News  copy 
l)oy  and  served  as  a  captain  in 
the  U.S.  .Army. 

«  «  * 

Tom  Seslar — from  covering 
the  Michigan  State  Senate  and 
Governor  George  Romney  for 
Gongwer  News  Service — to  the 
Charlotte  (N.  C.)  News  as 
county  government  reporter. 


JOHN  J,  JARREH  is  the  Wash¬ 
ington  (D.C.)  Star's  retail  adver¬ 
tising  manager.  Before  his  ap¬ 
pointment  to  this  post  he  was 
national  advertising  manager.  He 
has  been  a  member  of  the  ad  staff 
since  1956.  At  one  time  he  was 
classified  ad  manager. 
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Kiinr>  f«»r  Mayor 

John  P.  S.  .Mahoney  Jr.,  u 
former  publisher  of  the  Lawr¬ 
ence  (.Mass.)  Sunday  Sun  and 
once  recognized  as  the  welter¬ 
weight  lM)xing  champion  of  the 
U.S.  .Marine  Corps  and  the 
.Asiatic  Fleet,  ha.s  announced 
his  candidacy  for  mayor  of 
Lawrence. 

*  *  * 

.Michael  .Mainey,  former 
Charlotte  (N.  C.)  Observer 

photographer  and  four  time 
winner  of  the  Southern  Photog¬ 
rapher  of  the  Year  award  at 
Southern  Short  Course  —  to 
Black  Star  picture  agency,  Chi¬ 
cago. 

♦  ♦  ♦  i 

Tom  Faison,  editorial  writer  i 

for  the  Durham  (N.  C.)  Herald  ; 
— to  the  Charlotte  (N.  C.)  Ob¬ 
server  as  an  editorial  writer.  ! 

*  *  * 

James  West — to  the  Char-  ' 
lotte  (N.  C.)  News  copy  desk,  ] 
from  the  Savannah  (Ga.)  Eve¬ 
ning  Press. 

*  *  *  I 

Dennis  Sanders  and  Leon-  : 
ARD  Laye  to  the  Charlotte 
(N.C.)  News  Sports  staff — 
Dennis  from  the  Burlington  ' 

(N.  C.)  Daily  Times-News  and 

Leonard  from  the  Greenville 
(S.  C.)  News, 

*  *  * 

Jim  Cothran — to  the  Char¬ 
lotte  (N.  C.)  News  as  general  I 
assignment  reporter.  He  has  ' 
been  with  Schlumberger  Over¬ 
seas  S.  A.  as  a  field  engineer. 

*  *  * 

John  R.  Goodwin — to  the 
Charlotte  (N.  C.)  News  as  edu¬ 
cation  reporter  from  the  Spring- 
field  (Vt.)  Times-Republic. 

♦  «  « 

Celia  Hahn — to  Albany  , 
(N.  Y.)  Knickerbocker  News  j 
.staff,  from  the  Huntington  (W.  I 
Va.)  Advertiser.  She  was  city  i 
editor  of  the  student  newspaper  : 
at  the  State  University  of 
Iowa.  .  I 
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Just  call  the  Director  of 
Public  Relations  serving 
your  territory  as  named  below 
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George  Skorney 
(503)  227-7771 

LOS  ANGELES 

Paul  Harrison 
(213)  685-4350 

SALT  LAKE  CITY 

C.  R.  Rockwell 
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advertisers 

with  the 


Hartford 


Connecticut 

publishing 

nearly 

70’'" 

OF  ROP  COLOR 
APPEARING 
IN  HARTFORO 
NEWSPAPERS 
DAILY 

To  reach  the  14th  ranked 
Metropolitan  Area  rn  the 
U.  S.  in  per  household  in¬ 
come. 

GET  MORE 
WITH  THE  TIMES 
AND  DO  /T  IN  COLOR! 

Contact  Thomas  J.  Kelley 
National  Advertising  Manager 


Member  of  the  prize-winning 
Gannett  Group 

Represented  Nationally  by 
Story  &  Kelly-Smith,  Inc. 


TIME  ON  HIS  HANDS— Marcel- 
lus  M.  Murdock,  president  and 
chairman  of  the  Wichita  Eagle 
and  Beacon  Publishing  Co.,  dis¬ 
plays  the  watch  presented  to  him 
by  the  Midwest  Newspaper  Ad¬ 
vertising  Executives  Association  at 
its  50th  anniversary  dinner.  Mur¬ 
dock  was  one  of  the  association's 
founders. 


VOOR 

NEUI  PLANT 

deserves  an 
Engineering  Approach. 

Chas.  T.  Main's  engineers  are 
printing  oriented.  They  fit 
your  new  plant  to  production, 
not  production  to  plant. 

Main’s  engineers  consider  not 
only  architecture,  site  utiliza¬ 
tion,  plant  layout,  and  equip¬ 
ment  services,  but  also  future 
growth. 

The  special  structural,  heating, 
ventilating,  electrical,  and 
mechanical  requirements  of  a 
printing  plant  are  incorporated 
into  the  plans  and  specifica¬ 
tions. 

Main’s  services  also  can  in¬ 
clude  site  investigation,  pre¬ 
liminary  studies,  cost  esti¬ 
mates,  field  engineering  during 
construction  and  equipment 
installation  design. 

AlAINT 

CHAS.T.  A\AIN.  INC. 
Sngineers 

441  STUUT  STHCT.  iOSTON.  HASS.  Kill.  TCL  WIF) 

IW 1.  BOtlMUl  ST..  CMACLOrTE.  NX.  WK  TfL.  9M)  m-Mi 


news 

McDowell  Cuts  Down 
On  Business  Schedule 

Akron,  O. 

C.  Blake  McDowell,  who  has 
been  active  in  acquisitions  for 
Knight  Newspapers  through  the 
years,  has  made  a  small  con¬ 
cession  to  his  77  years. 

The  onetime  farm  boy  who 
rose  to  have  a  voice  in  the  con¬ 
trol  of  invested  millions  resigned 
as  a  director  of  the  First  Na¬ 
tional  Bank  here.  He  had  served 
the  bank  as  a  riirector  for  22 
years. 

McDowell  also  is  a  director 
of  several  Knight  enterprises. 
He  has  been  involved  in  scores 
of  other  companies,  but  has  pre¬ 
ferred  to  be  known  as  “an  at¬ 
torney”.  Since  1954  he  has  given 
$260,000  to  the  University  of 
Akron. 

«  «  « 

Jack  Qi’EENEY — from  finan¬ 
cial  news  staff,  Chicago  Daily 
Mews,  to  financial  news  staff, 
Chicago's  American. 

«  *  » 

William  C,  Boyne  —  ap¬ 
pointed  assistant  to  the  general 
manager,  and  Ri’BEN  L.  Yel- 
viNGTON,  news  editor  since  1961 
— appointed  editor  of  the  East 
St.  Louis  (Ill.)  Metro-East 
Journal.  Boyne  joined  the  Jour¬ 
nal  in  1937  as  a  sports  reporter. 
♦  *  ♦ 

William  M.  Shaffer,  for¬ 
merly  with  Chicago  Associated 
Press — promoted  to  chief  of  In¬ 
ternational  Business  Machine 
Corporation’s  new  information 
bureau  in  Kansas  City. 

*  «  « 

Phil  Bissell  has  joined  the 
staff  of  the  Worcester  (Mass.) 
Evening  Gazette  as  an  editorial 
and  sports  cartoonist.  He  worked 
as  a  sports  and  editorial  car¬ 
toonist  for  the  Boston  Globe  for 
12  years  and  recently  for  the 
Christian  Science  Monitor. 


DUNCAN  R.  (Scotty)  CAMPBELL 
JR.  has  been  named  to  succeed 
Ward  A.  Fanning,  who  is  retiring, 
as  publisher  of  the  Montana 
Standard  at  Butte.  Campbell,  a 
native  of  Butte,  has  been  business 
manager  and  advertising  director 
of  the  Lee  newspaper  there.  He  is 
a  1941  graduate  of  the  University 
of  Montana  school  of  journalism. 
Fanning  began  newspaper  work  in 
1922  as  ad  salesman  for  the 
Minneapolis  Journal. 

Donald  E.  Mitchell,  for¬ 
merly  with  Associated  Press  in 
Iowa,  assistant  city  editor  of 
the  Des  Moines  (Iowa)  Register 
and  the  past  two  years  an  ad¬ 
ministrative  assistant  to  Gov. 
Harold  E.  Hughes  of  Iowa,  has 
been  appointed  technical  re¬ 
search  officer  of  the  vocational 
technical  branch  of  the  Inter¬ 
national  Labour  Oiganization  in 
Geneva,  Switzerland. 

«  *  * 

Tom  Bradbury,  foi  mer  educa¬ 
tion  and  state  government  re¬ 
porter  of  the  Charlotte  (N.  C.) 
News,  is  the  ne\v  assistant  city 
editor  of  the  News.  He  replaces 
Lamar  Gunter  who  is  adminis¬ 
trative  assistant  to  the  vicepresi¬ 
dent  of  Piedmont  Natural  Gas 
Co.  Inc.  in  Charlotte. 


Written  with  character... 

competence  ...color. 

THE  PROVIDENCE 
JOURNAL- 
BULLETIN 


54 


EDITOR  8C  PUBLISHER  for  September  30,  1967 


I 


Page  Via  Satellite 
Scheduled  for  I.4PA 

The  transmission  by  satellite 
of  a  full-size  newspaper  pagre 
will  be  demonstrated  at  the 
XXIII  General  Assembly  of  the 
Inter  American  Press  Associa¬ 
tion,  in  Puerto  Rico,  Oct.  13-20. 

The  front  page  of  the  DaUy 
Express  will  be  sent  from  Lon¬ 
don  to  San  Juan  by  satellite  and 
cable,  traveling  50,000  miles  in 
less  than  15  minutes. 

The  facsimile  transmission 
will  be  part  of  a  demonstration 
of  telecommunications  tech¬ 
niques  prepared  for  the  lAPA 
Assembly  by  the  American 
Newspaper  Publishers  Associa¬ 
tion  with  the  cooperation  of 
.\merican  Telephone  and  Tele¬ 
graph,  Canadian  Telecommuni¬ 
cations  Corporation,  Communi¬ 
cations  Satellite  Corporation 
(COMSAT),  International  Tele¬ 
communications  Satellite  Cor¬ 
poration,  ITT  World  Communi¬ 
cations  Corporation,  Litton 
Communications,  the  London 
Daily  Express,  El  Mutido  of  San 
Juan,  Teletype  Corporation  and 
the  Washinffton  Post. 

The  demonstration,  at  El 
Mundo’s  plant  the  afternoon  of 
Tuesday,  Oct.  17,  will  include 
sending  by  Datel — High  Speed 
Data  Transmission  —  a  news 
story  from  London  to  San  Juan 
at  the  rate  1,300  wpm. 


Call  For 

Color  In 
Paducah 

R.O.P.  full  COLOR 
DAILY  and  SUNDAY 
SPECTACOLOR  and 
HI-FI  MONDAYS. 

in  the 

^utt‘JBmoctat 

PADUCAH.  KENTUCKY 

Represented  by 

JANN  &  KELLEY 


EDITOR  &  PEBLISIIKK  COl.OK  AW  ARDS — 1957-1967 

— Ajiency  Ereutivity  Awurd;^ — 

SPOr-COLOR 


YEAR 

AGENCY 

1958 

McCann- Erickson 

1959 

McCann-Erickson,  Chicago 

♦ 

Fitzgerald  Advertising  Agency,  New  Orleans 

I960 

Grey  Advertising 

1961 

N.  W.  Ayer  &  Son 

1962 

N.  W.  Ayer  &  Son 

1963 

Young  &  Rubicam 

1964 

Young  &  Rubicam 

1965 

Benton  &  Bowles 

1966 

Campbell- Ewald 

1967 

Reach,  McClinton 

ADVERTISER 
Coca-Cola  Co. 

Swift  &  Co.  (ice  cream) 

Brown's  Velvet  Ice  Cream,  New  Orleans 
Catalina,  Los  Angeles 
Peoples  Drug  Stores  Inc. 

Peoples  Drug  Stores  Inc. 

General  Foods  (Gaines  Burger) 

General  Foods  (Awake) 

Chemical  Bank  of  New  York 
Florida  Citrus  Commission 
New  Jersey  Bell  Telephone 

and  2  colors  and  black.  Since  then  ,it  has  been 


*  In  1959  two  spot  color  awards  were  given  for  I  color  and  black 
discontinued. 


Fl’IJ.  COLOR 


YEAR 

AGENCY 

ADVERTISER 

1958 

N.  W.  Ayer  &  Son 

Sealtest 

1959 

McCann-ErIckson  Inc.,  San  Francisco  California  Packing  Corp.  (Del  Monte) 

I960 

Young  &  Rubicam  Inc. 

Hunt  Foods  Inc.,  Fullerton,  Calif. 

1961 

Young  &  Rubicam  Inc. 

American  Bakeries  Co. 

1962 

Doyle  Dane  &  Bernbach  Inc. 

Sicks'  Rainier  Brewing  Co. 

1963 

Doyle  Dane  &  Bernbach  Inc. 

General  Mills  (Betty  Crocker) 

1964 

Tucker  Wayne 

Southern  Bell  Telephone  &  Telegraph 

1965 

Young  &  Rubicam 

Armour  &  Company 

1966 

Jack  Tinker 

Braniff  Airlines 

1967 

Warwick  &  Legler 

Seagram  Distillers 

I*RKI*RI>T  COLOR 

YEAR 

AGENCY 

ADVERTISER 

1964 

Doyle  Dane  Bernbach 

H.  J.  Heinz 

1965 

Young  &  Rubicam 

Life  Magazine 

1966 

Young  &  Rubicam 

Cluett-Peabody  (Arrow  Shirts) 

1967 

Young  &  Rubicam 

Johnson  &  Johnson 

— Rt'lail  Civativily  .-Vnanls — 

YEAR 

NEWSPAPER 

ADVERTISER 

1959 

Chicago  Tribune 

Marshall  Field  &  Co. 

Houston  Post 

Neiman-Marcus 

Rockford  (III.)  Morning  Star 

and  Register-Republic  D.  L.  Stewart  &  Co. 

I960 

San  Francisco  Examiner 

Joseph  Magnin  Co. 

Houston  Post 

Neiman-Marcus 

San  Diego  Union 

Marston's 

1961 

Chicago  Tribune 

Burny  Bros. 

San  Antonio  Express  &  News 

Frost  Bros. 

Lancaster  Newspapers  Inc. 

Acme  Markets 

1962 

Boston  Globe 

Filene's 

San  Antonio  Express  &  News 

Frost  Bros. 

Pontiac  Press 

Hughes,  Hatcher,  Suffrin 

1963 

Philadelphia  Bulletin 

Acme  Markets 

San  Antonio  Express  &  News 

Frost  Bros. 

Fontana  Herald-News 

Standard  Brand  Paint  Co. 

1964 

Dallas  Morning  News 

Neiman-Marcus 

Montreal  Star 

Eaton's 

Tucson  Star  and  Citizen 

Steinfeld's 

1965 

Dallas  Morning  News 

Neiman-Marcus 

Montreal  Gazette 

Eaton's 

Palo  Alto  Times 

Grodin's 

1966 

Pittsburgh  Post-Gazette 

Joseph  Horne 

Montreal  Gazette 

Eaton's 

Palo  Alto  Times 

Grodin's 

1967 

Indianapolis  Star 

L.  S.  Ayres  &  Co. 

Sacramento  Bee 

Campus  Commons 

Tacoma  News-Tribune 

Tacoma  Mall 
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HOW  TO  TURN  A  OUUHHL 
INTO  A  GREAT  SALESMAN 


Wrap  it  around  a  color-splashed  ad 
and  put  it  in  the 

ST.  PAUL  DISPATCH  and  PIONEER  PRESS 

give  your  advertising  ZING  . . .  with 


YOU  NAME  IT . . .  WE'VE  GOT  IT 


National  Representatives 
SAWYER-FERGUSON-WALKER  CO. 

New  York  Philadelphia  Chicago  Detroit  San  Francisco 
Atlanta  Los  Angeles  Dallas  Minneapolis  St.  Paul 


ST.  M.  PAUL 


DISPATCH 

A  ItIDDEIt  NEWSPAPER 

PIONEER  PRESS 


Fast  Expansion  Pace 
In  Pacific  Northwest 

By  (iamphrll  ati^oii 

Union,  Wash.  Seattle-Everett  metropolitan 
A  chest  of  newspaper  ideas  district  with  further  intense 
and  bushels  of  oysters  were  development  in  sight  as  Boeing 
opened  by  members  of  the  Allied  rushes  to  completion  a  plant  the 
Daily  Newspapers  of  Washing-  Everett  Herald  descrilies  as  the 
ton  during  recent  sessions  at  world’s  largest. 

Alderbrook  on  the  Hood  Canal.  The  intensified  pace  of  busi- 
Key  activities  in  every  phase  ness,  trade  and  production  con- 
of  newspapering  were  tallied  in  tinues  northward  into  British 
the  roll  call  report  of  news-  Columbia.  It  is  mirrored  across 
papers  in  a  state  of  flux  after  Washington  in  new  buildings, 
years  of  rare  ownership  changes,  new  housing  complexes  and 
.\  third  of  the  member  papers  shopping  centers, 
have  changed  ownership  within  One  discount  department  store 
the  year.  organization  now  going  state- 

Northwest  expansion  is  now  in  wide  is  placing  nearly  12  pages 
a  significant  stage  and  every  of  copy  a  week  in  the  S/iokane 
.Allied  member  reported  new  Spokenmnn-Kevicw  and  Chron- 
equipment,  techniques  and  or  icle.  This  store,  K-Mart,  opened 
expansion  in  the  roll  call  here  in  Tacoma  this  month  with  a 
or  in  response  to  E&P  inquiries.  Ifi-page  section  in  the  Tacomit 
Growth  reports  ranged  to  a  .Vcws  Tribune. 
oO  percent  linage  increase  thus  Publishers  are  wary  of  en- 
far  this  year  by  the  Ererett  thusiasm  about  a  boom  and 
Herald.  Most  papers  listed  satis-  point  to  the  possibility  of  up- 
f.ving  gains.  and-down  aviation  activities. 

The  regional  development  Sideline  ob.servers  suggest  that 
centers  about  the  aviation  in-  like  it  or  not,  vast  changes  are 
ilustry’s  expansion  in  the  here.  They  report  belief  the 


gains  in  some  areas  are  out-  paper.  P-I  weekend  magazine 
performing  those  in  California  developments  were  described  in 
growth  centers.  E&P  of  Sept.  9. 

That  newspaper  executives  Classified  activities  included 
are  alert  to  improving  every  the  Wenatchee  World’s  decision 
phase  of  operation  is  shown  in  to  permit  copy  widths  to  exceed 
a  statewide  listing  of  “the  best  a  single  column  for  a  premium 
things  we’ve  done  this  year.”  payment.  Want  ad  volume 
James  Tonkin,  Yakima  Daily  gained  and  revenue  gained 
Republic  and  Mominy  Herald,  around  $1000  monthly,  said 
presided.  Richard  Bell. 

Editorial  content  expansion  The  Seattle  Times  is  deter- 
includes  a  significant  develop-  mined  to  give  readers  an  excel- 
ment  in  weekend  and  Sunday  lent  paper,  said  Harry  Cahill  in 
editions.  pointing  to  new  editorial  reports 

The  Rellinyham  Herald  has  developed  by  staff  teams, 
added  an  entertainment  and  “If  you  produce  a  good  papt’r 
television  tabloid  to  its  Friday  and  deliver  it,  you  will  succeed,” 
edition.  This  al.so  has  resulted  he  commented.  The  Times  is  em- 
in  some  new  advertising  ac-  barked  on  a  new  plant  exjian- 
counts,  and  at  a  slight  premium  .sion. 
rate  for  the  magazine. 

The  Everett  Herald  has  added  Kdiiorial  Moves 

Puget  Sound  Panorama,  an  all-  Editorial  improvement  activi- 
stafF  produced  magazine  with  included  the  appearance  of 

three-color  cover.  Satuixlay  pj.of.  Edmund  C.  Arnold  at  a 
sports  and  financial  sections  Vaticouver  Cohimbian  seminar 
have  been  doubled.  Response  jhg  reshaping  of  that 

was  described  as  excellent.  paper’s  appearance.  Howard  R. 

Saturday  Moves  "'**1  ^peak  at  Allied’s 

editorial  seminar  in  OctolM*r, 
The  Seattle  Pnst-Intelligenrer  announced  William  Boykin,  as- 
has  developed  a  Saturday  morn-  sociation  secretary-manager, 
ing  real  estate  and  home  sec-  Employe  training  reports  re- 
tion  which  includes  classified,  flecj  ^  shortage  in  all  classifica- 
Both  the  P-I  and  the  Seattie  tions  of  help  which  has  been 
Times  have  expanded  classified  reported  to  E&P  from  through- 
impressively,  commented  Harold 

D.  Kelsey  of  the  Hearst  news-  (('ontinued  on  page  fib) 


Newsptper  Production  Co.,  Agent  for- 


(lIu'  .^Iircitcpnrt  (ttmcs 

0hr^0epart  Journal 


ROP  COLOR  AT  WORK  FOR  YOU  IN 

SHREVEPORT 

The  Nation's  70th  Newspaper  Market* 

In  Louisiana’s  big  second  market  it  takes  a  dynamic 
force  like  the  colorful  Shreveport  Times  and  Journal  to 
catch  (and  hold)  your  audience.  Together  they  penetrate 
the  rich  Ark-La-Tex  market  by  reaching  56%  of  the 
population  of  this  23-county  area  in  North  Louisiana, 
East  Texas  and  South  Arkansas.  (88%  coverage  in 
the  Metro  Area.) 

Isolated  from  other  metropolitan  areas,  Shreveport  is 
the  dominating  city  for  795,100  people  in  232,300 
households  with  effective  buying  income  of  1.5  billion, 
and  producing  retail  sales  of  $960,686,000.t  Be  sure 
that  The  Shreveport  Times  and  Journal  are  included 
in  your  next  advertising  schedule  ...  in  color! 


Circulation:  M  &  E .  138,188  MORNING  .  .  .  92,788 

SUNDAY  .  .  .  118,543  EVENING  .  .  .  45,400 

ABC  PUBLISHER'S  STATEMENT — MARCH  31.  1967 

Pepresented  Hetionallr  by  the  Bnnh.nn  Co. 

f  Sales  Management  Survey  of  Buying  Power  —  June  10,  1967 
*SRDS  Newspaper  Circulation  Analysis  1967-68 
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(Over  250,000  Circulation)  (100-250,000  Circulation) 

HOUSTON  CHRONICLE  DALLAS  TIMES-HERALD 

Pearl  Brewing  Co.  (5-26-67)  James  B.  Beam  Distilling  Co,  (3-8-67) 

Tracy-LocKe,  Inc.  Campbell-Ewald  Co. 


All  winners 

in  Editor  and  Publisher’s 

4  color 

’67  Newspaper  reproduction 
competition  used... 

BISTA  MATS 

produced  by 

GRAPHICS 

Reilly-Lake  Shore 


Nearly  3,000  entries  were  received  from  newspapers  throughout 
the  country  for  this  year’s  contest — the  eleventh  annual  com¬ 
petition  conducted  by  Editor  &  Publisher  magazine.  The  selection 
of  winners  was  by  a  group  of  judges  comprised  of  agency  per¬ 
sonnel  directly  concerned  with  ROP  color,  including  art  directors, 
creative  directors,  and  production  managers.  As  in  previous 
years,  awards  to  newspapers  were  determined  strictly  on  the  basis 
of  reproduction  quality  of  the  tearsheets  submitted  (all  of  which 
had  to  be  dated  within  the  12 -month  period  ending  June  ’67). 
National,  regional,  and  local  advertisers  were  all  represented 
among  the  tearsheets  entered  in  this  nationwide  competition. 


(Under  100,000  Circulation) 
ARIZONA  DAILY  STAR 
Hamm  Brewing  Company  (6-22-66) 
Campbell-Mithun,  Inc. 


yogVe 
knockKl 
yom^out 
on  the 
main  dish. 
WhyM 
donmon 
ther^? 


(Over  250,000  Circulation) 
CHICAGO  DAILY  NEWS 
Kitchens  of  Sara  Lee  (10-6-66) 
Edw.  H  Weiss 


REILLY-LAKE  SHORE  GRAPHICS  812  West  Van  Buren  Street.  Chicago.  III.  60607 


Northwest 

(Coiifimod  from  page  SB) 


out  the  Coast.  This  appears 
amplified  in  Washingfton. 

Yakima  Newspapers  trained 
copy  technicians  for  news  room 
work  after  recruiting  with  ads 
seeking:  "housewives  who  know 
Kngrlish."  They  work  under 
direction  of  the  news  editor  on  a 
five-day,  four-hour  weekly  sched¬ 
ule  and  are  used  to  stretch  the 
skills  of  experienced  people. 

The  Skagit  Valley  Herald  is 
using:  a  tahloid-sized  section  to 
insure  total  coverage  of  the  Mt. 
Vernon  area,  said  Leighton  P. 
Wood,  Allied  president. 

The  Longview  Daily  Xewa 
sent  T.  M.  Xatt  to  Stanford's 
professional  journalism  pro¬ 
gram.  The  Itellingham  Herald 
displayed  winning  PNWAE.A 
advertisements  to  merchants  at 
a  special  luncheon. 

Circulation  .Actions 

In  the  circulation  field,  the 
Centralia-C  h  eh  allis  C  h  ronicle 
is  using  women  as  district  man¬ 
agers.  The  Pasco-Kennewick 
Tri-City  Herald  maintained  cir¬ 
culation  by  preparing  for  a  25 
cent  monthly  raise  and  pro¬ 


moting  the  paper.  The  display 
advertising  rate  also  was  in¬ 
creased. 

The  Wenatchee  World  reduced 
the  circulation  rate  to  first-year 
college  students  as  a  special 
service.  The  Anchorage  (-Alas¬ 
ka)  Times  gives  free  papers  to 
service  men  in  V'ietnam  and 
Europe  and  prints  the  interest¬ 
ing  letters  received  from  these 
readers,  said  Rol)ert  .Atwood, 
publisher. 

The  Bremerton  Sun  and  Xews 
Searchlight  started  a  one-man 
ad  promotion  department  which 
has  now  expanded  to  three  full¬ 
time  employes.  Results  includ-’ 
a  new  car  dealers  cleanup  sched¬ 
ule  which  provides  $3000  in 
new,  plus  business. 

Caniera  Aclivily 

Even  the  business  manager 
carries  a  cameia  in  his  car 
under  a  new  plan  launched  at 
Bremerton,  said  -Alex  F.  Otte- 
vaere.  He  has  taken  thi'ee  photos 
which  won  editorial  acceptance, 
one  an  accident  picture,  Otte- 
vaere  reported  proudly.  Cam¬ 
eras  are  provided  all  employes 
who  are  car  owners. 

-Most  of  the  newspapers  have 
new  equipment.  Three  are  em¬ 
barked  on  important  plant  ex¬ 
pansions. 


Brotherhood  Awards 
To  Newspaper  People 

The  winners  of  the  1967  Na¬ 
tional  Mass  Aledia  Brotherhood 
-Awards  Program  were  an¬ 
nounced  by  I)r.  Sterling  W. 
Brown,  president  of  the  Nation¬ 
al  Conference  of  Christians  and 
Jews.  Twenty -one  Brotherhood 
-Awards  and  22  Certificates  of 
Recognition  will  l)e  presented 
this  year  in  the  various  cate¬ 
gories. 

WIXXERS  IX  THE  XEWS- 
PAPEK  CATECORY  are: 

BROTHERHOOD  AWARDS 

Articles  —  Joe  Distelheim, 
Wilmington  (Del.)  Xews-Joiir- 
n(tl,  for  “Integration  In  The 
Suburbs,”  a  four-part  series. 

Editorials — Sydney  J.  Harris, 
Chicago  Daily  Xews. 

Cartoons — L.  D.  Warren,  Cin¬ 
cinnati  Enquirer. 

Photograph  with  Caption — 
Rev.  Rol)ert  D.  Fitch  and  Rev. 
Daniel  Berrigan,  for  a  photo¬ 
graph  in  the  Xational  Catholic 
Reporter  of  a  103  year  old  man 
being  carried  to  register  to  vote. 

Special  Category — Laurence 
.A.  Raymer,  Beloit  Daily  Xews, 
for  newspaper  support  and  pro¬ 
motion  of  NCCJ  principles. 

CERT  IF  1C  A  TES 

Articles  —  Marcus  Gleisser, 


real  estate  editor,  Cleveland 
Plain  Dealer,  for  articles  on 
open  housing.  -Also  Sister  Mat¬ 
thias,  Xational  Catholic  Re¬ 
porter,  for  “What  Are  You 
Doing  Talking  To  That  Nig¬ 
ger?” 

Editorials — Albert  W.  Bloom, 
Jewish  Chronicle,  and  Florence 
Schwartzberg,  South  Shore 
Record. 

Cartoons  —  John  Stampone, 
Navy  Times. 

6  Sections  Promote 
Careers  in  Business 

Milwaikke 

“Careers  in  Business  and  In¬ 
dustry,”  a  12-i)age  tabloid,  was 
published  Sunday,  Sept.  10  by 
the  Milwaukee  Journal  to  help 
offset  the  disinterest  shown  by 
many  students  toward  business 
as  a  career. 

The  section  was  the  first  of  a 
six-part  series  planned  for  each 
semester  for  the  next  three 
years.  In  addition  to  regular 
circulation,  this  special  tabloid 
was  sent  to  every  school  in  the 
state,  as  well  as  all  libiaries, 
dormitories,  sororities  and  fra¬ 
ternities. 

It  was  also  sent  to  the  presi¬ 
dents  of  5000  corporations  out¬ 
side  Wisconsin. 


Retail  sales  are 
$3.1  billion  in  the 
northwest  corner 


Cover  the  market  with  the  Tacoma  News  Tribune 
and  one  Seattle  paper 


$3.1  billion  is  conservative. 

The  northwest  corner  is  the  fastest-growing  region  in  the  United  States.  So  even 
last  week’s  estimates  are  out  of  date. 

It's  a  big,  booming  market.  And  when  you  are  ready  to  buy  it  remember  that  it 
comes  in  two  major  parts  —  Seattle  and  Tacoma.  Take  away  Tacoma  and  you  cut  off 
1/3  of  the  northwest  corner. 

You  need  Tacoma.  And  only  the  Tacoma  News  Tribune  covers  it  The  two  Seattle 
papers  combined  give  you  only  about  12%  of  Tacoma. 

It’s  an  easy  two-paper  buy.  Just  buy  the  Tacoma  News  Tribune.  Then  pick  the 
Seattle  paper  you  like  best 

Get  your  share  of  that  conservative  $3.1  billion. 

Tacoma  News  Tribune 

Circulation  97,000  -  represented  by  Sawyer-FerEuson-Walker 


Wv  huihl 
thi‘  futur0> 
^  Unlufi 


yy/pj  PI  rj  |  P  A  P)  F  P  The  new,  wood  two  arm  R.T.P.  pro- 

V  Y  \y  I  \  L-  L/  L/l  Ly  L- 1  \  vides  the  same  precise  tension  and  performs 
I  ly  I  "y  ly  l  /^\  A  /  the  same  functions  as  previojusly  only 

I  IN  K.  I  .r.  INUVV  makes  available  in  more  costly  models. 

I  1*  I  j  *1  These  units  are  easily  installed  and  require  no 

FGGIS  praCtlCGl  and  Gconornical  mechanical  press  connection. 

for  even  the  smallest  See  how  this  equipment  meets  your  requirements  and  write 

I  •  ,  •  I  I  for  detailed  information  today.  Please  mention  the  type 

WGu  printing  plants,  and  size  of  your  press  equipment. 


don’t 

whisper 


Nothing  shouts  louder  than 


SpectaCoior 


by 


Springfield 

Gravure 


Fortify  editorial  impact 
with  the  excitement  of 
multi-color  gravure . . .  Make 
readers  out  of  “scanners”. 

SmHGHEUI  Gmvure 

SpeciaCoior 

puts  magazine  quality  and 
reader-arresting  beauty  on 
your  pages . . .  provides 
additional  drama  for 
special  or  seasonal  features. 
Even  on  short  runs  our 
prices  are  right ...  our 
quality  hard  to  match  . . . 

our  service  is  tops. 

We’re  ready  to  prove  it 
to  you— ’phone  now. 


SPRINGFIELD 

GRAVURE  COGPOGATION 

MMdivy  <=z  t  wi  -:3 

1940  Commerce  Read,  SpringfieM.  Ohio  45501 
Phone:  513-325-2491  Dept.  57 

In  New  Ywli:  52  VanderfaHt  Avenue 
Phene:  212-689-6796 


EDITOR  &  PUBLISHER  COLOR  AWARDS — 1957-1967 
—REPRODUCTION— 


Spot-Color 


YEAR 

NEWSPAPERS 

AGENCY 

ADVERTISER 

1957 

Philadelphia  Bulletin 

Maxon 

H.  J.  Heinz 

♦ 

Chicago  Tribune 

Leo  Burnett 

Philip  Morris 

Spokane  Daily  Chronicle 

McCann-Erickson 

Carter  Oil 

Cleveland  News 

Maxon 

H.  J.  Heinz 

Scranton  Times 

N.  W.  Ayer  &  Son 

Dole  Pineapple 

Portland  (Me.)  Press  Herald- 
Express 

Lennen  &  Newell 

P.  Lorillard 

1958 

New  York  Post 

Doyle  Dane  Bernbach 

Fairmont  Foods 

* 

Cleveland  Plain  Dealer 

Mc-Cann-Erickson 

Standard  Oil 

Shreveport  Journal-Times 

Tracey-Locke 

Borden 

Milwaukee  Sentinel 

J.  Walter  Thompson 

Ford  Motor 

Holyoke  Transcript-Telegram 

Charles  W.  Hoyt 

Arnold  Bakeries 

Rock  Island  Argus 

D'Arcy  Advertising 

Standard  Oil 

1959 

Philadelphia  Bulletin 

Wade  Advertising 

Miles  Laboratories 

Arizona  Republic  & 

Phoenix  Gazette 

J.  Walter  Thompson 

Ford 

San  Diego  Union 

D'Arcy  Advertising 

Paxton  &  Gallagher 

(Butter-Nut  Instant  Coffee) 

I960 

Philadelphia  Bulletin 

Doyle  Dane  Bernbach 

Alpine  Cigarettes 

Seattle  Post-Intelligencer 

Cunningham  &  Walsh 

Texaco 

Rock  Island  Argus 

Maxon 

H.  J.  Heinz 

1961 

Kansas  City  Star 

Peoria  Journal-Star 

Benton  &  Bowles 

Ross,  Roy-Brooke,  Smith  Frency  & 
Dorrance 

Florida  Citrus  Commission 

Corby's  Whiskey 

Staten  Island  Advance 

BBDO 

Pepsi-Cola 

1962 

Philadelphia  Inquirer 

N.  W.  Ayer  &  Son 

Sealtest  Foods 

Miami  News 

Grant  Advertising 

Bahamas  Development  Board 

Waukegan  News-Sun 

J.  Walter  Thompson 

Johnson  Sea-Horse  Motors 

1963 

Kansas  City  Star 

Wm.  Esty 

R.  J.  Reynolds  Tobacco 

South  Bend  Tribune 

Campbell-Ewald 

Chevrolet 

Tacoma  News  Tribune 

Young  &  Rubicam 

American  Can  (Northern  Tissue) 

1964 

Buffalo  Evening  News  )  .. 
Chicago  Daily  News  ) 

N.  W.  Ayer  &  Son 

Sealtest  Foods 

Dancer,  Fitzgerald,  Sample 

General  Mills 

Nashville  Tennessean 

Fletcher  Richards 

National  Distillers 

Cedar  Rapids  Gazette 

Tatham-Laird 

Butter-Nut  Foods 

1965 

Philadelphia  Bulletin 

N.  W.  Ayer  &  Son 

Sealtest  Foods 

Indianapolis  Star 

N.  W.  Ayer  &  Son 

Sealtest  Foods 

Johnson  City  Press-Chronicle 

Young  &  Rubicam 

Sanka  Coffee 

1966 

Chicago  Sun-Times 

Alfred  Lilly 

Austin-Nichols 

Roanoke  World-News 

Campbell-Ewald 

Chevrolet 

Windsor  Star  )  .. 

Easton  Express  ) 

MacLaren  Advertising 

Noblesse  Cigarettes 

Gardner  Advertising 

Pet  Please 

1967 

Boston  Globe 

Young  &  Rubicam 

General  Cigar 

Indianapolis  Star 

J.  Walter  Thompson 

Chesterfield 

Holland  Sentinel 

McCann-Erickson 

Swift  &  Co. 

*  In  1957  and  1958  there  were  two  separate  reproduction  categories  judged-General  and  Foods  for  each  of  the  three 
circulation  groups. 


Donrey  Group 
Buys  3  More 
Oklahoma  Papers 

Pauls  Valley,  Okla. 

Sale  of  the  Pauls  Valley  Daily 
I  Democrat,  owned  since  1953  by 
:  Ken  Reid  and  Ed  Burchfiel,  to 
Donrey  Media  Group  Ltd.,  has 
been  announced. 

The  Donrey  organization, 
headed  by  Donald  Reynolds, 
president,  and  J.  L.  Jennings, 
v’icepresident,  has  media  proper¬ 
ties  in  Oklahoma,  Arkansas, 
Texas,  Nevada,  Alaska  and 
Hawaii.  Jennings  is  supervisor 
of  the  Central  Division  of  the 
publishing  firm,  which  was 
founded  at  Okmulgee,  Okla. 


Included  in  the  sale  to  Don¬ 
rey  were  the  Wewoka  (Okla.) 
Daily  Times  and  the  Frederick 
(Okla.)  Daily  Leader.  Reid  and 
Burchfiel  were  owners  in  Fred¬ 
erick  and  Charles  Clark  and 
Gary  Reid  were  associated  with 
them  in  the  Wewoka  enterprise. 
Reid  is  a  brother  of  Ken  Reid. 

Publisher  (A>ntinues 

Reid  is  to  continue  as  pub¬ 
lisher  in  Pauls  Valley.  Clark  will 
be  the  Wewoka  general  manager 
and  Gary  Reid  will  continue  as 
editor.  Dave  Story  will  be  the 
Frederick  general  manager. 

Henry  Burchfiel,  a  brother  of 
Ed  Burchfiel,  has  been  news 
editor  of  the  Pauls  Valley  paper 
for  18  months.  He  will  become 
editor.  Harold  Bradley  will  con¬ 
tinue  as  associate  editor. 


Imperial  Metal  Co. 
Names  Sales  Staff 

Imperial  Metal  &  Chemical 
Company,  Philadelphia  and  Chi¬ 
cago,  has  named  H.  Frederick 
Mackert  and  Douglas  Savage 
general  sales  managers. 

Sales  territories  have  been 
divided  into  eight  districts,  each 
headed  by  a  manager:  Gene  T. 
Rumbarger,  Northwestern;  Wil¬ 
liam  A.  Penney  Jr.,  New  York 
Metropolitan  Area;  John  P. 
Mallonee,  Mid- Atlantic;  Janies 
L.  Pound,  Southeastern;  Roy 
Norton,  Eastern  Area;  Rol 
Buhl,  Central  Division;  Roy  C. 
Kuhns,  Northwestern;  and  Sam 
Babb,  Southwestern. 

William  C.  Otter  was  ap¬ 
pointed  corporate  advertising 
manager  and  Spilman  B.  Gibbs, 
sales  promotion  manager. 
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You  can  spot  the  quality  in  a  Fairchild 
halftone  reproduction  every  time !  And 
type  is  always  clean  and  clear.  Among 
the  many  outstanding  features  contri¬ 
buting  to  this  excellent  reproduction 
are  the  hardened  steel  bearers  found  on 
all  Fairchild  News  King®,  Color  King®, 
and  Production  King®  Presses. 


All  plate  and  blanket  cylinders  in  Want  to  put  more  appeal  in  your  pa> 
Fairchild  presses  run  on  hardened  steel  per?  Fairchild  quality  can  do  it!  Write 
bearers.  This  feature  assures  true  roll-  or  phone  for  details.  You’ll  be  surprised 
ing  for  perfect  image  reproduction,  pro-  at  all  the  outstanding  mechanical  fea- 
vides  an  exact  reference  point  for  fast,  tures  built  into  Fairchild  presses, 
accurate  packing.  Result:  Beautiful 
halftones.  Sharp,  clean  type.  Excellent 

color  register.  Longer  plate  life.  I  C3  |b|  I 


GRAPHIC  EQUIPMENT 

A  DIVISION  OF  FAIACHILD  CAMERA  AND  INSTRUMENT  CORPORATION 
DEPT  K-73.  221  FAIRCHILD  AVENUE.  PLAINVIEW,  NEW  YORK  11103 
DISTRICT  OFFICES  EASTCHCSTER.  N.  Y  •  SANTA  FE  SPRINGS  CAUF  ATLANTA  pCNlCACO 


JO 

When  you  need 
a  "tiger'  for  action- 
say  it  with 

in  the 

WINSTON-SALEM 

Journal — sentinel 

Morning  Sunday  Evening 

Here's  what  you've  got  going  for  you: 

Years  of  know-how  in  ROP 
Spot  and  Process  Color 
plus  HiFi  Capability 

119,206  Circuiation 

(Combined  Daily)  ABC  Annual  Report  9-30-66 

85,204  Metro  Area  Circuiation 

in  the  nation's 

59th  Metro  Market 


Represented  Nationally  By 
SAWYER-FERGUSON-WALKER  CO. 
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Better  Inks  Insure 
ROP  Color  Quality 


Newspapers  attempting  to 
Kain  a  greater  share  of  the 
protitable  color  explosion  will 
find  that  vigorous  promotion  of 
color  advertising  can  pay  big 
dividends.  Experience  shows, 
however,  that  this  is  true  over 
the  long  haul  only  if  color  (|Ual- 
ity  is  there.  This  (|uality  is  well 
within  the  reach  of  today’s 
newspapers. 

It  is  true  that  many  things 
enter  into  the  quest  for  better 
color:  press,  paper,  engravings, 
ink,  makeready,  etc.  Four  years 
ago,  as  a  maj’or  first  step,  .ANF.^ 
embarked  on  a  program  to  im¬ 
prove  color  reproduction,  and 
assigned  one  of  its  top  priori¬ 
ties  to  the  development  of  lietter 
inks.  (Ine  significant  result  was 
“AdPro  Inks,”  the  process  inks 
that  made  their  first  apjiearance 
in  January,  19r)r). 

AdPro  Ink)-:  A  Major  Kegiiiiiiiig 

“.AdPro  Inks,”  says  Donald 
H.  Seixas,  president  of  United 
States  Printing  Ink  Corporation, 
“were  a  much  needed  develop¬ 
ment.  Their  high  standards  were 
well  within  the  technological 
capabilities  of  many  ink  manu¬ 
facturers  and  at  the  same  time 
gave  the  ink  user  a  measure  of 
((uality  lielow  which  he  no  longer 
needed  to  go.”  The  consequence, 
Seixas  Itelieves,  has  l>een  a  per¬ 
ceptible  improvement  in  news¬ 
paper  process  color  generally, 
although  much  still  remains  to 
l>e  done. 

The  reason  for  the  importance 
of  color  (juality  is  not  hard  to 
find.  .As  the  public  is  exposed  to 
more  color  in  every  medium,  it 
liecomes  increasingly  sensitive  to 
({Uality  and  increasingly  recep¬ 
tive  to  color  fidelity,  variety  and 
excitement.  To  compete  with  the 
ever-impro\-ing  ((uality  of  color 
in  other  media  and  other  proc¬ 
esses,  newspapers  must  look  for 
lietter  reproduction  and  newer, 
attention-gripping  hues  both  in 
spot  color  and  process  color. 

Studies  show  that  ROP  color 
already  compares  favorably  in 
impact  with  magazine  color  and 
in  retention  with  tv  color,  but 
that  is  at  least  partly  due  to  the 
relative  scarcity  of  color  in  the 
adjoining  pages.  The  newspaper, 
says  Joseph  Elliott  Jr.,  the 
Philadelphia  Bulletin’s  assistant 
business  manager,  has  lieen  “a 
traditionally  monotone  medium.” 
The  impact  of  color  surrounded 
by  monotone  matter  is  a  major 
plus  for  the  newspaper,  but  it  is 
largely  wasted  if  reproduction 

EDITOR  &.  PUBl 


is  poor  and  colors  are  lifele.-ss 
ami  uninteresting. 

.A  recent  Bureau  of  .Adver¬ 
tising  study  found  that  the  same 
full-page  four-color  advertise¬ 
ments  inserted  in  magazines  and 
newspapers  had  almost  exactly 
equal  impact,  with  the  slight 
differences  observed  in  favor  of 
the  newspapers.  The  compara¬ 
tive  absence  of  competing  color 
in  the  newspapers’  pages  may 
well  have  been  a  factor  in  the 
results,  but  it  is  worth  noting 
that  great  pains  were  taken  in 
the  experiment  to  get  the  liest 
(lossible  ROP  color  in  the  papers 
running  these  ads. 

Consumer  magazines  have  had 
i-oughly  half  of  their  advertising 
in  color  for  some  years,  and  the 
(juality  has  lieen  improving  con- 
■stantly.  The  sheer  competition 
for  attention  has  sent  magazine 
advertisers  on  an  endless  search 
for  striking  design,  modern 
colors  and  topflight  repioduc- 
tion.  .As  the  amount  of  color  in 
newspapers  increases  corre¬ 
spondingly,  so  will  the  need  for 
excellent  reproduction  and  high- 
performance  inks.  .AdPro  inks 
have  already  gone  some  way  to¬ 
ward  meeting  that  need. 

The  Philadelphia  Bulletin,  for 
example,  not  only  achieved  lietter 
color  with  .AdPro  inks  but,  by 
reversing  the  laydown,  was  able 
to  get  better  blacks  with  three 
colors  than  they  had  previou.sly 
obtained  with  four. 

Other  reports  on  .AdPro  inks 
emphasize  the  cleaner,  brighter 
colors  obtained  with  sharp, 
crisp  definition.  These  character¬ 
istics  tend  to  close  the  <iuality 
gap  lietween  newspaper  and 
magazine  color,  and  so  create 
more  of  an  advertising  market 
for  the  newspaper  publisher. 

Sp«»l  Colors  Are  Heller  Timi 

But  process  color  is  not  the 
only  profitable  avenue  to  l)e  e.x- 
plored.  Even  more  open  to  ad¬ 
vertising  opportunity  is  imagin¬ 
ative  use  of  spot  color.  New, 
exciting,  sophisticated  colors  are 
already  available  to  supplant  the 
dull,  routine  hues  of  the  past.  In 
.Milwaukee,  J.  C.  Penney  Co. 
exploited  the  sophistication  and 
gourmet  feel  of  “avocado”  spot 
color  in  pushing  its  kitchenware 
line.  Penney  reported  that  the 
ad  was  “inexpensive,  fast  to 
produce  .  .  .  and  the  sales  volume 
it  produced  was  fantastic.” 

One  of  the  key  words  in  the 
Penney  accolade  is  “inexpen- 
(C an  tinned  on  inige  (>6) 
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BLACK 

PLUS 

3  COLORS 

Circulation 

Newspaper 

Advertiser 

Agency 

Mat 

Under  100,000 

Arizona 

Daily  Star 

Hamm 

Brewing 

Company 

Campbell- 
Mithun,  Inc. 

BURGESS* 

100,000  to 
250,000 

Dallas 

Times  Herald 

James  B. 

Beam 

Distilling 

Campbell- 
Ewald  Co. 

BURGESS* 

Over  250,000 

Houston 

Chronicle 

Pearl 

Brewing 

Company 

T  racy-Locke 
Company,  Inc. 

BURGESS* 

Over  250,000 

Chicago 

Daily  News 

Kitchens 
of  Sara 

Lee 

Edward  H. 
Weiss  and 
Company 

BURGESS* 

BLACK 

PLUS 

1  COLOR 

Under  100,000 

Holland  (Mich) 
Sentinel 

Swift  &  Co. 
Sweet 

Cream 

McCann 

Erickson, 

Inc. 

BURGESS* 

100,000  to 
250,000 

Indianapolis 

Star 

Liggett 
&  Myers 
Chesterfield 

J.  Walter 
Thompson 

Co.,  Inc. 

Over  250,000 

Boston 

Globe 

General  Cigar 
Robert 

Burns 

OgiIvy  & 
Mather, 

Inc. 

BURGESS 

•Color-Tex  Mat  as  supplied  through  Reilly-Lake  Shore  Super  Bista  Pre-Madeready®  Mats. 


6  OUT  OF  7  letterpress  winners  for  color  reproduction 
in  the  national  advertiser  classification  used  Burgess  mats. 

Of  these  six,  five  were  on  the  Color-Tex  mat.  Thank  you 

for  this  vote  of  confidence  In  Burgess  superiority.  Burgess 
Cellulose  Company,  Freeport,  Illinois  61032. 


BURGESS  MATS 


HELP  YOU  MAKE  A  GOOD  IMPRESSION 


Better  Inks 

{Continued  from  page  64) 


sive.”  Cost  is  what  holds  low- 
budffet  retail  advertisers  back 
from  using'  process  color.  Such 
advertisers  often  don’t  even 
think  of  spot  color  as  an  altern- 


where  we  saw  the  same  thing,” 
USPI’s  Seixas  said  in  this  con¬ 
nection;  “ordinary  spot  colors, 
the  ‘so  what’  colors,  just  weren’t 
getting  to  the  advertiser.  By 
coming  up  with  such  striking 
hues  as  fire  red,  rust,  aqua, 
fuchsia,  and  leaf  green,  colors 
that  go  extremely  well  with 
black,  we  believe  we  have  given 


tion  to  emulate  the  color  surge 
that  began  in  magazines  many 
years  ago.  E&P  compilations 
show  that  1,341  of  the  nation’s 
papers  now  offer  black  and  one 
color,  and  these  papers  have 
87^0  of  total  national  circula¬ 
tion.  Not  quite  half  offer  full 
color,  but  they  account  for  73% 
of  total  newspaper  circulation. 


for  spot  color  that  costs  on  the 
average  only  19%  more. 

Newspaper  color,  effectively 
used,  can  be  a  major  source  of 
additional  revenue  for  almost 
any  paper.  With  improved  proc¬ 
ess  colors  and  the  brilliant  new 
spot  colors  now  available,  even 
the  modest  sized  paper  in  a  com¬ 
paratively  small  market  can 


ative,  especially  since  it  has  so 
often  lacked  the  appeal  they  are 
seeking.  J.  C.  Penney  in  Milwau¬ 
kee  met  the  challenge  by  going 
to  a  striking  shade  of  green  to 
convey  its  message.  The  sales 
plus  is  color  excitement  — 
modern,  sophisticated  colors 
rivet  the  eye  and  pull  the  buyer 
marketward. 

Nationwide,  spot  color  costs 
the  advertiser  about  19%  more 
than  black  and  white,  but  the 
sales  volume  generated  by  at¬ 
tention-commanding  hues  can 
make  that  19%  seem  the  biggest 
bargain  going.  The  Bureau  of 
Advertising’s  presentation, 
“Ever  Go  to  a  Black  and  White 
Circus?”,  puts  it  neatly:  “.  .  . 
color  ads  cost  more  but  color 
advertising  costs  less.”  The  more 
interesting  the  color  is,  the  more 
will  this  hold. 

The  need  for  more  attractive 
spot  color  is  what  led  United 
States  Printing  Ink  to  formu¬ 
late  its  impact  line  for  offset 
printed  newspapers.  “Every- 


newspapers  some  excitement  to 
sell.”  Reports  from  users,  Seixas 
said,  have  indicated  that  local 
merchants  are  forgetting  the 
extra  cost  in  their  enthusiasm 
over  results.  Newspaper  plants 
that  print  circulars  are  finding 
high  acceptance  for  the  new 
shades  also. 

“The  same  thing  can  be  done 
with  imaginative  use  of  ANPA 
colors,”  Seixas  added.  “The 
range  of  ANPA  colors  is  so 
broad  that  it  is  possible  to  select 
the  hues  that  also  go  well  with 
black  to  achieve  the  same  ex¬ 
citing  effects.” 

Those  who  have  done  so,  like 
J.  C.  Penney  in  Milwaukee,  have 
been  eminently  successful,  and 
their  experience  has  been  re¬ 
peated  from  Seattle  to  Atlanta, 
according  to  ANP.\’s  Bureau  of 
.Advertising. 

HOP  Color  Growth 

With  AdPro  process  inks  as  a 
start  and  better  spot  colors, 
newspapers  are  in  a  good  posi- 


Their  share  of  total  advertising 
revenue  is  probably  even  higher. 
The  demand  for  color  is  reflected 
in  the  fact  that  preprinted  color 
has  come  up  so  fast,  with  a 
whopping  93%  of  all  U.S.  papers 
accepting  Hi-Fi  and  a  rapidly 
expanding  number  taking 
Spectacolor. 

ROP  color  linage  increased 
600%  between  1951  and  1965. 
And  1966  was  20%  ahead  of 
1965.  These  are  impressive 
figures,  although  it  should  be 
remembered  that  they  rise  from 
a  small  base.  The  fact  remains, 
also,  that  the  overall  ratio  of 
color  to  black  and  white  matter 
is  far  greater  in  the  magazines. 
This  is  where  the  opportunity 
for  the  newspaper  lies — allow¬ 
ing  for  the  fact  that  printing 
on  newsprint  doesn’t  allow  top 
magazine  quality,  newspapers 
are  coming  closer  to  magazine 
impact  with  such  developments 
as  AdPro  process  colors  and 
more  vivid  and  interesting  spot 
colors. 

Greater  Color  Opportunity 

Paradoxically,  it  is  the  head 
start  magazines  have  that  gives 
the  newspapers  one  of  their 
great  advantages.  With  less 
colored  matter  to  compete  with, 
the  good  quality  newspaper 
color  makes  that  much  more 
impact.  In  fact,  if  there  is  a  law 
of  diminishing  returns  for  color 
impact,  newspapers  are  many 
years  further  away  from  it  than 
magazines. 

The  case  for  l)etter  ROP  color 
has  been  well  put  by  William 
Lacey,  vicepresident  and  crea¬ 
tive  director  of  McCann-Erick- 
son,  Chicago;  “When  ROP  color 
is  used  properly,  few,  if  any, 
media  can  touch  it  for  getting 
instant  awareness  of  a  new 
product  ...  or  adding  new 
excitement  to  an  established 
one”  (E&P,  April  1,  1967). 

There  is  plenty  of  evidence  to 
support  this  high  opinion  of 
ROP  color,  “used  properly,”  but 
probably  none  is  more  convinc¬ 
ing  than  the  Long  Beach 
(Calif.)  Independent,  Press 
Telegram's  findings  on  their 
split  run  in  six  product  cate¬ 
gories.  Checking  sales  for  two 
days  on  the  black  and  white  vs. 
one-color  ads,  the  paper  found 
the  one-color  ads  produced  79 7o 
more  sales.  Results  like  that 
make  a  powerful  selling  point 


claim  its  share  in  today’s  color  , 
bonanza. 

2  Science  Writers 
Will  lAPA  Awards 

Marco  Antonio  Filippi  and  j 
Andrejus  Korolkovas,  both  from 
O  Estado  de  S.  Paulo,  Brazil,  [ 
will  receive  the  1967  John  R. 
Reitmeyer  Award  for  excellence 
in  science  writing.  The  Inter 
American  Press  Association 
Technical  Center,  sponsor  of  the 
award,  announced  the  winners. 

Marco  Antonio  Filippi  is  the 
editor  of  the  Science  Depart¬ 
ment  of  the  newspaper.  He  is 
also  an  engineer  of  the  Bull- 
General  Electric  do  Brazil  and 
a  free-lance  writer  for  science 
magazines. 

Andrejus  Korolkovas  is  a  sci¬ 
ence  writer  for  O  Estado  and  a 
free-lancer  for  magazines  and 
the  newspaper  A  Tribuna,  San¬ 
tos,  Brazil.  He  also  teaches 
pharmacology’  chemistry  at  the 
Sao  Paulo  University. 

The  Reitmeyer  Award  Com¬ 
mittee  is  composed  of  executives 
of  the  Science  Department  of 
the  Pan  American  Union.  The 
Award  was  established  in  1963 
through  the  initiative  of  John 
R.  Reitmeyer,  president  and 
publisher  of  the  Hartford 
(Conn.)  Courant  and  former 
lAPA  president. 

Fitzgerald  of  News 
Heads  Inner  Circle 

Owen  Fitzgerald  of  the  News 
was  elected  president  of  the 
Inner  Circle,  the  organization 
of  newsmen  covering  politics  and 
City  Hall  in  New  York  City,  at 
the  annual  meeting  Sept.  15  at 
the  Tough  Club,  Manhattan.  He 
succeeds  Thomas  Poster  of  the 
News  who  becomes  chairman  of 
the  executive  committee.  Other 
officers  are:  Anthony  Marino, 
News,  vicepresident;  George 
Douris,  Long  Island  Star  Jour¬ 
nal,  treasurer,  and  Edward 
Clark,  Associated  Press,  secre¬ 
tary. 

Fitzgerald,  now  a  member  of 
the  News’  City  Hall  staff,  was 
formerly  employed  by  the 
World-Journal-Tribune,  the 
World-Telegram  and  Sun  and 
the  Brooklyn  Eagle. 

The  Inner  Circle  holds  an  an¬ 
nual  lampoon  dinner  at  which 
political  personalities  and  de¬ 
velopments  are  satirized. 


GROW  WITH  COLOR 

KS  COUNTY 

PENNSYLVANIA 

RLINGTON 
COUNTY 

NEW  JERSEY 

A  BILLION-DOLLAR  MARKET 

YES,  WE  HAVE  COLOR  .  .  . 

Every  Day  and  Every  Kind: 

•  ROP  Spot  and  Full  Color 

•  Hi-Fi  and  SpectaColor 


AND 

THE 


LEVITTOWN,  PA. 

H^urlington  Countp 


WILLINGBORO,  N.  J. 
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PONTIAC,  MICHIGAN  .  .  PONTIAC,  MICH¬ 
IGAN  .  .  PONTIAC,  MICHIGAN  .  .  PON¬ 
TIAC,  MICHIGAN  .  .  PONTIAC,  MICHIGAN 
PONTIAC,  MICHIGAN  .  .  PONTIAC,  MICH¬ 
IGAN  .  .  PONTIAC,  MICHIGAN  .  .  PON¬ 
TIAC,  MICHIGAN  .  .  PONTIAC,  MICHIGAN 
PONTIAC,  MICHIGAN  .  .  PONTIAC,  MICH¬ 
IGAN  .  .  PONTIAC,  MICHIGAN,  PONT- 

IN 

THE 

PONTIAC 

PRESS 

(PONTIAC,  MICHIGAN) 

COLOR 

ATTRACTS 

An  Important  Market  That  CAN'T  Be  Reached  by  Any  Other  Daily  Newspaper. 

The  Pontiac  Press 

Pontiac,  Michigan  —  Circulation  71,261 
(ABC  Statemant,  September  30,  1966) 


Sawyer-Ferguson-Walker  Co. 

Detroit,  New  York,  Chicago,  Philadelphia,  Minneapolis, 
Atlanta,  Los  Angeles,  San  Francisco,  Dallas 


Asi  The  WMsktjf 

by 

MimP.Vaii  Winklejr. 

Fr*sid*fil 

Oid  Fitzgerald 
Distillery 

Lewitvillt,  Kentucky 
eitabliiM  1849 


As  proprietors  of  America’s  old¬ 
est  family  distillery  we  take 
pride  in  knowing  what  goes  into 
the  making  of  fine  Bourbon.  But 
I  hasten  to  add,  there  are  some 
things  we  don’t  exactly  know. 
And  never  will. 

I  believe  the  classic  remark 
on  the  subject  belongs  to  my 
father. 

One  day  he  was  conducting 
a  young  man  through  our  ware¬ 
houses,  where  hundreds  of  bar¬ 
rels  of  whiskey  rested  in  open 
ricks,  aging  in  the  mild  Ken¬ 
tucky  air.  Seeking  enlighten¬ 
ment  on  the  whole  process,  the 
visitor  inquired  as  to  what  went 
on  in  a  whiskey  barrel. 

’  'That  I  can’tsay  ”  Dad  replied . 
"I’ve  never  been  inside  one.” 

Now  the  fact  is  that  we  use 
the  stoutest  barrels  of  any  dis¬ 
tiller.  They  are  made  only  for 
Old  Fitzgerald  and  so  marked 
by  the  cooper.  Thicker  staves. 
Heavier  in  weight.  All  new  oak, 
freshly  charred. 

Inside  these  mighty  oaken 
casks  every  drop  of  Old  Fitz 
attains  its  mellow  maturity.  Our 
Prime  Straight,  for  example,  so¬ 
journs  a  full  8  years — an  unprec¬ 
edented  stay  for  Bourbon 
bottled  at  a  mild  86.8  proof.  But 
the  secret  of  what  happens  there 
stays  in  the  barrel.  The  lazy 
workings  of  time,  wood  and 
weather  on  the  whiskey  are 
mysteries  to  which  no  man  can 
claim  the  key. 

Best  advice  I  can  give  is:  ask 
the  whiskey.  Taste  our  Bourbon 
carefully  and  critically.  You’ll 
savor  all  we’ve  learnt  in  118 
years  of  Bourbon  making,  all 
there  is  to  know  about  genuine 
Sour  Mash  flavor. 

Old  Fitzgerald,  whether 
Original  Bonded  or  Prime 
Straight,  is  the  most  expensively 
made  Bourbon  in  Kentucky  .  .  . 
and  probably  in  the  world  .  .  . 
as  documented  by  Kentucky 
distilling  records. 

Your  first  taste  will  prove  it’s 
also  the  most  enjoyable  to  drink. 

Kentucky  Straight  Bourbon 
100  Proof  or  Prime  Straight  86.8 
Made  in  U.S.A. 


PLAQUATED — To  the  winners  at  Pennsylvania  Classi¬ 
fied  Clinic  eihibits  go  the  awards.  Mas  R.  Walker, 
left,  Washington  Observer-Reporter,  makes  the  pres¬ 
entations.  From  left  (standing) — Merle  Becker,  Han¬ 
over  Sun;  Robert  McNamee,  Hagerstown  (Md.) 
Herald;  Stanley  Unangst,  Easton  Express;  Joseph  H. 
Cline,  Sharon  Herald;  Gene  Williams,  Philadelphia 
Daily  News;  Richard  Deis,  Hazleton  Standard  Speaker; 
(seated) — John  Murrow,  Baltimore  (Md.)  Sun;  Carl 
Fleeson,  Beaver  County  Times;  and  Betty  Edwards, 
Shamokin  News-Dispatch. 


-Muttir  Journalists 
Assijiiiftl  to  Papers 

Lo.s  .Angeles 

Six  men  and  two  women  have 
Iteen  assigned  to  publications 
following  completion  of  their 
first  two  years  of  training  in  the 
University  of  Southern  Cali¬ 
fornia’s  Project  for  the  Train¬ 
ing  of  Music  Critics. 

They  will  work  as  practicing 
music  journalists  under  the 
guidance  of  a  senior  music  edi¬ 
tor  for  the  coming  year. 

The  critic-fellows  and  their 
assignments: 

David  Noble,  Chicago,  to 
Boston  Globe,  Michael  Stein- 
Ire  rg. 

Craig  Stinson,  Pasadena, 
Calif.,  to  Christian  Science 
Monitor,  Harold  Rogers. 

Kathleen  Morner,  Chicago,  to 
Chicago  Snn-l'iines,  Rolx>rt 
Marsh. 

Wilma  Salisbury,  Yuma, 
Ariz.,  to  Cleveland  Plain  Dealer, 
Rolrert  Finn. 

Michael  Sherwin,  New  York 
City,  to  High  Fidelity  .Musical 
America,  Roland  (lelatt. 

Winfred  Glevins,  West  Lafay¬ 
ette,  Ind.,  to  Los  Angeles  Times, 
Martin  Beinheimer. 

Glenn  Griffin,  Boulder,  Colo., 
to  San  Francisco  Chronicle, 
Rolrert  Commanday. 

Theodore  Price,  Los  .Angeles, 
to  Washington  Star,  Irving 
Lowens. 


Editor  to  Publi>*h«*r 

PUILAOELrillA 
Rolrert  J.  Johnson,  editor  of 
Food  Trade  Sews  for  16  years, 
has  Ireen  appointed  publisher,  it 
is  announced  by  Irvin  J.  Borow- 
sky,  president  of  North  Ameri¬ 
can  Publishing  Co.,  publishers 
of  trade  publications.  Two  men 
have  been  added  to  its  sales- 
service  staff,  Marvin  Coren  and 
John  Breslin,  and  Gillrert  Gard¬ 
ner,  a  veteran  newspaperman, 
has  been  appointed  associate  edi¬ 
tor. 

• 

West  Virginia  Press 
Group  Fleets  Mason 

White  Sulphur  Spring.s 
Walter  J.  Mason,  publisher 
and  general  manager  of  the 
Fairmont  Times  and  HV.st  I’ir- 
ginian,  was  named  president  of 
the  West  Virginia  Press  .A.ssoci- 
ation  at  the  annual  meeting  here 
last  week.  He  succeeds  Mrs.  Jane 
Price  Sharp  of  the  Pocahontas 
Times  in  Marlington. 

Lyell  B.  Clay  of  the  Charles¬ 
ton  Daily  Mail  was  elected  vice- 
president  for  dailies  and  Roy  C. 
Owens  of  the  St.  Mary’s  Oracle 
was  named  vicepresident  for 
weeklies.  George  Smith  of  Terra 
.Alta  was  elected  treasurer. 

The  results  of  mail  balloting 
for  the  State  Journali.sm  Hall  of 
Fame  were  announced.  In  the 
pre-19.32  category,  David  Hunter 


Strother,  a  native  of  Martins- 
burg  who  wrote  under  the  name 
of  Porte  Crayon,  was  honored. 
He  wrote  for  Harper’s  Weekly. 

Simeon  S.  Buzzerd,  founder 
and  long-time  publisher  of  the 
Morgan  Messenger  at  Berkeley 
Springs,  was  named  in  the  post- 
19.32  category.  He  started  his 
career  as  a  i)rinter’s  devil  at  age 


Radio  and  Tv  (Covered 
III  2  Pages  Every  Day 

Chicago 

The  Chicago  Tribune  has  ex¬ 
panded  coverage  of  television 
and  radio  with  the  publication 
of  TV  Today,  two  pages  of  news, 
comment,  and  programs  which 
will  ai)pear  ever.v  day  except 
Saturday,  when  it  publishes 
7’V’  lIVcA’,  a  magazine. 

TV’  Today  carries  a  dej)art- 
ment  entitled  “Today’s  TV  Mov¬ 
ies,”  which  gives  the  complete 
cast  of  ev'ery  scheduled  movie 
on  Chicago  stations,  and  a  story 
summar.v  of  (*ach. 

DJ  tiiiide 

.Another  new  feature,  for 
young  radio  listem'rs,  is  a  de¬ 
partment  called  “The  Sound,” 
a  guide  to  where  Chicago  disk 
jockeys  aie  a|)iiearing,  what 
they  are  jrlaying,  and  what  el.se 
they  are  doing.  It  al.so  tells 
about  new  lecord  releases,  and 
where  they  may  be  heard.  The 
(lepartment  is  conducted  by 
Topy  .vlalagaris.  TV  editor  Clay 
Gowran  writes  a  column  of  tv 
and  radio  comment.  Sjjorts  pro¬ 
grams  are  listed  separately. 
There  also  is  a  mailbag  column 
in  which  readers’  (jneries  are 
answered.  Hour  l)y  hour  tv  pro¬ 
gram  listings  are  in  eight  point 
bold  face  type. 
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OKLAHOMA  CITY  TIMES 
THE  DAILY  OKLAHOMAN 


R  PALETTE’S  COMPLETE 


WE  OFFER  A  FULL  RANGE  OF  COLOR  PROCESSES 


No  doubt  about  it!  There's  something  about  adding  color  to  an 
advertisement  that  increases  impact  and  sells  merchandise  ... 
if  done  effectively.  Effective  color  reproduction,  however, 
requires  training,  imagination,  and  up-to-date,  modern  equipment. 
The  Oklahoman  and  Times  has  all  three!  With  the  addition  of  our  new  12  unit 
web  offset  press,  we  can  offer  the  discriminating  advertiser  a  full 
range  of  color  processes  and  techniques.  Let  us  color 
your  advertising  successfully.  Contact  us  or  the  Katz  Agency  near  you. 


WAYNE'S  AMERICAN 


Time  s^ver 


It's  a  fact  that  parking  meters  save  time  for  motorists  who 
are  busy  and  tend  to  make  better  use  of  metered  minutes  and 
hours.  But  they  do  more,  much  more. 

Parking  meters  boost  business  for  merchants.  (Studies 
show  the  average  is  $12  to  $14  in  purchases  per  day  per 
metered  parking  space  in  a  shopping  district). 

Parking  meters  control  traffic  effectively  (by  decreasing 
congestion  and  increasing  turnover). 

And,  happily,  parking  meters  furnish  important  revenue 
to  communities  which  they  can  use  to  improve  off-street 
parking.  This,  in  turn,  helps  improve  traffic  flow  and  the  whole 
cycle  starts  again. 

Parking  meters  provide  more  parking  for  more  people  in 
more  cities  every  day.  Did  a  Rockwell  parking  meter  save 
some  time  for  you  lately? 


^Rockwell 

MANUFACTURING  COMPANY 


Hometown 
For  Yanks 

By  Cene  Sherman 

(Ujpley  News  Service 

London 

“.Americans  abroad  are  the 
only  true  .Americans,”  said  Don¬ 
ald  Wayne,  toying  with  an 
.Aylesbury  duckling  in  the  Dick¬ 
ensian  room  of  a  Strand 
restaurant. 

“.At  home,  they’re  Texans,  or 
Californians,  New  Yorkers,  Mid- 
westerners,  or  whatever.  But 
when  they  leave  their  country, 
they’re  .American.” 

He  was  discussing  the  appeal 
of  the  American,  a  weekly  news¬ 
paper  he  and  11  other  share¬ 
holders  launched  in  Britain  last 
March. 

With  nearly  20,000  circulation 
at  20  cents  a  copy,  it  essentially 
is  a  small  town  paper  for  inter¬ 
national  Yanks. 

It  caters  unabashedly  to  home¬ 
sick  .Americans  who  want  to 
know  what’s  happening  back 
there  locally,  what  other  .Ameri¬ 
cans  abroad  are  doing,  what’s 
going  on  in  Britain  that  affects 
.Americans  and  what  they  ought 
to  l)e  doing  to  make  the  most  of 
their  expatriation. 

The  Iliiiiian  Touch 

Wayne  is  happy  to  leave  the 
solution  of  the  world’s  weighty 
problems  to  weightier  news¬ 
papers.  The  .14-year-old  editor  is 
convinced  that  what  has  been 
lacking  for  .Americans  abroad  is 
a  newspaper  with  a  human 
touch. 

“You  get  hardly  any  news 
from  the  United  States  in  the 
British  press,  except  for  race 
riots  or  Washington  stuff,”  he 
said.  “On  the  other  hand,  you 
get  fine  coverage  of  the  world. 

“We  want  to  give  .Americans 
what  they’re  missing,  not  what 
they’ve  already  got.” 

The  American  represents  a 
curious  facet  in  the  newspaper 
business.  While  the  United 
States  is  worried  about  news¬ 
paper  mergers  and  failures,  a 
number  of  U.S.-oriented  weeklies 
have  appeared  recently  in  Eur¬ 
ope. 

They  are  I)eing  published  in 
Rome,  Spain,  Geneva,  Oslo, 
Frankfurt,  Switzerland  and 
Brussels.  Wayne  said  he  is  con¬ 
sidering  the  purchase  of  two  of 
them  if  the  American’s  success 
continues. 

.A  former  magazine  writer  and 
for  seven  years  managing  editor 
of  Parade,  Wayne  came  to  Eng- 
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Weekly 

Abroad 


land  with  an  idea  and  some  New 
York  financial  backing. 

He  wanted  to  establish  a  sim¬ 
ilar  supplement  in  this  country. 
However,  he  ran  into  a  series  of 
snags.  The  national  British 
press,  w'ith  their  own  supple¬ 
ments  and  nationwide  circula¬ 
tion,  weren’t  interested.  The 
provincial  chains  were,  but  not 
enough  to  take  the  plunge. 

Starter  Supplement 

The  inertia  finally  wore 
Wayne  down  and  he  took  the 
idea  to  Belgium.  With  the 
Banque  Lambert  and  Maurice 
Brebart,  owner  of  La  Demiere 
Heure,  he  got  the  project  off  the 
ground. 

The  supplement,  Votu<i,  ap¬ 
pears  in  French  and  Belgian 
papers,  the  first  application  of 
the  magazine  supplement  idea 
in  Europe. 

That  done,  he  turned  his  at¬ 
tention  to  launching  the  Ameri¬ 
can,  against  the  advice  of 
friends  who  reminded  him  that 
a  previous  attempt  to  publish  a 
U.S.  weekly  in  Britain  had  failed 
six  years  ago. 

Half  the  financing  is  British, 
not  only  for  business  identity 
but  for  tax  reasons.  One  share¬ 
holder  is  a  director  of  the 
Guardian. 

The  16-page  weekly  now  cir¬ 
culates  in  France,  Spain  and 
Belgium  as  well  as  Britain. 

Its  staff  of  five  full-time  edito¬ 
rial  employes  (two  part-time), 
four  classified  ad  salesmen  and 
three  display  ad  salesmen  con¬ 
centrate  on  the  American  news 
and  market. 

A  regular  feature  is  “Date¬ 
line  U.S. A.,”  with  short  home 
town  items  from  America. 
Lately  a  business  index  of  U.S. 
business  has  been  added.  Anglo- 
American  relations  get  good 
play. 

Items  in  the  “Paul  Revere” 
gossip  column  have  sort  of  a 
homey  international  flavor 
you’re  unlikely  to  find  in  any 
other  paper.  Samples: 

“When  London  Bridge  was  put 
up  for  sale  a  fortnight  ago,  it 
was  only  natural  that  a  Texas 
millionaire  should  want  to  buy 
it  .  .  .  and  Red  Skelton  .  .  . 

“London’s  traffic  jams  have 
gotten  so  bad  that  the  Greater 

{Continued  on  page  72) 
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What  makes 
the  new 

Bingham  liOLII  IIOKII 

Newspaper  RjO.E  Roller 
so  snperlor 
it  commands 
a  premium  price? 


Is  it  the  greater  tensile  strength? 

This  is  an  important  factor.  It  results  from 
Bingham’s  new  formula  rubber  compound  that  is 
specially  designed  for  today’s  high  speed  newspaper 
printing  presses. 

Why  does  it  run  so  much  cooler? 

Because  GOLD  BOND  Rollers  are  close  grained 
and  have  chemical  ingredients  that  dissipate  heat 
on  contact. 

Can  it  be  set  lighter? 

Yes,  GOLD  BOND  Rollers  can  be  set  much  lighter 
and  do  not  require  resetting  as  frequently  as  ordi¬ 


nary  newspaper  printing  rollers.  Also,  GOLD 
BOND  holds  its  compression  setting  and  swells 
very  little  under  conditions  of  hard  usage. 

What  is  its  ink  absorption? 

GOLD  BOND  Rollers  absorb  very  little  ink.  Also, 
they  deposit  a  lighter  film  of  ink,  resulting  in  sub¬ 
stantial  savings. 

Is  it  flame-resistant? 

GOLD  BOND  Rollers  are  positively  flame-resis¬ 
tant.  Because  of  their  unique  formula,  they  also 
have  built  into  them  10'  ;  to  15' t,  greater  resis¬ 
tance  to  heat,  oil  and  abrasion. 


>  Atlanta,  Ga.,  274  Trinity  Ave.,  S  W . S22-4011 

'Baltimore,  Md.,  1011  Curtain  Ave . 467-3900 

'  Birmin(ham,  Ala.,  7  15th  St.,  W . 786-4336 

>  Cambridge,  Mass.,  23  Harvard  St . 864-8889 

>  Chicago,  III.  (Franklin  Park) 

11111  Franklin  Ave . 455-9270 

>  Cincinnati,  Ohio,  1935  Western  Ave . 421-0923 

•Cleveland,  Ohio,  1432  Hamilton  Ave . 24t-5117 

•  Dallas,  Tex.,  1310  Patterson  Ave . 742-5513 

ur*  h  TVofT'r  Samuol  Bingham  Company 

•  Detroit,  Mich.,  4391  Apple  St . 841-0700  w~  w 

>  Houston,  Tex.,  2702  W.  Dallas  Ave . 526-2918  EXECUTIVE  OFFICES: 

•  Indianapolis,  Ind.,  1604  W.  Minnesota  St..  .634-7426 

•Jersey  City,  N.J.,  364  9th  St . 656-0676  201  NORTH  WELLS  STREET  •  CHICAGO,  ILLINOIS  60606  •  726-6711 


EXECUTIVE  OFFICES: 


Kalamazoo,  Mich.,  223  W.  Ransom  St . 343-8725 

Kansas  City,  Mo.,  706  Baltimore  Ave . 842-2920 

Milwaukee,  Wis.,  1348  N.  Fourth  St . 276-8252 

Minneapolis,  Minn.,  900  S.  Third  St . 332-7559 

Nashville,  Tenn.,  315  13th  Ave.,  N . 244-2707 

Philadelphia.  Pa.,  1317  Race  St . 563-7169 

Pittsburgh,  Pa.,  88  S.  13th  St . 43M335 

Rochester,  N.Y.,  980  Hudson  Ave . 467-2828 

St.  Louis,  Mo.,  1300  N.  7th  St . 621-4429 

San  Leandro,  Calif.,  835  Fremont  Ave . 357-8822 

Searcy,  Ark.,  Lincoln  St . 24S-5B85 

Springfield,  Ohio,  Box  335,  23  S.  Belmont.  .322-1331 

Tampa,  Fla.,  1902  Flagler  St . 241-3988 

Also  available  in  Canada 


_ne  vvasnington 
iveningStai; 
he  Sacramento 
See, 

he  Minneapolis 
Star; 

he  Baltimore 
Mews  American, 
he  Milwaukee 
Journal, 
he  Des  Moines 
SegisterTribune, 
all  save  time 
and  money 
remelting 
stereo  metal 
with  a  Kemp 
engineered 
automatic 
re  me  It  system. 


Faith  and  Freedom  Themes 
In  New  Catholic  Newspaper 


Do  they  know  something  you  should 
know?  Write  for  brochure  K-30  and 
find  out.  The  C.  M.  Kemp  Manu¬ 
facturing  Company,  Dept.  17  , 

Glen  Burnie,  Maryland  21061. 


CREATIVE  ENGINEERING 


Wa.SHI.NGTON 

Faith  and  frppdom  will  he  the 
principal  themes  of  a  new  na¬ 
tional  Catholic  newspaper  sched¬ 
uled  to  l)ep:in  publication  in 
.November  with  the  title  of  Twin 
Circle — The  Xntiotwl  Cothnlie 
PresK. 

The  publisher,  J.  Robert  Flapp 
of  the  Twin  Circle  Publishing 
Company,  New  York,  announced 
that  Frank  Morriss,  Catholic 
author  and  former  news  editor 
of  the  Xationn!  Regiafer,  will  be 
editor-in-chief  of  the  new  paper, 
which  will  be  edited  and  printed 
at  Denver,  and  have  other  offices 
in  New  York  and  Washington. 

On  the  editorial  hoard  will  be 
Monsignor  Edward  W.  O’.Malley, 
editor  of  the  Catholic  Register 
of  the  Altoona-Johnstown  dio¬ 
cese;  Father  G.  J.  Gustafson. 


For  Yanks 

(Contiuaed  from  page  7(() 


London  Council  was  driven  to 
advertise  for  a  traffic  commis¬ 
sioner  in  the  United  States  .  .  ." 

^'onieii  Readers 

“.At  first  we  went  in  heavily 
for  business  news,  emphasizing 
-American  enterprise  and  invest¬ 
ment  in  Britain,”  said  Wayne. 
“Now  we’re  changing  the  em¬ 
phasis. 

“Reader  surveys  show  that 
about  60  percent  of  our  reader- 
ship  is  women.” 

Tourists,  eager  for  news  from 
home  and  to  identify  as  .Ameri¬ 
cans,  boost  the  circulation  con¬ 
siderably.  But  the  basic  reader- 
ship  is  among  the  .30,000  Ameri¬ 
cans  who  live  in  Britain. 

Finding  them  is  one  of 
Wayne’s  big  problems.  They’re 
.‘jcattered  all  over  the  country, 
although  most  live  in  London. 
No  detailed  lists  are  kept  on 
their  whereabouts. 

Wayne  says  he  enjoys  living 
in  England,  and  his  family  is 
well-rooted  here.  .Arthur,  27,  his 
.son,  was  educated  in  this  coun¬ 
try  and  at  Trinity  College,  Dub¬ 
lin.  One  daughter,  Christina,  22, 
married  an  Englishman  and  re¬ 
cently  presented  Wayne  his  first 
grandchild.  She  writes  a 
women’s  column  for  the  .Ameri¬ 
can. 

The  other  daughter,  Victoria, 
21,  does  public  relations  work 
and  is  a  London  representative 
for  Simon  &  Schuster,  the  pub¬ 
lishing  house. 

.Alistair,  11,  the  youngest 
Wayne,  enters  Eton  next  year. 


editor  of  the  Pric.^t  magazine; 
and  Father  Daniel  Lyons, 
authority  on  the  Far  East. 
Father  Lyons  is  terminating  his 
column  in  Oar  Sandag  VistHor 
to  write  for  Twin  Circle. 

Contributors  to  the  new  paper 
will  include — Bob  Considine,  Jim 
Bishop,  and  William  Buckley 
Jr. 

Described  by  its  backers  as 
“The  Year  of  Faith  News¬ 
paper,”  Twin  Circle  will  be  a 
tabloid,  with  16  pages  initially. 
It  will  have  a  guaranteed  circu¬ 
lation  of  100,000  with  its  first 
issue. 

Its  appearance  is  timed  to 
coincide  with  celebration  in  the 
Communist  world  of  the  .'10th 
anniversary  of  the  Bolshevik 
revolution.  “They  are  cele¬ 
brating  50  years  of  militant  dis¬ 
belief,”  Morriss  explained.  “We 
aim  to  answer  with  an  effective 
voice  of  equally  militant  belief.” 

Appearance  of  the  new  paper 
will  be  preceded  by  an  adver¬ 
tising  campaign  prepared  by  the 
Compton  Agency  of  New  York 
City. 

Completing  the  nucleus  of  the 
staff  are  two  other  former  Reg¬ 
ister  staff  members,  John  J. 
Murphy,  who  was  advertising 
manager  for  the  Register,  a  post 
he  will  fill  at  Twin  Circle  as  well 
as  being  business  manager;  and 
Julia  M.  Boggs,  who  was  the 
Register’s  circulation  manager 
and  will  fill  similar  duties  for 
Twin  Circle. 

The  other  offices  of  Twin 
Circle  will  be  at  86  Riverside 
Drive,  New  York,  N.  Y.  10024, 
and  at  822  National  Press  Build¬ 
ing,  Washington,  D.  C.  20004. 
John  V.  Hinkel,  public  relations 
counselor,  former  Xew  York 
Timex  and  Washington  Pott 
newsmen  and  retired  Army  re¬ 
serve  colonel,  will  be  the  paper’s 
Wa.shington  repre.sentative. 


.\<U  ill  Spaiii.'«li 
t'or  .Migrant  Workers 

The  Kokomo  (Ind.)  Morning 
Times  is  publishing  classified 
ads  in  Spanish  to  reach  Span¬ 
ish-speaking  people  working  sea¬ 
sonally  in  North  Central  Indi¬ 
ana. 

Results  of  the  daily  section 
have  been  “tremendous,”  accord¬ 
ing  to  the  CAM  Jerry  Hollis.  He 
reports  the  tabloid  paper’s  lin¬ 
age  has  lieen  increased  by  nearly 
a  full  page  weekly  due  to  the 
language  section.  It  will  prob¬ 
ably  run  from  July  through  late 
October. 
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Ad-A-Card  will  unquestionably  increase  the  pace 
and  effectiveness  of  circular,  newspaper,  and 
newspaper  supplement  advertising  by  making  it 
possible  for  the  advertiser  to  secure  increased 
direct  returns  for  his  advertising  investment. 

Write  today  for  new,  illustrated,  4-page  brochure  on  Ad-A-Card 


WEB/PRESS 


59  Industrial  Road 
Addison,  Illinois  60101 
312/543-6000 


Now... 
with  Ad-A-Card, 
newspapers 
can  apply 
a  card,  coupon 
or  envelope 
on  a 
moving  web, 
at 

high  speed, 
in  register 


Ad-A-Card  in  oparation  at  Chicago  instaiiation.  Quickiy  instailad 
and  complataiy  adjuatabla  varticaiiy  and  hoiizontaily.  Note  that 
Ad-A-Card  dots  not  touch  either  web  or  roiier. 


Web  motionieea,  showing  inaectad  ctrde  permanandy  bonded  on 
web.  Permits  inserts  to  tranavereeaM  types  iifl^is  I . .  etc. 


Ad-A-Card  system 

Now,  after  two  years  of  development,  engineering 
and  testing  under  a  wide  variety  of  operating 
conditions,  Web  Press  Engineering  is  proud  to 
present  the  Ad-A-Card  system.  This  remarkable 
device  will  apply  a  card,  coupon  or  envelope 
anywhere  on  the  web  wherever  the  web  passes 
over  a  roller,  in  register,  at  speeds  up  to  72,000 
IPH,  thus  eliminating  a  bindery  operation. 

Ad-A-Card  is  a  small,  flexible  unit  that  can  be 
moved  from  one  press  to  another.  Until  Ad-A-Card 
was  developed  and  perfected,  one  of  the 
unsurmountable  problems  was  holding  register  on 
a  fast  moving  web.  With  Ad-A-Card,  the  inserts 
are  always  placed  in  an  exact  and  perfect  position 
on  the  web,  and  register  is  held  to  plus  or  minus 
1/16  inch. 


Yacht  Club  Personals  Launch  Port  Column 


IJy  Dorothy  Trrhiit'ork 

CWiaiicpsaro,  you  may  not  have 
heard  of  Ludington,  Michigan. 
It  is  a  town  of  10,000  located 
altout  where  the  little  finger  on 
your  left  hand  l)egins — mitten- 
wise,  that  is.  It  faces  Lake 
.Michigan  on  the  west  and  Pore 
.Marquette  Lake  on  the  south. 

You  might  be  interested  to 
know  that  the  largest  fleet  of 
autoferries  in  the  world  is  based 
here  and  that  there  is  a  Luding- 
ton  Division  of  the  Dow  Chemi¬ 
cal  Company.  There  is  also  a 
host  of  smaller  companies  in¬ 
cluding  a  branch  of  Shampaine 
Industries  which  manufactures 
the  Carroni  boards. 

So  much  for  the  industrial 
community.  A  year  ago  I  in¬ 
herited  a  summer  job  of  report¬ 
ing  Yacht  Club  activities  in  a 
column  called  Scuttlebutt.  .4bout 
that  time  I  began  to  realize  how 
much  harbor  business  in  Luding- 
ton  was  going  unreported  and  I 
liegan  to  gather  hits  of  informa¬ 
tion. 

1  learned  that  Ludington  is 
the  only  port  in  the  country 
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where  a  chemical  called  Mag¬ 
nesium  Hydroxide  is  produced  in 
slurry  (hea\'>'  liquid)  form  and 
shipped  out  in  tankers.  I  found 
a  little  about  the  coal  and  lime¬ 
stone  which  are  imported  at  the 
Dow  Chemical  Company  as  raw 
materials.  The  Chesapeake  and 
Ohio  autoferries  were  subjects 
by  themselves.  They  make  more 
than  .‘1,000  crossings  all  year 
long.  A  nationwide  sensation 
was  created,  of  course,  when  last 
November  the  City  of  Midland 
was  maneuvered  onto  a  sand¬ 
bank  l)ecause  of  high  winds  and 
storm  conditions  in  the  harbor. 
She  rested  there  for  three  days 
while  Ludington  made  front 
page  news  as  far  away  as  Ger¬ 
many. 

But  at  any  rate,  after  the 
summer  visitors  had  left  with 
their  sand-laden  shoes  and  cars 
and  memories,  I  approached 
Walt  Listing,  advertising  man¬ 
ager,  and  Paul  Peterson,  editor 
of  the  Ludington  Daily  Xews, 
on  the  subject  of  a  column  to  I>e 
called  Port  Side.  It  would  report 
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Dear  Editor  &  Publisher: 
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A  special  run  of  Port  Side  columns  in  the  Ludington  (Mich.)  Daily 
News  went  to  a  Michigan  authors  reception  in  Muskegon.  Dorothy 
Trebllcock,  the  port  columnist,  and  Walt  Listing,  advertising  man¬ 
ager  of  the  News,  look  over  some  copies. 


harbor  activity,  shipping  infor¬ 
mation,  interviews  with  captains 
and  crow.  It  would  aim  to  point 
up  the  imtmrtance  of  this  vital 
aspect  of  our  local  economy. 

They  agreed  to  let  me  try. 
.And  now  “I”  has  Irecome  an  edi¬ 
torial  “we”  and  Port  Side  ap¬ 
peals  weekly.  It  has  been  a  most 
interesting  experience. 

We  have  explored  and  at¬ 
tempted  to  explain  many  things 
altout  our  harbor.  We  have 
watched  the  big  lower  lakers 
depositing  limestone  and  coal 
and  one  week  we  followed  the 
limestone  through  the  kiln  (most 
unliterally!)  to  its  utilization  hy 
a  nearby  Harbison-Walker  re- 
fractor.v  plant.  We  have  dimed 
the  l.‘t8  steps  up  Big  Sable  light¬ 
house,  one  hundred  years  old 
this  year.  It  was  authorized  by 
President  Abraham  Lincoln.  We 
have  reported  on  various  hooks 
alwut  the  Great  Lakes  and  their 
history.  We  have  interviewed 
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retired  captains  and  those  who- 
are  concerned  with  a  ship  to  load 
and  a  schedule  to  meet. 

A  far  cry,  you  might  say,  for 
an  Oherlin  Conservatory  music 
major!  A  little  closer  for  a 
(transferred)  Michigan  State 
Univprsit.v  social  research  major 
who  spent  several  subsequent 
years  conducting  opinion  sur¬ 
veys.  The  big  difference  now  is 
that  there  is  no  “trend”  or  con- 
.sensus  to  worry  about.  Perhaps 
that  is  the  joy  of  interviewing 
simply  to  report  ideas  and  situa¬ 
tions  for  other  people. 

There  was  Captain  Billy 
Graham  of  the  US  Gypsum  who 
was  awakened  at  H  .4.M.  for  the 
earliest  interview  on  my  record. 
We  had  a  wonderful  talk  and 
then  he  invited  me  to  breakfast! 
There  was  Homer  Meverden,  one 
of  nine  remaining  lighthouse 
keepers  in  the  state  of  Michigan 
since  the  Coast  Guard  has  taken 
over  that  maintenance  operation. 
We  didn’t  even  ask  him  if  he 
enjoyed  his  work;  from  the  way 
he  talked,  we  just  knew.  We 
hear  the  identifying  call 
whi.stle.s  of  the  ships,  see  their 
twinkling,  somehow  friendly,  yet 
ever  lonely  lights  at  night.  We 
are  lieginning  to  understand  the 
significance  of  “men  that  go 
down  to  the  sea  in  ships.” 

A  lesser  known  ending  to  that 
quotation  is  .  .  .  “that  do  busi¬ 
ness  in  great  waters.”  To  re¬ 
porting  these  things  is  Port  Side 
dedicated! 

Elofled  lo  AEJ 

H.  Ei'gene  Goodwin,  director 
of  the  School  of  Journalism  at 
The  Pennsylvania  State  Univer- 
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our  newsprint  delivered  on  time 


He  is  informed  as  soon  as  your  order  is  received  at  one 
of  the  Abitibi  mills.  From  then  on,  it's  his  job  to  see  that 
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across  the  country  or  go  down  and  see  it  unloaded  from 
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output  of  3,000  tons— a  million  tons  annually. 

There's  a  great  deal  more  you  might  like  to  know  about 
Abitibi.  But  we'd  like  to  suggest  that  you  talk  to  your 
Representative.  He's  a  man  of  infinite  patience.  Except 
when  it  comes  to  late  deliveries. 
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PROFESSOR  Page  W.  PiH  conducts  a  session  with  Marshall  U.  journalism  students  in  the  advertising  laboratory. 


Master’s  Degree 
Program  to  Start 

Hi  NTINGTON,  W.  Va. 

A  graduate  program  leading 
to  a  Master  of  Arts  degree  in 
journalism  at  Marshall  Univer¬ 
sity  here  has  Iteen  initiated  after 
its  approval  by  the  West  Vir¬ 
ginia  State  Board  of  Education. 

The  program  will  begin  next 
spring.  Many  courses  will  be 
offered  at  night  so  that  those  in 
the  professional  media  can  l)e 
accommodated. 

Courses  in  the  new  program 
are  Magazine  Article  Writing, 
I  >epth  Reporting,  International 
Communications,  seminar  classes 
in  .Advertising  Theory  and  Prac¬ 
tice  and  Public  Relations,  spe¬ 
cialized  study  in  History  of 
.Mass  Communications,  and  Pro¬ 
fessional  -Media  Internship. 

Students  enrolled  in  the  pro¬ 
gram  will  l»e  required  to  earn 
36  semester  hours  for  gradua¬ 
tion,  of  which  24  must  be  in 
journalism. 

The  .Master’s  program  is  a 
part  of  a  major  expansion  which 
is  becoming  a  reality  as  the 
.Journalism  Department  settles 
into  new  facilities. 


V.  >'■  ' 

S.** 


JOURNALISM  STUDENTS  work  on  the  Parthenon,  student  newspaper  at  Marshall  University  in  West  Virginia 
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Your  best  base  buy  to  reach  more  of  Chicago's  biggest 
buying  households,  at  lowest  cost  per  thousand. 
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The  Weekly  Editor 


HOUSEWIFE  COLIMNISIS 
Bv  Kick  Fricdinaii 


One  niainstay  of  weekly  newnpaperK  Itos  nlwoyx  Iwen  the 
womayi  cobtmnuit  who  knock  out  their  copy  at  home  xometchere 
between  the  dixhex  and  the  diapers.  Last  week  in  this  space  Joyce 
Ferris  Swan,  who  writes  for  the  rural  Westfield  (yi.Y.J  Repub¬ 
lican  atid  fire  other  weeklies  in  the  far  western  part  of  \ew  York- 
State,  gave  us  her  version  of  ivhat  it’s  like  to  be  a  house-wife 
columnist.  This  week  we  hear  from  a  suburban  \ew  Jersey  house¬ 
wife-columnist. 


Louise  Saul  writes  for  the 
Sentinel  Publishing  Company’s 
three  newspapers  and  six  edi¬ 
tions,  including  the  Metuchen 
Recorder,  with  a  total  circula¬ 
tion  of  60,000.  As  with  most 
housewife-columnists,  her  route 
to  Sentinel  was  a  round-about 


housework  left  lots  of  time  for 
thinking. 

“Like:  What  does  it  profit  a 
ivoman  if  her  kitchen  floor 
shines?  And:  Today  I  make  the 
beds,  tomorrow  /  make  the  beds, 
the  next  day  I  make  the  beds.” 


Fii>t  Siorv 


After  getting  a  B.A.  in  Eng¬ 
lish  and  History  at  Wagner  Col¬ 
lege,  Staten  Island,  then  an 
M.A.  at  Columbia,  she  taught 
school  for  12  years  in  Harlem, 
on  New  York  City’s  upper  east 
side  and  New'  Brunswick,  N.J. 

“After  my  tw'o  girls  were 
born,”  she  told  us,  “I  made  a 
disturbing  discovery.  Except  for 
the  actual  care  of  the  children. 


April,  her  oldest  girl,  was 
six  at  the  time.  That  Hallowe’en, 
Louise  (who  is  four-feet,  ten 
inches  tall)  put  on  a  costume 
and  went  trick-or-treating  with 
April. 

“It  was  simple  to  disguise 
myself  as  a  child,”  Louise  re¬ 
lates.  “When  we  got  home  I 
w'rote  up  the  experience  and 
took  it  to  a  local  daily  who  used 
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THE  MIRROR  GETS  ACTION  IN  ALTOONA 


In  the  Altoona  market,  4  out  of  5  families  read  the  MIRROR 
every  day,  rely  on  it  for  buying  information  on  everything 
from  automobiles  to  baby  foods.  What  happens  to  product 
sales  when  you  add  the  extra  punch  of  quality  color  printing 
is  something  else.  Ask  the  advertisers  who  bought  nearly  3 
million  lines  of  color  in  1966. 
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ALTOONA  PENNSYLVANIA'S  ONLY  DAILY  NEWSPAPER 

Richard  E.  Beeler,  Advertising  Manager 


"Early  in  the  morning  when  all 
are  sleeping  I  frequently  work  in 
the  bathroom — which  is  so  far 
removed  from  the  other  rooms  we 
call  it  'The  Indoor  Outhouse.'  No¬ 
body  but  nobody  hears  the  type¬ 
writer  .  .  . 


it.  There  was  never  again  any 
doubt  what  I  could  do  with  my 
spare  time.” 

At  that  point  her  writing  ex¬ 
perience  had  consisted  of  edit¬ 
ing  a  high  school  newspaper 
and  inducing  a  Long  Island 
newspaper  to  carry  a  column 
which  she  wrote  on  teenagers. 

From  the  Hallowe’en  story, 
Louise  w'ent  on  to  write  a  col¬ 
umn  for  the  Sentinel  weeklies, 
which  circulate  around  New 
Brunswick,  home  of  Rutgers 
University.  That  was  six  years 
ago  and  she’s  been  at  it  ever 
since. 

“I  write  at  least  two  or  three 
profiles  or  features  a  week  and 
an  occasional  editorial  in  addi¬ 
tion  to  my  reffular  column,” 
Louise  points  out.  “My  byline 
has  also  appeared  at  various 
times  in  the  New  York  Post  and 
Ne^vark  Evening  News — but  not 
enough  to  make  me  gay. 

“In  my  column  I’m  not  sure 
I  think  much  about  appealing 
to  a  particular  gi'oup  except 
maybe  my  husband,  my  two 
daughters  and  a  little  old  lady 
in  a  nearby  town  who  once 
wrote  me  she  didn’t  care  what 
her  friends  said,  she  was  sure 
I  wasn’t  a  nut. 

“I  try  to  use  the  anecdotal 
metho«l  and  keep  things  fairly 
light  because  I  feel  it’s  the  best 
way  to  reach  people.” 

Interestingly,  Louise  won  an 
award  last  winter  from  the 
Amvets  Post  34  of  East  Bruns¬ 
wick  and  the  Sergeant  Sheldon 
Sheinfine  Post  311  of  the  .lew- 
ish  War  Veterans  of  South 
River  and  East  Brunswick  for 
.something  decidedly  not  light — 
disclosures  of  anti-semitism  in 
the  area.  The  citation,  the  first 
of  its  kind,  was  given  for  her 
“fearless  coverage  of  this  situa¬ 
tion.  (Mrs.  Saul  is  not  Jewish.) 

The  story  involved  a  forum 
of  the  .lewish  War  Vets 


.  .  .  My  husband,  a  scientist  and 
a  very  efficient  man,  felt  I  could 
combine  those  incessant  calls  with 
a  profitable  activity.  He  set  the 
ironing  board  in  the  wall.  But  the 
way  I  iron,  it  really  doesn't  matter 
too  much  .  .  . 


on  “Danger  from  the  Right.” 
Questions  from  the  audience  set 
the  tone  of  the  evening,  accord¬ 
ing  to  Louise:  “Why  do  the  Jews 
hate  the  name  of  Jesus  Christ?” 
“Why  is  a  Jew  always  head  of 
the  NAACP?”  “Why  are  most 
spies  Jews?”  “Name  three  Jew¬ 
ish  politicians  that  are  conserv¬ 
atives?”  “Why  are  organized 
Jews  on  the  wrong  side  of  every 
issue — right  or  left?”  “Do  The 
Jewish  War  Veterans  have  any 
Gentiles  in  its  organization?” 

Louise  also  won  a  first  place 
award  in  1965  and  a  second 
place  award  in  1966  for  the 
Best  Women’s  Column  in  both 
daily  and  weekly  newspapers 
from  the  New  Jersey  Press  As¬ 
sociation.  In  1963  she  earned 
the  first  Brotherhood  Award 
{Continued  on  page  80) 
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.  .  .  My  own  particular  corner  of 
our  study,  made  by  two  flush 
doors — again  installed  by  a  hus- 
id  who  knows  a  disorganised 
dame  needs  lots  of  space." 


ba 
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GREAT  THINGS  ARE  HAPPENING  IN  THE  WORLD  OF  NEWSPAPERS 


Why  is  Louisville  America's  most  SpectaColor-ful  city? 


Because  more  than  600  SpectaColor  pages  of  ad¬ 
vertising  have  appeared  in  The  Courier-Journal  and 
The  Louisville  Times  since  the  first  one  ran  back  in 
August,  1963. 

SpectaColor  is  like  a  full-color  magazine  page, 
except  that  it  appears  in  your  newspaper  .  .  .  news¬ 
paper  size!  It’s  one  of  the  great  new  things  happening 
to  your  newspapers,  adding  a  dimension  of  true-color 
to  the  information  you  want  about  a  product  before 
you  buy. 

Louisville  newspapers  have  printed  more  Specta¬ 
Color  pages  than  any  other  newspaper.  We  got  inter¬ 


ested  in  it  early  . . .  helped  to  pioneer  its  development 
.  .  .  and  put  forth  research  and  resources  to  insure  its 
continued  growth.  Almost  400  daily  newspapers  are 
now  equipped  for  SpectaColor.  Which  only  goes  to 
show  that  Great  Things  are  Happening  in  the  World  of 
Newspapers.  Many  of  them  are  happening  first  at ..  . 

The  Louisville  Times 


Weekly  Editor 


{Continued  from  page  78) 


presented  by  the  East  Bruns¬ 
wick  Human  Relations  Council 
for  her  promotion  of  brother¬ 
hood  in  both  her  “Suburban 
Housewife”  column  and  feature 
articles. 

“I  have  never  been  censored 
by  either  my  editor  or  my  pub¬ 
lisher,”  Louise  points  out.  “Al¬ 
though,  on  occasion  we  have 
lost  advertisers  because  of  some¬ 
thing  I  wrote.  If  I,  myself,  can 
stand  the  gaff,  I  can  write  the 
unpopular  thought.  It’s  no  small 
thing.” 

This  summer,  Louise  took  one 
of  these  unpopular  stands  when 
she  sided  with  the  student  in  a 
school  controversy  over  whether 
he  should  cut  his  hair  or  not. 


Idea»> 


Louise’s  ideas  come  from 
everywhere,  she  says.  The  super¬ 
market.  The  Xew  York  Times. 
The  Wall  Street  Journal.  The 
school  car  pool.  A  restaurant. 
Down  the  street.  Past  experi¬ 
ences.  Chance  remarks  by  col¬ 
leagues.  And  especially  from  her 
children. 

“One  day,”  she  relates,  “Amy, 
came  home  from  school  in  what 


only  could  be  described  as  an 
excited,  overwrought  condition. 
She  opened  the  front  door  and 
screamed:  ‘Guess  what,  Heidi 
Schneider  has  a  garter  belt!’ 

“Before  long,  I  knew  just 
what  this  had  done  to  Heidi 
Schneider’s  image  in  the  third 
grade.  I  knew  just  how  she  sits 
so  everyone  can  get  the  right 
peek  at  her  new  status.  What’s 
the  sense  of  having  a  garter 
belt  in  third  grade  if  no  one 
knows  its  there. 

“April  kept  insisting  that  if 
her  sister  got  a  garter  belt  in 
the  third  grade,  April  would 
know  she  was  in  an  unfair  fam¬ 
ily.  ‘She’s  got  to  wait  until  the 
sixth  grade  like  I  had  to,’  April 
demanded. 

“With  two  talkative  little 
girls,  I  made  the  auxiliary  dis¬ 
covery  that  three  sixth-graders 
were  wearing  falsies.  Nothing 
woi  ld-shaking  but  the  beginning 
of  a  column. 

“Several  calls  may  come  com¬ 
plaining  about  school  punish¬ 
ment  lessons  in  one  of  the  towns 
our  papers  cover.  It’s  time,  then 
for  a  humorous  column,  one  that 
I  hope  will  get  across  the  seri¬ 
ous  message  that  writing  500 
times,  ‘I  must  be  good,’  does  no 
good  and  is  a  waste  of  children’s 
time. 

“Or  when  the  girl  across  the 
street  tells  me  the  bovs  she  met 
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...  In  Nashville’s  new  spot  color  plan. 


Costs  little  more  than  black  and  white: 

Buy  1,000  I  ines  or  more.  Divide  it  in  2,  3,  or 
4  ads  in  a  7  day  period  (excluding  Sunday), 
100  line  minimum,  with  an  aggregate  of 
1 ,000  lines.  Pay  for  space  at  regular  contract 
rates.  Pay  only  one  color  premium  ($200) 
for  spot  color  in  all  these  ads.  Choice  of  3 
standard  colors.  You  can  change  colors  from 
ad  toad.  Write  for  details:  General  Advertis¬ 
ing  Department,  Newspaper  Printing  Corp., 
MOO  Broadway,  Nashville,  Tennessee. 


^THE  \ASin  M  J  j:  jn?l\ESSE.\X5- 

~AREA  PAYROLLS  SOAR' 


Morning  • 

C  CORFOtATION.  Agent 

Ro|x«wn*«d  Notionolly  TNC  MUMMAM  00. 


through  the  computer  dating 
service  were  mang>’  dogs — well, 
I’ve  always  had  this  thing 
against  machines  anyway,  so 
another  column.” 

Louise  has  done  columns  on 
how  to  tell  you’v’e  reached  mid¬ 
dle-age  (actually  a  spoof  on  a 
serious  article).  Cockroaches. 
Advice  from  the  Duke  and 
Duchess  of  Windsor  (a  spoof 
on  another  serious  magazine 
article).  A  long  list  on  how’  to 
become  well-known  (such  as: 
“Start  a  campaign  to  refuse 
women  service  at  a  bar  or  un¬ 
veil  the  Communist  plot  to  try 
and  poison  everyone’s  water  by 
fluoridation”) .  Amy’s  reaction 
to  the  Museum  of  Natural  His¬ 
tory  (passive)  and  Mu.seum  of 
Modern  Art  (enthusiastic). 
Taking  her  two  daughters  to  a 
New  Yoik  Mets’  Fan’s  Camera 
Day. 


C.rispy  Critters 


Negro  disguised  as  a  WA.SP. 
And  after  the  piece  on  anti¬ 
semitism,  the  calls  were  esjje- 
cially  viscious.  Mostly,  though, 
the  reaction  is  too  good  to  al¬ 
most  believe.” 

Sbe  says  the  columns  that 
have  had  the  most  impact  are 
the  ones  with  which  people  can 
identify.  One  on  problems  with 
a  department  store  charge  ac¬ 
count  caused  by  the  computer 
take-over  inundated  her  with 
mail — letters  people  had  sent  to 
Macys,  telegrams  to  store  presi¬ 
dents,  etc.  Another  one  on  the 
importance  of  the  understand¬ 
ing,  gentle  teacher  brought 
calls  from  mothers  all  over  the 
area  who  wanted  to  tell  their 


“My  girls  are  a  constant 
source  of  column  material,” 
Louise  points  out.  The  column 
that  won  her  the  first  place  in 
the  New  Jersey  Press  Associa¬ 
tion  contest  w’as  on  how'  Amy, 
then  four,  tried  to  spell  her 
name  with  her  .Alpha-Bits 
breakfast  food,  and  refused  to 
eat  any  broken  animals  in  her 
bowl  of  Crispy  Critters. 

Holidays  also  suggest  col¬ 
umns  to  Louise.  So  does  travel. 
Louise  recently  has  been  writ¬ 
ing  about  a  trip  to  San  Fran¬ 
cisco. 

Louise’s  95-year-old  Giand- 
mother  is  another  vein  of  col¬ 
umn  ideas.  So  are  some  of 
Louise’s  other  relatives,  such  as 
a  long-deceased  great  aunt  who 
had  read  cards,  tea  leaves,  the 
stars,  the  bumps  on  people’s 
heads  and  the  lines  (occasion¬ 
ally  scratches)  on  their  hands. 

Column  ideas  are  sometimes 
sparked  from  her  past  experi¬ 
ences  as  a  teacher  for  12  years. 
One  of  her  good  ones  given  from 
both  the  parent  and  the  teach¬ 
er’s  side,  was  the  first  meeting 
of  pupil  and  teacher.  Another 
was  on  how  she  broke  the  rules 
w'hile  teaching  in  Harlem.  And 
still  a  third,  on  July  1,  1964, 
was  on  a  bright,  unforgettable 
student  she  remembered  as  once 
having  in  her  class.  Now  an 
adult,  Michael  Schwerner,  a 
SNCC  worker,  was  missing  in 
Mississippi.  She  also  recalled  in 
this  column  meeting  his  parents, 
“sympathetic,  enlightened  peo¬ 
ple  who  drove  a  battered  old 
car  (which  we  later  bought).” 

Even  the  name-change  of  her 
column  this  summer  from  “Sub¬ 
urban  Housewife”  to  “By  Louise 
Saul”  (the  editor’s  idea)  was 
the  genesis  for  a  column. 

Reader  recation  to  Louise’s 
column  has  always  been  high. 
“Of  course,”  she  adds,  “after  an 
article  on  civil  rights,  I  have 
people  call  me  who  insist  I’m  a 


experiences. 

“I  purposely  do  not  have  an 
unlisted  phone,”  Louise  .says. 
“The  abuse  I’ve  taken  on  the 
phone  is  far  outweighed  by  what 
I  learn  about  people  in  the 
area.” 

Louise  says  she  has  no  set 
schedule  for  writing  her  col¬ 
umn,  “although  I  am  trying.” 

She  writes  a  page — puts  the 
laundry  in  the  machine,  writes 
another  page,  changes  the  laun¬ 
dry  to  the  drier,  writes  a  few 
more  paragraphs  and  stops  to 
tidy  up  the  kitchen,  runs  out  for 
an  interview  and  does  the 
grocery  shopping  on  the  way 
home. 

“I  stop  writing  at  3:30  p.m., 
when  the  girls  arrive  home  full 
of  excitement  and  nuggets  of 
information,”  Louise  goes  on. 
“Two  years  ago,  Amy  looked  at 
me  with  a  painful  expression 
and  said:  ‘Boy,  when  I  grow  up 
I’m  gonna  be  a  plain  mother 
and  not  an  old  typewriter  lady!’ 
That  did  it. 

“Now  I’ve  adopted  a  kind  of 
to  each  his  own  philosophy.  Late 
afternoons  belong  to  the  kids.” 

Louise  points  out  that  she  is 
master  of  something  known  to 
the  housewifery  trade  as  tidy¬ 
ing  up.  Translated:  “It  always 
looks  okay — never  great.” 

She  says  her  husband,  Edwin, 
(a  chemical  engineer  who  is 
technical  director  of  a  nearby 
plant)  has  two  wonderful  as¬ 
sets,  among  many,  that  make 
life  particularly  easy  for  a 
writer.  He  is  not  fussy  about 
food  and  he  is  not  above  help¬ 
ing  when  the  need  arises. 

“If  he  knows  that  the  candle¬ 
light  we  eat  by  every  night 
hides  a  hastily-cooked  mish- 
mosh,”  Louise  adds,  “he  doesn’t 
make  a  thing  of  it.  Nor  does 
he  give  a  thought  to  his  own 
image.  This  leaves  me  free  to 
write  many  true  and  partially- 
true  things  about  our  married 
life. 

“The  most  people  can  usually 
hope  for  is  a  platform  in  some¬ 
one’s  livingroom.  I  am  more  for¬ 
tunate.  A  woman  of  strong  opin¬ 
ions,  I  have  a  chance  to  s\ 
them  around.” 
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Newspaper-reading  NEW  ENGLAND 


Bangor  Daily  News  (M) 
Portland  Press  Herald  (M) 
Portland  Express  (E) 
Portland  Telegram  (S) 


Barre-Montpelier  Times-Argus  (E) 
Burlington  Free  Press  (M) 
Rutland  Herald  (M) 


Nashua  Telegraph  (E) 


Boston  Globe  (M&E) 

Boston  Globe  (S) 

Brockton  Enterprise  &  Times  (E) 
Fall  River  Herald  News  (E) 
Fitchburg  Sentinel  (E) 

Gardner  News  (E) 

Lawrence  Eagle-Tribune  (M&E) 

Lynn  Item  (E) 

New  Bedford  Standard-Times  (E&S) 
North  Adams  Transcript  (E) 
Pittsfield  Berkshire  Eagle  (E) 
Springfield  Daily  News  (E) 
Springfield  Union  (M) 

Springfield  Republican  (S) 

Taunton  Gazette  (E) 

Waltham  News  Tribune  (D) 
Worcester  Telegram  (M&S) 

Worcester  Gazette  (E) 


In  1968,  New  Englanders  will  spend 

$5,670,507,000* 

in  coin  of  the  realm— for  food  alone! 

New  England  has  been  for  many  years  the  nation’s  No.  1  region  in  per-family 
food  sales!  But  that’s  not  all.  Here’s  more  of  the  economic  picture  for  fully- 
employed,  technically  oriented  New  England: 

Income  Retail  Sales  Food  Sales 

MAINE  $  2,822,820,000  $  1,768,175,000  $  483,060,000 

NEW  HAMPSHIRE  2,139,540,000  1,319,194,000  371,051,000 

VERMONT  1,172,198,000  714,931,000  179,660,000 

MASSACHUSETTS  20,515,968,000  10,931,250,000  2,733,375,000 

RHODE  ISLAND  3,153,750,000  1,401,718,000  337,473,000 

CONNECTICUT  12,061,134,000  6.136.436.000  1.565.888.000 


Pawtucket  Times  (E) 
Providence  Bulletin  (E) 
Providence  Journal  (M&S) 
Woonsocket  Call  (E) 


Bridgeport  Post-Telegram  (M&E) 
Bridgeport  Post  (S) 

Bristol  Press  (E) 

Hartford  Courant  (M) 

Hartford  Courant  (S) 

Hartford  Times  (E) 

Meriden  Record  &  Journal  (M&E) 
Middletown  Press  (E) 

New  Britain  Herald  (E) 

New  Haven  Journal-Courier  (M) 
New  Haven  Register  (E&S) 

Norwich  Bulletin  (M&S) 

Torrington  Register  (E) 

Waterbury  Republican 
&  American  (M&E) 

Waterbury  Republican  (M&E) 


Advertising  brings  results  in  these  leading  New  England  newspapers 


VViTh  THE 


BOOKS  IN  REVIEW 


CHRONICLE-HERALD 
HOOPESTON,  ILLINOIS 


DAILY  MAIL 
OLNEY,  ILLINOIS 


IMPACT 


JOURNAL  &  REVIEW 
CRAWFORDSVILLE,  INDIANA 


COURIER 

MADISON,  INDIANA 


LEDGER 

NOBLESVILLE.  INDIANA 


TRIBUNE 

SEYMOUR,  INDIANA 


SHELBYVILLE  NEWS 
SHELBYVILLE  INDIANA 


TIMES  HERALD 
WASHINGTON,  INDIANA 


DAILY  UNION 
JUNCTION  CITY,  KANSAS 


THESE 


DAILY  HERALD 
OTTAWA,  KANSAS 


13  NON- 


GLEANER-JOURNAL 
HENDERSON,  KENTUCKY 


METROPOLITAN 


CITIZEN  TRIBUNE 
MORRISTOWN,  TENNESSEE 


DAILIES 


DAILY  PRESS 
SHERIDAN.  WYOMING 


OFFER 

n  NEW 
SALES 

OPPORTUNITIES 

For  color  samples 
and  rates,  contact 

INLAND 

NEWSPAPER 


REPRESENTATIVES 


Pulitzer  Portrait 
On  Heroic  Canvas 


New  York 
Kansas  City 
St.  Louis 


Chicago 

Detroit 


By  Ray  Erwiii 

PULITZER.  By  W.  A.  Sw.mbeiv- 

Scribnui's.  lliustrate<l.  462  pagres. 

Sept.  2ti.  $'<.95. 

Mature  newspapermen,  reai’ed 
on  multiple  biographies  of 
Joseph  Pulitzer  by  several  of 
his  editors  and  secretaries, 
might  falsely  assume  that  a 
complete  and  modern  book  on 
this  founding  father  of  the 
craft  is  not  of  great  need  or 
import.  Upon  reflection,  how¬ 
ever,  they  will  realize  that  these 
earlier  biographies  are  out  of 
print  and  available  only  in 
libraries  to  younger  generations 
of  newsmen,  student  journalists 
and  the  general  public. 

Deflnitive  Study 

Therefore,  W.  A.  Swanberg 
serves  well  papers  and  public 
alike  by  providing  a  definitive 
and  distinctive  study  of  this 
fascinating  figure  and  epochal 
character  in  American  journal¬ 
ism. 

Secondary  heading  under  the 
one-word  title  is  true  in  spite  of 
seeming  exaggeration  at  first 
glance.  It  reads:  “The  life  of 
the  greatest  figure  in  American 
journalism  and  one  of  the  most 
extraordinary  men  in  our  his¬ 
tory.”  This  is  the  life-size  por¬ 
trait  of  a  man  of  genius  and 
eccentric  of  unique  proportions. 

Joseph  Pulitzer  revolutionized 
American  journalism  and  ex¬ 
erted  a  powerful,  progressive 
effect  on  American  life.  He  did 
this  by  the  force  of  a  person¬ 
ality  that  was  as  admirable  as 
it  was  outrageous. 

The  author  attempts — and 
achieves — three  things  in  this 
big  biography:  He  vividly  por¬ 
trays  the  political  and  social 
background  of  the  era.  He  shows 
precisely  how  Pulitzer  made  his 
\eiv  York  World  a  great  news¬ 
paper,  how  he  fought  his  com¬ 
petitors,  how  he  affected  na¬ 
tional  policies  and  Presidents. 
He  paints  a  portrait  of  Pulitzer, 
a  man  of  towering  intellect 
stricken  in  mid-career  with 
blindness  and  a  nervous  malady, 
who  consequently  carried  on  his 
detailed  control  of  his  newspa¬ 
pers  from  a  yacht  in  foreign 
waters  most  of  the  time, 

Pulitzer  Principle!* 

A  11)67-1968  journalism  stu¬ 
dent  may  study  with  profit  the 
peerless  Pulitzer’s  instructions 
to  a  new  managing  editor, 
Charles  Lincoln: 


“1st.  What  is  original,  distinc¬ 
tive,  dramatic,  romantic,  thrill¬ 
ing,  unique,  curious,  quaint, 
humorous  odd,  apt  to  be  talked 
about,  without  shocking  good 
taste  or  lowering  the  general 
tone,  good  tone,  and  above  all 
without  impairing  the  confidence 
of  the  people  in  the  truth  of  the 
stories  or  the  character  of  the 
paper  for  reliability  and  scrup¬ 
ulous  cleanness. 

“2nd.  What  is  the  one  distinc¬ 
tive  feature,  fight,  crusade,  pub¬ 
lic  service  or  big  exclusive?  No 
paper  can  be  great,  in  my  opin¬ 
ion,  if  it  depends  simply  upon 
the  hand-to-mouth  idea,  news 
coming  in  anyhow.  One  big  dis¬ 
tinctive  feature  every  day  at 
least.  One  striking  feature  each 
issue  should  contain,  prepared 
before,  not  left  to  chance. 

“Jrd.  Generally  speaking, 
always  remember  the  difference 
between  a  paper  made  for  the 
million,  for  tbe  masses,  and  a 
paper  made  for  the  classes.  In 
using  the  word  masses  I  do  not 
exclude  anybody.  I  should  make 
a  paper  that  the  judges  of  the 
Supreme  Court  of  the  United 
States  would  read  with  enjoy¬ 
ment,  everybody,  but  I  would 
not  make  a  paper  that  only  the 
judges  of  the  Supreme  Court 
and  their  class  would  read.  I 
would  make  this  paper  without 
lowering  the  tone  in  the  slight¬ 
est  degree. 

“4th.  Accuracy,  accuracy,  ac¬ 
curacy.  Also  terseness,  intelli¬ 
gent,  not  stupid,  condensation. 
No  picture  or  illustration  unless 
it  is  first  class  both  in  idea  and 
execution.” 

Small  wonder  that  a  newspa¬ 
per  under  the  strict  control  of  a 
publisher  with  such  courage,  sa¬ 
gacity  and  insight  would  forge 
to  the  forefront  as  a  protector 
of  the  people  and  a  preceptor  of 
Presidents. 

Pulitzer  was  paradoxical.  He 
was  a  loving  family  man  who 
saw  little  of  his  family,  a  shame¬ 
less  manipulator  of  people  who 
cried  out  angrily  at  injustice  to 
humanity,  a  millionaire  who 
lived  like  a  monarch  and  was 
the  arch  foe  of  capitalists  and 
trusts,  a  man  who  sought  peace 
all  his  life  and  waged  endless 
war  with  such  foes  as  Theo¬ 
dore  Roosevelt  and  William 
Jennings  Bryan,  He  was  peer¬ 
less  and  he  was  petty.  He  was 
Pulitzer. 

The  newspaper  world  and  the 
world  at  large  can  be  grateful 


for  this  fine  portrait  of  a  rare 
genius  and  eccentric. 

W.  A.  Swanberg,  the  author, 
is  an  outstanding  historian- 
biographer.  He  was  born  in  St. 
Paul  and  was  educated  at  the 
University  of  Minnesota.  One  of 
his  books  was  the  best-selling 
ami  controversial  “Citizen 
Hearst.”  He  is  currently  at  work 
on  a  biography  of  the  late  Henry 
R.  Luce,  founder  of  Time. 


Books  Of,  By 
Or  For  Newsmen 

A  comprehensive  textbook  of 
copyfitting  is  “How  to  Take  the 
Fist  Out  of  Copyfitting”  (The 
Mul-T-Rul  Co.,  Fort  Morgan, 
Colo.  80701.  Paperback.  Illus¬ 
trated.  116  pages.  $6.95).  This 
useful  aid  was  written  by  Glenn 
Hanson,  associate  professor  of 
journalism  at  the  University  of 
Illinois.  The  book  covers  copy¬ 
fitting  of  pictures,  display  type 
and  body  type  as  well  as  the 
printer’s  point  system.  It  is 
planned  for  the  lieginner.  Sixty- 
one  illustrations,  nearly  100 
problems  with  detailed  explana¬ 
tions  of  the  solutions  plus  45 
additional  workbook  exercises 
make  the  text  a  self-teaching 
and  self-testing  manual.  In- 
clutled  with  the  book  is  a  “Mul- 
T-Rul,”  a  compact  nine-tools-in- 
one  for  the  journalist,  ad  man, 
artist  or  printer.  The  plastic 
rule  includes  a  pica  stick,  inch 
ruler,  type  gauges,  sliderule, 
character  counts  for  151  com¬ 
mon  body  types,  table  of  print¬ 
ers’  tlimensions,  point  scale, 
agate-line  rule  and  automatic 
counting  scales  for  elite  and  pica 
typewriting. 

Dick  Hyman,  publicity  man 
who  wrote  “Stop  The  Presses!”, 
has  written  another  humorous 
little  book,  “Now  See  Here, 
Judge!”  (Hawthorn  Books,  93 
pages).  Cartoon  drawings  are 
by  Bob  Dunn  and  Otto  Soglow. 
Hyman  formerly  was  with  King 
Features  Syndicate. 

Printing  history  has  seen  a 
great  many  advances  in  the 
past,  but  perhaps  none  has  revo¬ 
lutionized  the  industry  as  much 
as  the  computer.  Composition  by 
computer  is  discussed  at  length 
in  a  new  reference  book,  “The 
Printing  Industry,”  just  pub¬ 
lished  by  the  Printing  Industries 
of  America,  in  association  with 
the  R.  R.  Bowker  Co.,  1180 
nue  of  the  Americas,  New  York. 
N.  Y.  10036.  (Large  format.  Il¬ 
lustrated.  814  pages.  $24.50). 
The  author,  Victor  Strauss, 
spent  seven  years  working  on 
the  big  book.  The  encyclopedia 
covers  printing  processes. 
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One  warranty 
on  both  the 
Press  and  Drive: 


the  reason  why  so  many  publishers 
choose  MGD  Unit  Drives 


It  makes  good  sense.  With  a  single  warranty 
covering  both  Goss  press  and  MGD  Unit 
Drive,  publishers  save  time  and  trouble  by 
dealing  with  one  source  in  place  of  two. 

We  call  it  total  responsibility— and  it’s 
quite  an  advantage. 

You  couldn’t  ask  for  a  better  performing 
unit  drive  than  an  MGD.  It’s  designed  and 
manufactured  to  perform  in  perfect  harmony 
with  the  Goss  press.  There’s  no  chance  of 
mismatch  or  imbalance.  This  balanced  design 


keeps  your  maintenance  way  down,  your  sav¬ 
ings  on  service  way  up. 

Last  year,  publishers  ordered  more  MGD 
Unit  Drives  than  any  other  make.  They  had 
good  reason.  Now  you  have,  too,  no  matter 
where  you  publish.  For  complete  informa¬ 
tion  on  how  MGD  Unit  Drives  can  benefit 
you,  write:  Fincor,  Inc.,  Miehle-Goss-Dexter, 
Inc.,  3100  S.  Central  Ave.,  Chicago,  Illinois 
60650. 


FINCOR.INCORPORATED 
^  MIEHLE-GOSS-DEXTER.  INC. 


Telling  Color  Story 
A  Collective  Venture 


By  George  Wilt 

This  entire  issue  of  E&P,  of 
course,  is  one  giant  promotion 
for  color  in  newspapers.  And  it’s 
probably  a  good  time  to  point 
out  that  the  collective  effort  is 
the  result  of  many  individual 
newspaper  promotions  in  behalf 
of  boosting  color  linage. 

For  instance,  hundreds  of 
newspapers  were  color-conscious 
enough  to  pore  through  files  of 
tearpages  and  submit  entries  in 
this  year’s  color  competition. 

Nearly  all  of  this  year’s  win¬ 
ners  are  represented  among  the 
42  newspapers  advertising  in 
this  issue  of  E&P,  which  shows 
that  they  are  proud  of  their 
color  excellence.  And  you  can  lx* 
sure  that  the  ads  in  Editor  & 
Pl’BLlSHER  are  only  a  part  of  an 
over-all  campaign  to  promote 
color  linage. 

In  Black  and  4^'hitc 

Even  more  significant,  27  in¬ 
dividual  newspapers  used  color 
to  promote  color.  The  reader 
thumbing  through  this  issue 
really  gets  the  color  message. 
.Many  of  the  newspaper  ads 
show  genuine  evidence  of  cre¬ 
ativity,  and  demonstrate  why 
the  color  classification  has  grown 
by  leaps  and  bounds  since  the 
first  color  competition  11  years 
ago. 

It  has  always  seemed  some¬ 
what  of  a  mystery  to  me  that 
any  newspaper  would  use  a 
black-and-white  ad  to  promote 
color  advertising.  A  perusal  of 
this  issue  will  quickly  dispel  any 
notion  that  such  a  notion  gen¬ 
erally  prevails  today. 

(xdleclion  fur  Exhibit 

To  top  it  all  off,  a  host  of 
newspaper,  advertising  and 
agency  executives  assembled  at 
the  Color  Awards  Luncheon,  co¬ 
sponsored  by  Editor  &  Pi  B- 
LISHER  and  the  New  York  Chap¬ 
ter  of  the  American  Association 
of  Newspaper  Representatives. 
In  addition  to  witnessing  the 
presentation  of  awards,  they 
saw  the  14  gold-matted  award¬ 
winning  advertisements,  plus  a 
collection  of  about  300  of  the 
contests  finalists,  drawn  from 
the  2,631  entries. 

.\ccording  to  Paul  Ketten- 
ring,  Storj'  &  Kelly-Smith,  1967 
.4ANR  Color  Committee  Chair¬ 
man,  plans  are  now  being 
readied  for  subsequent  showings 
of  the  winners  and  finalists  at 
special  programs  sponsored  by 
other  AANR  chapters  in  major 
advertising  centers. 


If  your  newspaper  has  exhibit 
space  available,  or  would  like  to 
work  with  a  local  advertising 
club  or  state  press  association 
in  planning  a  color  exhibit  in 
your  city,  write  to  Mr.  Ketten- 
ring,  or  to  E&P.  We’ll  arrange 
to  ship  you  the  winners  and  up 
to  300  other  outstanding  ex¬ 
amples  of  color  advertising.  All 
you’ll  have  to  do  is  pay  the 
shipping  charges. 

Such  an  exhibit  could  greatly 
enhance  your  own  color  story  to 
local  and  legional  advertisers. 
Any  takers? 


HOUSING  SE.MINAR— As  a 
follow-up  on  a  series  written  by 
reporter  Mike  Stoddard  on  the 
housing  problems  in  Morris 
County,  N.  J.,  the  MorriMown 
(N.  J.)  Daily  Record  sponsored 
a  housing  seminar,  geared  to  the 
moderate  income  housing  prob¬ 
lem.  The  conference  was  en¬ 
dorsed  by  Federal  Housing  Sec¬ 
retary  Rol>ert  Weaver  and  the 
New  Jersey  Community  Affairs 
Commissioner,  both  of  whom 
sent  speakers  from  their  depart¬ 
ments  to  explain  the  various 
fedeial  and  state  housing  pro¬ 
grams.  Invitations  were  sent  to 
county  and  municipal  leaders 
and  representatives  of  fail- 
housing  groups,  urban  renewal 
and  other  interested  agencies. 
Coupons  in  the  Record  invited 
representatives  of  non-profit 
organizations.  The  seminar  was 
held  at  Fairleigh  Dickin.son 
Universitv. 


EXPO — “Why  the  crowds  at 
Expo  67  grew  and  grew  and 
grew’’  is  the  headline  on  a  bro¬ 
chure  from  the  \ew  York  Titnea. 
The  20-story  high  geodesic  dome 
of  the  U.S.  pavilion  was  fea¬ 
tured  on  the  cover  photo. 

Text  told  of  the  success  of 
the  32-page  section  on  Expo  pub¬ 
lished  in  the  Times,  and  six 
testimonial  letters  from  adver¬ 
tisers  were  tucked  into  an  inside 
pocket. 

♦  ♦  ♦ 

BUSINESS/INDUSTRIAL— 
"Here  is  business  and  industrial 
advertising  1967,’’  a  portfolio 
of  five  separate  booklets,  was 
sent  to  10,000  corporate  and 
agency  advertising  executives 
this  week  by  the  Wall  Street 
Journal.  The  booklets,  titled: 
“General  Business  and  Indus¬ 
trial  Development,”  “Banking 
and  Insurance,”  “Office  Equip¬ 


ment  and  Data  Processing,” 

“Transportation,”  and  Media 
and  Ad  Agency  Advertisers,” 
contained  actual  reproductions 
of  564  advertisements.  The  ads 
were  introduced  by  a  four-page 
pamphlet  with  the  message: 

“The  Wall  Street  Journal 
meshes  quality  reporting  with  Flfllll 

the  daily  needs  of  management 
executives  who  keep  getting  j  O 

ahead.”  According  to  Francis  xlCflClS  JV&Hj  9 
X.  Timmons,  Dow  Jones  Adver¬ 
tising  Sales  Promotion  Director,  IVpw  I)ivi9ioil 
the  composite  was  introduced 

over  30  vears  ago,  evolving  from  .  ,  . „ 

a  monthly  accumulation  of  ads,  J.  j  i  i, 

printed  on  Journal  presses,  into  syndicated  beauty  column  has 
Lmi-annual  booklet  format,  and  ^'^^ered  the  advertising  agency 
finally  into  the  multi-book  form,  business,  but  says  there  ^^ll  l« 
“As  a  promotion  piece,”  no  conflict  of  interests  with  my 

Timmons  said,  “the  composite  ;v,  i,  r  r 

has  proved  highly  effective  in  Dahl  is  the  keystone  of 

presenting  a  vivid  and  graphic  ^  counselling  and  commum- 
'  I  r  J  r  or  cations  division  which  has  been 
example  of  ads  from  corpora-  j  u  i.-  r-  i 

tions  who  regard  the  Journal  as  Kenyon  &  Eckhart,  a 

an  important  medium.  However,  Yorld-wide  advertising  agency 

the  composite  also  plays  a  non-  ^  « 

sales  role,  in  that  Trt  directors  will  direct  the  activities  of  a 

and  copywriters  consider  it  a  ^  ,,.hieh  has  lieen 

wellspring  of  ideas,  and  market-  specialize  in  the  de- 

ing  execs  use  ,t  as  a  ready  ^  market- 

reference  to  keep  them  in  pace  .  ^ 

with  current  advertising  and  mg  of  products  created  primar- 
sales  trends.  position  brings  Miss 

*  *  *  Dahl’s  career  full  circle:  her 

PLAT'D  A  first  job  was  as  a  junior  copy- 

film*  showing  a  b^k-  "'^‘ter  in  the  advertising  depart- 

ni-Pages,”  1867  news-  of  a  Minneapolis  depart- 

roductions,  and  turn-  W 

.1  movie  debut,  she  began  her 

,ury  newspaper  guides 

1QC7  Tw; _ _  beauty  column,  “Lets  Be  Beau- 

of  the  1967  Minne- 

Fair  activities  by  the  i./  ’  ^  i  ta  i 
IS  Tribune  und  The  York  Daily  Nonns  Syndi- 

1.S-  Star.  Fair  activi-  ^  translated  into  five 

geared  to  promote  the  binguages. 
observance  this  year  ■'^t  a  K&E  press  conference  to 
nneapolis  Tribune.  A  announce  formation  of  the 
wing,  produced  by  Womans  l\orld  division.  Miss 
Kodak  and  presented  Dahl  told  E&P  she  thought  her 
ir,  gave  a  centennial  new  position  within  an  ad 
]!anada.  The  show  was  agency  would  be  “a  definite 
by  a  three-minute  lienefit”  to  the  beauty  column, 
he  Tribune  to  Canada,  Sbe  also  denied  reports  that  her 
some  of  its  famous  name  would  be  linked  with  the 
ges  that  mirrored  marketing  of  cosmetic  products, 
idwest  progress.  The  E.  L.  Timberman,  K&E  presi- 
standing  room  crowds,  dent,  said  Woman’s  World  will 
the  “Mini-Pages”  organize  and  conduct,  on  an  an- 
Fair  visitors,  were  re-  nual  basis,  a  series  of  “Beauty 
;S  of  “Famous  Front  Happenings”  in  which  Miss 
3m  the  Tribune’s  past  Dahl  will  counsel  women  on 
>,  including  Custer’s  make-up,  hair  styling,  exercise 
e  sinking  of  the  Titan-  and  fashion.  On  Oct.  19  two  of 
id  of  World  War  I,  these  will  take  place  in  Fort 
spans  the  Atlantic,  Worth,  Tex.,  under  the  spon- 
renders,  and  the  Ken-  sorship  of  the  Fort  Worth  Star- 
issination.  A  special  Telegram. 

‘  was  printed  to  be  dis-  • 

kVtSuXgdl":  EHil*  Trade  Magazine 

hedules  of  activities,  Washington 

personnel  featured  at  Joe  A.  Childress,  former  man- 
nd  a  map  of  the  fair-  aging  editor  of  Military  Market 
Magazine,  has  been  named  man- 
cial  prize,  the  Tribune  aging  editor  of  the  magazine 
ash  prize  of  $25  daily  P-H-C  Business,  publication  of 
rson  bringing  in  the  the  National  Association  of 
nplete  copy  of  the  ^lumbing-Heating-Cooling  Con- 
•rizes  were  given  7  of  tractors. 
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the  10  days  of  the  fair,  two  to 
people  bringing  in  1867  edition.s, 
the  first  year  of  publication  of 
the  Tribune.  Reprints  of  Volume 
1,  No.  1,  dated  May  25,  18()7, 
were  distributed. 


STATE  FAIR  SHOW— A 
new  slide  film  showing  a  book¬ 
let  of  “Mini-Pages,”  1867  news¬ 
paper  reproductions,  and  turn- 
of-the-century  newspaper  guides 
were  part  of  the  1967  Minne¬ 
sota  State  Fair  activities  by  the 
Minneapoliit  Tribune  and  The 
Minneapolis  Star.  Fair  activi¬ 
ties  were  geared  to  promote  the 
centennial  observance  this  year 
of  the  Minneapolis  Tribune.  A 
slide  showing,  produced  by 
Eastman  Kodak  and  presented 
at  the  Fair,  gave  a  centennial 
.salute  to  Canada.  The  show  was 
preceded  by  a  three-minute 
salute  by  the  Tribune  to  Canada, 
showing  some  of  its  famous 
front  pages  that  mirrored 
Upper  Midwest  progress.  The 
film  drew  standing  room  crowds. 

Among  the  “Mini-Pages” 
shown  to  Fair  visitors,  were  re¬ 
productions  of  “Famous  Front 
Pages”  from  the  Tribune’s  past 
100  years,  including  Custer’s 
Defeat,  the  sinking  of  the  Titan¬ 
ic,  the  end  of  World  War  I, 
Lindbergh  spans  the  Atlantic, 
Japan  Surrenders,  and  the  Ken¬ 
nedy  assassination.  A  special 
Fair  Guide  was  printed  to  be  dis¬ 
tributed  at  the  newspaper’s  In¬ 
formation  Center,  including  day- 
by-day  schedules  of  activities, 
newspaper  personnel  featured  at 
the  fair,  and  a  map  of  the  fair¬ 
grounds. 

As  a  special  prize,  the  Tribune 
offered  a  cash  prize  of  $25  daily 
to  the  person  bringing  in  the 
oldest  complete  copy  of  the 
Tribune.  Prizes  were  given  7  of 
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AVAILABLE 

from  any  one 
of  these  men... 

The  NEW  Wood 
Minimum  Shrink 
ROP  SUPER  FLONGl 


A.  W.  (Johnny)  Johnston 


J.  R.  (Jason)  Smith 


J.  W.  (Wally)  Wood,  Jr. 


J.  F.  (Jack)  McArdle  6.  J.  (Georga)  Maahan,  Sr.  G.  J.  (George)  Meehan,  Jr. 


T.  R.  (Rav)  Sturm 


To  an  already  fine  mat,  we’ve  added 
many  new  improvements  to  give  you, 
in  the  NEW  Minimum  Shrink  ROP 
Super  Flongs,  the  finest  possible  prod¬ 
uct  for  your  stereotyping.  For  example, 
you  get  minimum  shrinkage  from  cold 
molding  (as  little  as  Va"  per  full 
page!)  plus  improved  color  register, 
greater  space  depth  and  lower  mold¬ 
ing  pressures.  Add  to  these,  much 
cleaner  highlights,  sharper  half  tones 
and  you  have-the  NEW  MINIMUM 
SHRINK  ROP  SUPER  FLONGl 

For  samples  to  use  in  your  stereo¬ 
typing  and  a  full-scale  demonstration 
of  this  great  new  mat,  see  your  nearest 
Wood  Flong  Representative  or  write 
today.  No  obligation. 


P.  (Paul)  McDonald 


S.  M.  (Sam)  Nowell 


H.  E.  (Bud)  Terry,  Jr.  W.  (Wyn)  Austin,  President 

Wyndham  Austin  &  Company,  Ltd. 


N«w  York  OHIco:  661  Fifth  Avo.,  Phono:  MU  7>2960 


HOOSICK  FALLS,  NEW  YORK 


PHOTOGRAPHY 


Yellow  Rose  of  Texas 
Via  Infra-Red  Film 


Ry  Kick  Fried  man 

Yellow  lipstick!  Green  skies! 
lied  Trees! 

In  the  Houston  (Tex.)  Chron¬ 
icle  city  room  they  were  calling 
it  “that  crazy  color  for  Sunday.” 
.\t  the  same  time  the  daily’s 
women’s  department  took  a  look 
at  one  of  the  proofs  and  said, 
“fabulous!”  In  still  another  end 
of  the  building,  the  engravers 
were  examining  the  same  proof 
as  proof  the  photo  department 
had  flipped  its  collective  wig 
again  (like  the  day  they  almost 
imblished  the  American  flag 
with  green  stripes). 

What  had  set  off  all  the  above 
reaction  of  the  photo  depart¬ 
ment’s  decision  to  use  the  most 
unpredictable  color  film  in  the 
world  —  infra-red  —  to  shoot 
fashions  and  views  of  the  Hous¬ 
ton’s  changing  skyline. 

"Fireh«»u»>e*  <!oiiferenc€‘ 

"The  decision  grew  out  of  an 
editorial  color  meeting,”  Bill 
Stapleton,  the  Chronicle’s  color 
coordinator  told  us.  “Originally, 
we  were  discussing  how  much 
color  was  there  in  a  firehouse? 


truck  of  infra-red  pictures  of 
the  city’s  skyline.” 

Kodak’s  Ektachrome  Infra- 
Red  .4ero  (type  8443)  in  35mm 
size  had  to  be  specially  ordered 
and  handled  about  as  delicately 
as  an  ice  cream  cone,  according 
to  Stapleton.  It  had  to  be  kept 
away  from  heat,  stored  in  a 
refrigerator  and  processed 
promptly  after  it  was  exposed. 

Healli's  Head^ 

.\ance  and  fellow  staff  photog¬ 
rapher  Mark  Godfrey,  together 
with  some  pretty  models,  took 
off  for  a  city  park  as  soon  as 
the  film  arrived  from  Dallas.  As 
they  got  to  the  park,  it  started 
raining. 

They  shot  the  pictures  any¬ 
way. 

“Results?”  Nance  said.  “We 
got  faces  that  looked  like  death’s 
heads.  .4nd  the  bright-colored 
clothing  blended  into  foliage 

(Continued  on  page  88) 


TURNED  GREEN — This  close-up  of  a  model's  face,  taken  with 
infra-red  film,  came  out  in  the  Chronicle  green  with  yellow 
lipstick. 


“Madeline  McDermott,  our 
women’s  page  editor,  was  inter¬ 
ested  in  doing  a  color  story  on 
a  fire  house.  Also  on  what  fire¬ 
men  do  when  they  are  not  off 
racing  to  fires.  .\nd  a  couple  of 
pictures  of  them  cooking  for 
themselves.” 

David  Nance,  a  Chronicle  staff 
photographer  who  shoots  a  great 
deal  of  color  assignments,  was 
in  on  the  conference.  Having 
checked  out  a  firehouse  before¬ 
hand,  he  claimed  there  wasn’t 
any  color  there.  “Take  out  the 
fire  engine,”  he  said,  “and  what 
have  you  got?  A  spotted  black- 
and-white  dog  mascot,  maybe.” 

The  group  was  stumped  for 
“.something  different”  until  Don 
.Michel,  Chronicle  feature  edi¬ 
tor,  rememl)ered  some  pictures 
.Nance  had  shot  on  his  own  some 
time  before.  The  pictures  had 
l)een  taken  with  infra-red  film. 

The  next  day  Nance  brought 
his  infra-red  slides  to  work  and 
the  group  viewed  them  in  the 
conference  room.  “We  decided,” 
Stapleton  relates,  “to  shoot  a 
fashion  spread  for  the  front 
page  of  the  women’s  Sunday 
.section  and  refer  the  reader,  by 
u.se  of  a  key  picture  in  that  lay¬ 
out  to  a  .second  spread  in  the 
center  of  ‘Zest,’  the  Chronicle’s 
Sunday  magazine.  This  second 
spread  would  have  a  double- 


YIPES.  STRIPES! — ^The  fire  engine  red  mustang  in  CHANGING  HER  COLORS — The  knit  on  the 

the  above  infra-red  picture,  came  out  orange.  The  model  above  was  a  rich,  ripe  red.  Photographed 

red  stripes  in  the  models  dress  came  out  yellow,  with  infra-red  film,  it  appeared  in  the  Chronicle  as 

the  green  stripes  came  out  purple,  the  purple  bright  yellow.  Her  chocolate  window  pane  stock- 

stripes  orange.  ings,  via  infra-red  film,  turned  a  deep  red. 
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92  full-color  photos  in  a  single  issue. 

The  Santa  Maria  (Calif.)  Times  did  it,  on  October  28, 
1966,  setting  a  new  record  for  the  most  color  pictures 
printed  by  any  newspaper  in  one  edition. 

Separations  for  all  92  color  reproductions  were  made 
with  the  Times'  Durst  G-139  Color  Process 
Enlarger.  To  quote  the  editors;  "The 
G-139  proved  invaluable  in  produc¬ 
ing  quality  separations  fast." 

That's  exactly  what  the  G-139  is 
designed  to  do.  It  has  complete  facil¬ 
ities  for  precise  registration  on  both 
negative  carrier  and  vacuum  board. 

And  it  can  be  equipped  with  a  pulse- 
Xenon  light  source  for  direct 
screening. 

Operators  like  the  G-139  because 
it  involves  no  change  in  separation 
procedure;  ji^st  speeds  up  and  sim¬ 


plifies  each  step.  33-time  enlargements  and  6:1  reduc¬ 
tions  can  bo  made  directly,  without  intermediate  steps, 
using  transparencies  from  35mm  to  5x7.  Exposures  are 
shorter,  separations  sharper.  You  save  space,  too;  the 
G-139  takes  up  only  36x42"  on  your  floor. 

What's  more,  it  will  also  handle  your  black  & 
white  work  in  stride,  and  even  serve  for  copying 
.  (as  it  does  at  the  Times).  Same  goes  for  the  com¬ 
panion  model  G-184,  which  accepts  transpar¬ 
encies  and  negatives  up  to  8x10. 

Why  not  have  all  these  advantages  work¬ 
ing  for  you!  Write  for  8-page  brochure 
"Better  Separations  —  Easier  and  Faster" 
and  reprint  of  the  ANPA  Bulletin  "Direct 
Separations  with  a  Contact  Screen  from 
Color  Negatives."  Durst  (usa)  INC.  PTP 
Division,  Garden  City,  N.  Y.  11533 
Subsid.  Ehrenreich  Photo-Optical 
Industries  Inc.  (In  Canada:  Braun 
Electric  Canada  Ltd.,  Malton,  Ont.) 


WORLD’S 
ROP  COLOR 
CHAMPION 


Yellow  Rose 

(Continued  from  lutifc  8*>( 


that  resembled  frightened  rasp- 
l)erries.  Skies  wei'e  mud. 

“Infra-red  produces  strange 
effects.  It  was  originally  de¬ 
veloped  for  military  use — to  de¬ 
tect  camouflage  hy  aerial  photog¬ 
raphers.  Real  foliage  came  out 
red,  artificial  foliage  coated  with 
ordinary  green  paint — which 
reflects  no  infra-red — c'ame  out 
blue. 

“Infra-red’s  also  l)eing  used 
today  in  forestry,  plant  pathol¬ 
ogy  and  crop  surveys.  Its  use  in 
medicine  is  to  trace  and  detect 
unusual  substance  pattern.  But 
you  have  to  l>e  piepared  for  the 
unusual  when  you  load  an  ordin¬ 
ary  camera  with  the  stuff.  One 
photographer  we  know  photo¬ 
graphed  a  brown-haired  lady.  To 
his  surprise  and  her  consterna¬ 
tion,  her  hair,  which  she  had 
dyed  from  gray  to  brown,  came 
out  red.” 

According  to  Stapleton, 
actually  using  the  false  color 
film  is  the  means  to  half-way 
understanding  it.  Unlike  usual 
color  film,  its  three-image  layers 
are  sensitized  to  green,  red  and 
infra-red  instead  of  blue,  green 
and  red.  A  yellow  filter  should 
l)e  used  on  the  camera  to  with¬ 


hold  blue  light,  to  which  these 
layei's  are  also  sensitive, 
Stapleton  warns. 

Nance,  (lodfrey  and  the 
models  went  to  another  park 
the  ne.\t  afternoon  in  bright 
sunlight.  This  time  they  came 
back  with  red  trees  and  grass. 
“We  got  a  close-up  of  one  of  the 
models,  showing  her  with  a 
green  face  and  yellow  lipstick,” 
Nance  points  out. 

The  two  also  photographed  a 
close-up  of  a  flower  garden  and 
the  statue  of  Sam  Houston 
astride  his  horse,  rising  out  of 
brilliant  scarlet  red  and  pale 
yellow  shrubl)ery. 

“Our  color  lab  chief,  Ted 
Farkas,  an  eminently  unflap¬ 
pable  man,”  Stapleton  adds, 
“prepared  the  unusual  35mm 
frames  for  photo  mechanical 
reproduction  with  usual  precise¬ 
ness.  Four-by-fiv’e  internega¬ 
tives  were  made  from  the  orig¬ 
inals;  separation  prints  and 
masks  were  made  from  the  inter- 
negs. 

Auliiinn  .Scenes 

“Artist  Malcolm  Wilson 
couldn’t  resist  a  final  touch.  He 
enhanced  a  green  ski — obtained 
by  using  a  red  filter  on  the 
camera — by  retouching  the  yel¬ 
low  separation  print.” 

On  Sept.  3,  the  front  page  of 


the  Chronicle  Sunday  women’s 
section  carried  three  of  the  in¬ 
fra-red  shots  under  the  head¬ 
line:  “And  Suddenly  It’s 

Autumn.” 

A  picture  caption  read:  “Now 
fashion  photographers  don’t 
have  to  wait  for  autumn  to 
change  the  leaves  to  flame — film 
tricks  and  filters  do  it,  to  put 
you  in  the  mood  for  fall’s  hand¬ 
some  wool  knits.  At  right,  Kim¬ 
berly’s  costume  of  dress  and 
coat.  Below,  Goldworm’s  striped 
sweater  dress  with  textured 
stockings  and  matching  kidskin 
shoes.  But,  alas,  as  autumn 
turns,  can  side  effects  be  far 
behind?  Look  what  happened  to 
our  model’s  pale  green  face  and 
pink  mouth?” 

And  the  main  text  on  the 
page,  written  by  Beverly  Mau¬ 
rice,  fashion  editor,  started  off : 

Oh,  thou  of  lemon  lip  and 
pistachio  brow. 

How  beautiful  thou  art 
against  the  emerald  sky 
and  purple  bough. 

Miss  Maurice  explained  that 
poets  searching  for  new  lights 
in  which  to  see  the  ladylove  can 
now  turn  to  infra-red  photog¬ 
raphy.  She  added:  “Rememl)er 
the  fellow  who  wanted  a  blue 
suit,  so  they  turned  on  a  blue 
light?  That’s  how  it  is  with 
fashion  of  the  future.  A  flick  of 
your  special  lamp  may  change 
your  tomato  dress  lemon- 
flavored.  For  example,  the  hand¬ 
some  Kimberly  knit  that  appears 
to  be  bright  yellow  is  really  a 
rich,  ripe  red.  The  chocolate 
window  pane  stockings  with  it 
turned  deep  red. 

“In  the  lower  picture  that’s 
really  a  fire  engine  red  Mus¬ 
tang  [It  looks  orange]  the 
young  lady  is  leaning  on.  And 
her  stripes?  Well,  see  where  the 
yellow'  is?  That’s  really  red.  .And 
the  purple?  That’s  really  green. 
And  the  orange?  That  was  pur¬ 
ple  .  .  .” 

.And  this  point  Miss  Maurice 
gave  up  and  suggested  the 
reader  turn  to  Zest  magazine 
for  a  photographer’s  explanation 
of  what  it’s  all  about. 

The  double-page  center  spread 
in  Zest  carried  the  headline,  “A 
Rose  is  a  Rose — Unless  It’s  In¬ 
fra-Red.”  The  two  pictures  in 
the  spread  were  the  statue  of 
Sam  Houston  and  the  close-up 
shot  of  the  flower  garden. 

The  text  suggested  that 
readers,  after  studying  the  two 
pictures  in  the  magazine  and 
on  the  first  page  of  the  women’s 
section,  may  not  want  to  use 
infra-red  film  for  portraits  of 
their  wives  and  girlfriends. 

Also,  that  photographic  fil¬ 
ters  shift  the  color  effects.  It 
pointed  out  that  a  Wratten  “G” 
filter  (deep  yellow)  produces 
blue  skies,  turns  the  grass  and 
tree  foliage  red  and  a  red  rose 
into  a  yellow  rose.  A  Wratten 


“A”  filter  (red)  tends  to  make 
yellow  and  orange  tones  domin¬ 
ate.  .A  Wratten  “B”  filter  (deep 
green)  emphasizes  the  blues  and 
magenta  tones  in  the  final  photo. 

The  article  advised:  “Infra¬ 
red  light  rays  do  not  come  to  the 
same  focus  as  visable  rays  or 
light.  If  your  camera  or  lens  is 
equipped  with  a  red  dot  or  infra¬ 
red  mark,  you’re  lucky.  Use  it. 
Just  transfer  the  distance  set¬ 
ting  opposite  the  normal 
focusing  indicator  to  opposite 
the  red  dot  or  mark.  Otherwise 
extend  the  distance  setting  about 
*/4  of  one  percent  of  the  focal 
length  and  cross  your  fingers. 
You  may  get  a  perfect  snapshot 
of  an  orange-colored  apple.” 

Duy-luiig  (Conference 

The  success  of  the  Chronicle’s 
infra-red  photography  has  ap¬ 
parently  stirred  them  to  pro¬ 
ducing  even  more  and  better 
color  photography.  Eleven  days 
after  the  infra-red  spread  the 
newspaper  held  its  first  day¬ 
long  color  conference  Sept.  12. 

Basic  color  photography  and 
the  preparation  of  color  for 
newspaper  reproduction  was  the 
topic  of  the  seminar,  attended 
by  key  personnel  from  edito¬ 
rial,  advertising,  art,  photo  and 
all  mechanical  departments. 

On  hand  were  technical  rep¬ 
resentatives  from  Eastman 
Kodak,  Chemco,  Rolled  Plate 
Metal,  Huber  Inks  and  Wood 
Flong. 

“Color  Separations”  was  the 
subject  of  a  two-hour  presenta¬ 
tion  by  Robin  Garland,  who 
headed  an  Eastman  Kodak  team 
including  Ralph  Morgan,  Doug 
MacKechnie  and  Richard  Lind¬ 
ner. 

Chemco’s  Robert  Hewitt  dis¬ 
cussed  “Engraving  Screens.” 

Bernark  H.  Thompson,  Rolled 
Plate  Metal,  gave  a  slide  and 
chalk  slide  presentation  on  re¬ 
etching,  the  “bump”  method  of 
plate  make-ready  and  direct 
printing  versus  stereotyping. 

Ray  Strum,  Wood  Flong  Cor¬ 
poration,  demonstrated  with 
mats  and  plates  from  a  Chron¬ 
icle  color  run  the  prerequisites 
of  matrix  preparation. 

“Adpro  Inks — 1967”  was  the 
subject  of  a  blackboard  presenta¬ 
tion  by  John  Streicher,  re.search 
chemist  for  Huber  Ink.  He  was 
assisted  by  Ralph  Furlong,  also 
of  Huber,  who  explained  the 
reaction  of  various  manufac¬ 
turers’  newsprint  to  ink. 

• 

Raise  Subscriptions 

Santa  Barbara,  Cal. 

The  Santa  Barbara  News- 
Press  has  increased  monthly 
subscriptions  for  daily  and  Sun¬ 
day  deliveries  to  $2.50,  a  25 
cent  increase.  Sunday  rates  were 
raised  a  nickle  to  25  cents.  Sin¬ 
gle  daily  price  remains  10  cents. 


NEW  PHOTO  ENLARGER 


The  Autom  PX  is  now 
available  in  the  U.  S. 

Features  include: 
ELECTRONIC  Exposure 
Timer  with  four  dials  for 
exposures  ranging  from 
2/10  to  311  seconds. 

DIAL  -  READING  Return- 
to-Register  provides  easy 
record  so  any  remakes 
can  be  produced  fast 
and  accurately. 

FILTER  HOLDERS  for  full- 
size  filters  under  light 
source  and  semi-circular 
filter  carriage  under  lens 
turret. 

SEMI-AUTOMATIC  Focus¬ 
ing  Device.  Many  other 
features  including  pulsed 
xenon  light  source  or 
electronic  flash. 

Send  for  free  literature 


HENRY  P.  KORN  ASSOCIATED,  INC. 

300  Park  Ave.  South 
New  York,  N.  Y.  10010 
Tel.:  (212)  ORegon  3-6260 
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The  Berkey  Direct  Screen  System 
produces  fast,  predictable  daily 
ROP  editorial  and  advertising  color 


FROM  THE  BIG  CITIES 


dlhics^  dnlmne 


THE  W  O  t,t  O  I 


n^iiWEY.  MAY  11.  1W7 


“THE  WORLD’S  GREATEST  NEWSPAPER” 


TO  THE  "GRASS  ROOTS" 

nope  ^  st^ 


3203  CIRCULATION  OFFSET  DAILY 


Prior  to  purchasing  the  Berkey  Direct  Screen  System,  the 
Chicago  Tribune  employed  conventional  direct  screening 
methods  on  a  process  camera  with  carbon  arcs.  The  yellow 
printer  exposure  averaged  20  minutes. 

Now  in  startling  contrast,  their  average  exposure  has  been 
reduced  to  35  seconds,  utilizing  the  Berkey  Direct  Screen 
System  with  the  Ascorlux  light  source. 


The  Hope  (Ark.)  Star  has  been  receiving  nationwide  acclaim 
since  it  began  printing  color  produced  by  the  Berkey  Direct 
Screen  System  (the  very  same  Omega  8x10  model  employed 
by  the  Chicago  Tribune).  Newspapers  of  every  size  have  con* 
tacted  the  Hope  Star  for  information  about  their  color  operation. 
Their  general  reaction  has  been,  "If  this  small  community  news¬ 
paper  can  print  fast,  inexpensive  color,  what  are  we  waiting  for?” 


Alex  H.  Washburn,  Editor  and  Pub¬ 
lisher  of  The  Hope  (Ark.)  Star  seated 
at  the  Berkey  Direct  Screen  System. 


What  are  you  waiting  for?  The  Berkey  Direct  Screen  System, 
already  proven  ’round  the  world,  is  a  breakthrough  in  news¬ 
paper  ROP  color  that  the  small  newspaper  can  afford  and  the 
large  newspaper  can’t  afford  to  be  without.  Your  Authorized 
Berkey  Direct  Screen  System  Dealer  will  show  you  why  ...  or 
write  for  literature  to  Berkey  Technical  Corp.,  25-15  50th  St., 
Woodside,  (N.Y.C.),  N.Y.  11377,  U.S.A. 


The  unique  programmed  operation 
makes  the  Berkey  Direct  Screen 
System  the  most  advanced  and 
complete  ^system  of  its  type. 


Pat  Ryan,  Superintendent  of 
the  Chicago  Tribune's 
Engraving  Dept,  discussing 
the  operation  of  the  Berkey 
Direct  Screen  System  with 
a  cameraman  seated  at 
the  Programmer  Console. 


BERKEY  DIRECT  SCREEN  SYSTEM 


ANOTHER  QUALITY  BERKEY  PRODUCT  PHOTO 


Readers  Column 
Sparks  Award 
To  ^Live  Wire’ 

Columbia,  S.C. 

“Live  Wire,”  the  Columbia 
Record’s  readers-ask  column 
now  has  a  real-life  namesake 
every  month. 

Record  editors  are  choosing  a 
monthly  recipient  of  a  “Live 
Wire”  award  for  outstanding 
community  service. 

First  recipient  was  Dr.  J. 
David  Palmer  of  the  Political 
Science  Department  at  the  Uni¬ 
versity  of  South  Carolina. 

Palmer  conceived  the  RSVP 
(Rally  Support  Vietnam  Per- 
.sonnel)  program  which  started 
locally  with  groups  “adopting” 
U.  S.  combat  units,  spread 
statewide,  and  found  response 
elsewhere  as  well. 

Each  month’s  Live  Wire  re¬ 
ceives  an  engraved  plaque. 

• 

^Quotable^  Books 
Series  Announced 

Six  installments  of  900  words 
each  from  his  latest  book,  “The 
Quotable  Bishop  Sheen”  are 
being  distributed  by  the  Hop¬ 
kins  Syndicate,  Mellott,  Ind.,  of 
which  Franklin  H.  Kromm  Jr. 
is  general  manager. 

The  syndicate,  by  exclusive 
arrangement  with  Droke  House, 
the  publishers,  is  handling  the 
Bishop  Sheen  releases,  plus 
those  of  these  books  due  from 
the  press  before  next  year’s 
Presidential  election:  “The 

Quotable  Dwight  D.  Eisen¬ 
hower,”  “The  Quotable  Lyndon 
B.  Johnson,”  “The  Quotable 
Harry’  S.  Truman,”  “The  Quot¬ 
able  Richard  M.  Nixon,”  “The 
Quotable  Robert  F.  Kennedy,” 
“The  Quotable  Hubert  H. 
Humphrey,”  “The  Quotable 
.American  Rabbis,”  “The  Quot¬ 
able  Billy  Graham,”  “The  Quot¬ 
able  Dr.  Peale,”  “The  Quotable 
Dr.  Crane.” 


SY\DIC.4TES 

Lew  Little  Sold 
Features  In  Camper 


With  the  aid  of  a  Small  Busi¬ 
ness  Administration  loan,  with 
110,000  miles  of  gruelling  sales 
travel  in  a  camper  car  and  with 
his  w’ife’s  priceless  help  in 
operating  the  production  office, 
an  ambitious  and  able  young 
man  built  himself  a  successful 
newspaper  syndicate. 

He  is  Lewis  Little,  who  last 
March  merged  his  Lew  Little 
Syndicate,  which  had  14  fea¬ 
tures  and  257  client  newspapers, 
w’ith  the  half-century  old  Reg¬ 
ister  and  Tribune  Syndicate, 
which  has  headquarters  in  Des 
Moines,  and  which  now  has 
about  50  features. 

Now  in  New  York 

Little,  now  assistant  editor 
and  business  manager  of  the 
Register  and  Tribune  Syndicate 
(Bruce  Horton  is  vicepresident 
and  general  manager)  is  located 
at  the  syndicate’s  New  York 
office,  where  Philip  G.  Reed,  a 
former  International  News 
Service  editor,  is  Eastern  man¬ 
ager.  Reed  will  devote  more 
time  to  foreign  sales  in  the 
future  and  Little  w’ill  travel 
over  the  Eastern  and  Southern 
part  of  the  country  a  great  deal 
as  sales  representative. 

Lew’is  Little’s  first  work  was 
as  a  reporter  for  the  old  Centro 
(Calif.)  Post-Press,  San  Diego 
Union  and  Los  Angeles  Times, 

He  became  a  salesman  for  the 
San  Francisco  Chronicle  Fea¬ 
ture  Syndicate.  His  w’ife,  Mary 
Ellen,  an  artist,  was  on  the  staff 
of  Chronicle  Features  at  the 
time  and  she  was  familiar  with 
syndicate  production  work  and 
she  later  w’as  very  helpful  to 
Lew  in  selecting  and  developing 
cartoon  features. 

After  a  year  as  a  syndicate 
salesman,  Lew  struck  out  on  his 


own  in  1964  with  only  an  idea 
and  $1,000  in  savings.  He  bought 
a  Volkswagen  camper  and  he 
and  his  wife  rode  and  lived  in 
it  as  they  traveled  40,000  miles 
on  their  first  tour  to  sell  their 
first  feature,  “Press  Gremlins,” 
based  on  typographical  errors 
similar  to  E&P’s  “Short  Takes” 
feature,  and  they  persuaded  35 
new’spapers  to  become  the  syn¬ 
dicate’s  first  clients.  Mary  Ellen 
handled  the  production  and 
typed  letters  as  Lew  drove  the 
camper. 

Government  Ixvan 

The  enterprising  pair  ran  out 
of  money  after  that  first  sales 
tour.  Lew  had  decided  to  apply 
to  the  San  Francisco  Chronicle 
for  a  reporter’s  job,  when  he 
noticed  a  news  story  in  the 
Chronicle  about  the  Small  Busi¬ 
ness  Administration  helping  in¬ 
dividuals  start  businesses  of 
their  own  if  they  could  provide 
credit  rating. 

Little  applied  for  a  loan  on 
the  basis  of  his  35  newspaper 
clients  and  obtained  a  loan  of 
$8,000  and  traded  in  his  little 
camper  for  a  larger  one  built 
on  a  one-ton-truck  chassis.  It 
sleeps  five  people.  For  four 
months  in  1965,  Mr.  and  Mrs. 
Little  and  their  two  children 
(they  have  three  now)  travelled 
24,000  miles  from  San  Francisco 
to  Vancouver,  San  Diego,  De¬ 
troit,  Boston,  New  York,  Chi¬ 
cago,  w’here  they  parked  their 
camper  in  the  shadow  of  Trib¬ 
une  Tower,  and  back  to  Califor¬ 
nia  selling  several  features. 

This  camper  is  now  parked 
at  Dobbs  Ferry  on  the  Hudson 
River  in  Westchester  County 
and  the  five  Littles  now  go  out 
there  for  weekends  away  from 
their  new  Manhattan  apart¬ 
ment. 


SATISFIED 

. . .  how  publishers  feel  about  the  public 
relations  value  of  VEC's  Program 


America's  most  widely  used  Newspaper  School  Program 


VISUAL  EDUCATION  CONSULTANTS,  INC. 

Building  the  Neu  tpaptr  Reading  Habit 

MADISON,  WISCONSIN  53701  608  /  836-6565 


‘TuinblcKceds’  Success 

“Our  first  real  success  came 
when  we  picked  up  the  comic 
strip  ‘Tumbleweeds’  draw’n  by 
Tom  Ryan,  then  a  commercial 
artist,”  said  Little.  “It  rates  at 
the  top  in  readership  tests  and 
now  is  in  more  than  125  papers. 
Starting  Oct.  25,  Tumbleweeds 
breaks  into  color  and  enters  the 
Sunday  comics  field.  At  a  time 
when  funny  comics  are  hard  to 
find,  Tom  Ryan  rides  to  the 
rescue  with  his  truly  comical 
characters.  Tumbleweeds  fan 
clubs  now  have  12,000  members. 
We  hope  it  will  become  a  mod¬ 
ern  classic. 


Lewis  LiHle 


“Newspaper  editors  laughed 
and  were  interested  in  our 
traveling  home  and  office  on 
wheels.  At  times  our  bank  ac¬ 
count  was  down  to  50c  and  Mary 
drew  a  50c  check  to  buy  milk 
for  the  kids.  It  just  proves  that 
a  new  syndicate  can  be  estab¬ 
lished  with  initiative  and  get-up- 
and-go.  We  started  from  scratch 
and  in  18  months  we  were  oper¬ 
ating  in  the  black.  It  proved 
that  you  still  can  start  a  new 
business,  but  we  had  a  lot  of 
luck.  A  husband-wife  team  can 
make  it  if  they  really  hustle.  I 
could  not  have  made  it  without 
Mary’s  help. 

“During  the  three  years  we 
were  on  our  own,  eight  larger 
syndicates  proposed  that  we 
work  for  them  or  merge  our 
syndicate.  There  is  a  real  need 
for  young  people  to  go  into  the 
syndicate  business  if  they  have 
a  solid  educational  background. 
My  departure  .from  editorial 
work  into  selling  gave  me  a 
letdown  feeling  at  first,  but  then 
I  found  a  great  challenge  in 
helping  others.  We  sold  Tumble¬ 
weeds  in  the  first  10  cities  in 
which  we  offered  it.  It’s  exciting 
and  challenging  w’ork.” 

Six  Needs 

Little  said  he  believes  these 
six  things  are  necessary  to  start 
a  one-man  syndicate: 

“1)  Some  experience  in  se¬ 
lecting  and  developing  features. 

“2)  Willingness  to  travel  ex¬ 
tensively. 

“3)  At  least  a  working  knowl¬ 
edge  of  syndicate  selling  and 
production  procedures. 

“4)  A  minimum  of  $10,000  in 
working  capital.  This  much 
would  be  needed  even  if  a  per¬ 
son  was  willing  to  travel  in  a 
camper,  as  I  did. 

“5)  A  talented  and  under¬ 
standing  wife  who  can  help 
with  the  correspondence  and 
production. 

“6)  You  have  to  have  a  lot  of 
luck.” 
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A  championship  bout  in 
Mexico  City  and  half  the  audience 
is  here  in  Japan. 


When  Comsat's  "Lani  Bird"  com-  and  Mitsunori  Seki  of  Japan, 
munications  satellite  was  put  into  sta-  The  bout  was  transmitted  to  the  U.S. 
tionary  orbit  over  the  Pacific,  a  new  via  Mexico's  microwave  network; 

kind  of  viewing  was  opened  to  whole  equipped  and  installed  by  ITT  corn- 

hemispheres— TV  viewing  of  events,  panics.  From  the  U.S.,  the  bout  was 
live,  asthey  happen,  when  they  happen,  retransmitted  to  Japan  via  "Lani  Bird" 

One  of  the  first  commercial  pro-  by  ITT  World  Communications  Inc. 
grams  telecast  to  Japan,  live,  was  the  ITT  Federal  Laboratories  designed  and 
world's  featherweight  championship  installed  the  earth  terminal  corn- 
bout  from  Mexico  City  between  the  munications  at  Brewster  Flat,  Wash., 

champion,  Vicente  Saldivar  of  Mexico,  which  sent  the  signals  to  the  satellite. 


Today,  15  ITT  earth  terminals,  per¬ 
manent  and  transportable,  are  under 
construction  or  in  operation. 

By  next  year,  with  an  earth  terminal, 
any  nation  can  join  a  worldwide  party 
line— for  voice,  picture  and  data.  And 
in  a  few  years,  computers  communi¬ 
cating  worldwide  via  satellites  will  be 
commonplace. 

International  Telephone  and  Tele¬ 
graph  Corporation,  New  York,  N.Y. 


SYNDICATES 


Ralph  Hartell  Writes 
Teen-Agers’  Column 

By  Rav  Erwin 


United 

FEATURE 

SYNDICATEJNC. 


FEATURES  IN  READBl  INTBIEST 


COLUMNS 


MARQUIS  CHILDS 
DORIS  FLEESON 
DON  MACLEAN 
HENRY  J.  TAYLOR 
WILLIAM  S.  WHITE 
INEZ  ROBB 

NORTON  MOCKRIDGE 
AUkRY  McGrath 


SPECIALTY  COLUMNS 


BY  GEORGE 

Humorous  Advice 
WILLIAM  A.  DOYLE 
Doily  Investor 
Mutual  Funds 
MOLLY  MAYFIELD 
Personal  Problems 
AAARGARET  DANA 
Consumer  Guide  Lines 
DR.  ERNEST  G.  OSBORNE 
Child  Training 
STELLA 

Daily  Horoscope 
AMY  VANDERBILT 
Modern  Manners 


VARIETY  FEATURES 


LITTLE  PEOPLE'S  PUZZLE  D/S 
LONDON  EXPRESS  SERVICE 
SPOTLITE  SERIES 
WHERE  IN  THE  WORLD ...  9 
CROSSWORDS,  DAILY  & 
SUNDAY 
TOM  DARCY 

Editorial  Cartoons 
HEALTH  CAPSULES  D 
TICKER  TOONS  D 


COMICS 


ABBIE  an'  SLATS  D/S 
DAVY  JONES  D 
EB  and  FLO  D/S 
FERD'NAND  D/S 
GORDO  D/S 
NANCY  D/S 
PEANUTS  D/S 
FRITZI  RITZ  S 
CAPTAIN  AND  THE  KIDS  S 
ALL  STARS  D 
EMMY  LOU  D/S 
GINGER  D 
PIXIES  D/S 
STEES  SEES  W/S 
STRANGE  AS  IT  SEEMS  D/S 
TARZAN  D/S 
THE  GOOD  OLD  DAYS  W 
THE  GOOD  OLD  DAYS — 
ANTIQUES  FAIR  S 
THERE  OUGHTA  BE  A  LAW 
D/S 


220  East  42nd  Sl.New  York  17. N  Y. 


Teen-age  newspaper  readers 
across  the  country'  will  be  able 
to  find  their  own  special  inter- 
;  ests  covered  in  their  own  langu¬ 
age  in  a  new  youth  column. 

I  The  column:  “Young  Beat.” 
j  The  columnist:  Ralph  T. 
!  Hartell. 

The  format:  Three  columns  of 
i  300-400  words  a  week,  illustrated 
I  with  line  drawings. 

The  release:  Immediate. 

The  distributor:  McNaught 
Syndicate. 


“Feature  material  for  teen¬ 
agers  that  will  interest  them, 


Ralph  T.  Hartell 


j  please  them  and  create  a  desire 
to  come  back  for  more  is  my 
I  goal,”  explained  Ralph  Hartell. 

I  Teens  Helped 

“  ‘Young  Beat’  has  been 
I  worked  out  with  interested  criti- 
j  cal  teens  who  helped  to  develop 
this  feature  with  fresh  and 
valuable  data  for  the  broad 
1  range  of  young  and  adult 
i  readers,”  he  continued.  “We 
i  want  to  make  it  a  bright, 
sprightly,  youthful  column  that 
will  give  news  and  information 
j  vital  to  the  13-21  age  group. 

!  This  ‘newsletter’  will  give  heavy 
:  emphasis  to  clothing,  fads, 

!  sports,  careers,  school  and  col¬ 
lege  developments.” 

Ralph  Hartell  formerly  was 
a  correspondent  in  Munich, 
covering  Germany  for  various 
American  and  British  news  out¬ 
lets,  including  the  International 
I  News  Service,  Reuters  and  the 
Chicago  Tribune.  He  has  con- 
'  tributed  articles  to  national 
'  magazines  and  was  a  writer  of 


network  radio  programs,  in¬ 
cluding  news.  He’s  a  former 
director  of  public  relations  for 
the  Bureau  of  Advertising, 
ANPA. 

^’urked  Vi'illi  Youth 

The  columnist  for  years  has 
been  close  to  youth  through 
work  as  a  history  teacher  for 
boys  and  girls  in  junior  high 
schools  and  high  schools,  sum¬ 
mer  camp  counselor  for  under¬ 
privileged  youth.  He  is  active  in 
his  home  community  (Rowayton, 
Conn.)  with  youth  from  baseball 
to  sailing  and  to  dealing  with 
juvenile  delinquency. 

“The  column  is  based  on  more 
than  two  years  researching  in 
youth  areas — print  research, 
with  teens,  informally  and  in 
classes,  school  and  other  activi¬ 
ties — to  develop  its  form  and 
‘mix,’  ”  said  Hartell,  who  for  the 
last  year  has  edited  the  “Youth 
Beat”  column  of  Newspaper 
Enterprise  Association. 

Young  Reader!* 

“Newspapers  should  get  in 
there  and  actively  compete  with 
the  new  teen  magazines  that 
are  springing  up  every  two  or 
three  weeks,”  said  Hartell. 
“Newspapers  are  in  a  position 
to  get  in  and  speak  to  the  teens 
and  keep  their  sustained  inter¬ 
est.  I  first  got  interested  in  the 
problem  of  newspapers  gaining 
young  readership  when  I  was 
working  for  the  ANPA.  Each 
of  my  columns  will  be  illus¬ 
trated  with  sharply  drawn  art 
to  attract  attention.  There  will 
be  possibilities  for  tie-ins  by 
local  papers. 

“I  will  not  write  down  to 
teens,  but  treat  them  on  an  eye- 
to-eye  level,”  he  added. 

The  columnist  and  his  wife, 
Audrey,  have  a  daughter,  Karin, 
14,  and  a  son,  Billy,  12.  Ralph’s 
a  Cornell  University  graduate. 

She  Has  Hi^li  Regard 
For  Building  Workers 

Philadelphia 

How  does  it  feel  to  swing  out 
300  feet  over  the  city  in  the 
bucket  of  a  construction  crane? 

“It  was  a  nice  view,”  Doris 
Wiley  wrote. 

Mrs.  Wiley,  a  feature  writer 
for  the  Philadelphia  Bulletin 
who  has  tried  such  sports  as 
skydiving  for  her  readers,  ob- 


LBJ  ...  By  Schwarzer 


Caricatures 
Of  News  Sources 
Are  Provided 

A  constantly  updated  carica¬ 
ture  service  providing  drawings 
of  newsmaking  personalities 
around  the  world  was  launched 
by  National  Newspaper  Syndi¬ 
cate,  Chicago. 

The  service  consists  of  a  basic 
package  of  100  one-column 
sketches  which  will  be  supple¬ 
mented  each  month  by  20  or 
more  additional  personalities  as 
they  come  into  the  news. 

Persons  included  are  selected 
on  the  basis  of  news  value  and 
many  fields  of  endeavor  are  rep¬ 
resented,  though  a  majority  are 
political  or  government  figures. 

“This  service  is  one  dramatic 
answer  to  the  tremendous 
amount  of  discussion  we  all  have 
heard  recently  about  what  news¬ 
papers  can  do  to  give  their  pages 
a  lighter,  airier  look  while  main¬ 
taining  the  dignity  they  de¬ 
serve,”  said  Robert  C.  Dille,  Na¬ 
tional’s  president. 

The  caricatures  are  drawn  by 
Lothar  G.  Schwarzer,  a  brilliant 
young  German  artist  whose 
home  is  in  the  allied  section  of 
Berlin.  He  has  a  high  reputa¬ 
tion  throughout  Europe.  Edi¬ 
tors  subscribing  will  help  nomi¬ 
nate  those  to  be  caricatured. 


serves  that  everybody  is  fasci¬ 
nated  by  cranes  and  the  longer  , 
the  boom  the  more  they  gawk.  | 

The  rig  working  at  the  new 
office  building,  “1700  Market," 
draws  thousands  of  observers. 

With  a  Center  City  noontime 
crowd  looking  on,  Doris,  ac¬ 
companied  by  two  construction 
foremen,  made  the  swing  out  in 
the  bucket,  interviewed  the  rig 
operators  and  took  a  turn  at  the 
controls. 
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It  didn't.stop  a  driver  from  killing  3  people. 


Even  killing  3  people  didn’t  stop  her. 
Later  she  was  convicted  for  speeding 
twice.  Still  later,  for  running  another 
STOP  sign. 

Despite  this  record,  she  was  per¬ 
mitted  to  keep  her  driving  license.  (This 
is  not  fiction;  it  is  an  actual  case.) 

If  America’s  automobile  insurance 
companies  had  their  way,  this  woman 
would  never  get  behind  a  steering  wheel 
again. 

But  we’re  not  policemen.  Our  job  is 
to  protect  the  public  from  the  economic 
losses  resulting  from  an  accident. 

The  higher  premiums  bad  drivers 


pay  don’t  begin  to  cover  the  costs  in¬ 
volved.  For  one  thing,  good  drivers  have 
accidents,  too.  For  another,  accidents  in 
the  United  States  rose  more  than  32 
per  cent  in  the  last  decade. 

Then  there’s  inflation.  On  the  average, 
over  the  same  ten  years,  hospital-room 
costs  went  up  92  per  cent;  doctors’  fees, 
39  per  cent;  auto  repair  claim  costs, 
70  per  cent. 

The  result  is  that,  just  since  1956, 
stock  companies  writing  automobile  in¬ 
surance  in  this  country  had  underwriting 
losses  of  more  than  $1  billion. 

That’s  why  we  have  to  raise  car  in¬ 


surance  rates  periodically  to  continue 
giving  full  protection. 

Still,  we’re  doing  all  we  can  to  keep 
costs  reasonable  for  "safe”  or  good  risk 
drivers.  For  example,  we  offer  driver 
education  discounts,  safe  driver  plans, 
farmer  discounts,  and  two-car  discounts 


in  many  areas. 

We’re  also  fighting  an  all-out  war 
against  accidents.  Spending  more  than 
$40,000,000  annually  to  promote  safety 
on  the  highways. 

For  more  information  on  these  and 
other  aspects  of  automobile  insurance, 
call  any  one  of  the  1. 1. 1.  offices  below. 


Insurance  Information  Institute  :  no  William  St.,  N«w  York  212  233-7650  •  Chicago  312  922-5584  •  San  Francisco  415  392-3185 
Atlanta  404  525-8323  •  Dallas  214  741-5195  •  New  Orleans  504  523-3821  •  Miami  305  379-1804  •  Washington,  D.C.  202  347-3929  (PHONE  COLLECT) 


SYNDICATES 


Largest  Circulation  In  South  Carolina 


Nationally  represented  by  THE  BRANHAM  COMPANY 


Bart  Starr  Tells 
His  Football  Story 

Bart  Starr,  quarterback  of  the 
world-champion  Green  Ray 
Packers  professional  footi)all 
team,  tells  his  story  in  a  10-part 
newspaper  serialization  of  his 
book,  “Quarterbacking”  ( Pren¬ 
tice-Hall).  The  series  is  for  the 
weeks  of  Oct.  16  and  23  and  is 
distributed  by’  the  United  Fea¬ 
ture  Syndicate. 

In  the  excerpts,  Starr  tells 
how  he  learned  to  love  the  game, 
how  he  overcame  an  early  lack 
of  confidence  in  himself,  how 
Coach  Vince  Lombardi  helped 
him  rise  from  “just  another 
quai’terback”  to  the  talented 
field  general  he  is,  how  training 
procedures,  attitudes,  strategy’ 
and  intensive  coaching  play  a 
part  in  the  Packet’s'  success. 


Warren  Cartoon 
Distributed  By 
New  Syndicate 


his  mail,  picks  up  an  Enquirer  His  visible  concentration  keeps  pointed  Western  U.S.  sales  rep- 
and  goes  to  the  restaurant  next  most  people  awav  resentative  for  World  Book  En- 

door  to  eat  breakfast.  When  someone*  does  sit  down  cyclopedia  Science  Service,  Inc., 

While  he  is  popular  and  at  his  table,  L.  D.  explains  that  '^as  announced  by  James  M. 

friendly  later  in  the  day,  he  is  hp  must  read  the  paper  closely  Godbold,  president  of  the  news 

stern  about  breakfast  being  and  that  he  does  not  have  time  syndicate. 

working  time.  He  eats  alone  and  to  talk.  succeeds  Joe  Costa,  who 

prefers  that  fellow’  employes  or  Back  upstairs  in  his  office  (he  l^as  been  named  illustrations  edi- 
friends  w’alk  quietly  past  his  and  Brady  Black,  editor,  have  tor  for  WBESSI  in  its  Houston 

- the  only  private  ’offices  in  the  editorial  offices.  For  the  past  15 

.news  department)  L.  D.  keeps  years  Bell  has  been  editor  and 
reading  and  sketching  until  the  publisher  of  the  Fort  Walton 
I  idea  for  the  day’s  cartoon  is  Beach  (Fla.)  Daily  News,  which 
^  '  right.  he  built  from  a  weekly  to  a  daily 

C-__/  i  He  works  steadily  until  3:30  with  10,000  circulation.  He  has 

j — I  p.m.  when  the  cartoon  is  fin-  served  as  a  director  and  vice- 

_  ished.  He  goes  back  to  the  res-  president  of  the  Florida  Press 

taurant — waitresses  keep  the  Association,  and  has  won  numer- 
same  table  for  him — for  lunch,  ous  editorial  awards  in  Florida 


wants  to  talk.  Anyone  is  wel-  A  Florida  native.  Bell  has  a 
come.  BS  degree  with  a  major  in  jour- 

Long  Day’s  Work  nalism  from  Florida  State  Uni¬ 

versity.  In  his  new’  post,  he  has 
At  4:30  p.m.  he  turns  his  taken  up  residence  at  17551  De 
drawing  in  to  the  editorial  page  Long  Circle,  Huntington  Beach, 
editor  then  continues  to  work,  Calif, 
studying  daily  news  reports, 
out-of-town  newspapers  and 
new’s  magazines  until  8  or  9 
p.m.  w’hen  his  12  hours  at  the 

office  end.  »  *  v 

apartment  ..  > 


The  riverv’iew 
w’here  Mr.  and  Mrs.  Warren  live  ( 

on  a  hill  above  the  city  is  the 
scene  of  many  lively  discussions 

by  various  friends  around  the  iVvHIL  » 

city  and  other  newspaper  peo- 
pie.  Mrs.  Warren  is  a  photog- 
rapher  for  the  Cincinnati  Post- 

the  Enquirer,  then  stereotype  \ 

firm  picks  up  the  cut,  pulls  mats  \ . 

and  proofs  and  mails  them  to 
subscribing  newspapers  during 

the  night.  Therefore,  all  new’S-  , 

papers  can  publish  them  the  !■ 

same  day  they  appear  in  the  '  ""  * 

Enquirer.  Wayne  B.  Bell 

EDITOR  ac  PUBLISHER  for  September  30,  1967 


1*  §(a(c 

The  Columbia  Record 


Chicago  News 

{Continued  from  page  11) 


ship  is  higher  when  financial 
pages  directly  follow  sports,  in¬ 
stead  of  being  in  separate  sec¬ 
tions,  Steven  said. 

Public  Service  (iuliiinii 

“People’s  pages”  are  a  new 
concept  for  the  News.  They  will 
contain  features  and  stories 
about  indivitluals,  more  promi¬ 
nent  display  of  a  gossip  column 
by  Virginia  Kay  and  a  humor 
column  by  Mike  Royko,  plus  a 
public  service  column  to  l)e  run 
by  John  Justin  Smith,  one  of 
the  paper’s  standout  feature 
reporters,  who  recently  returned 
to  the  News  after  a  stint  in  tv. 
This  latter  column  has  been 
tagged  Beeline.  It  will  answer 
questions  and  solve  problems  for 
readers  who  phone  or  write  to 
the  paper. 

Steven  said  Beeline  will  try  to 
“work  out  some  things  for 
readers  that  no  paper  has  tried 
before.” 

Glamor  will  be  infused  by  the 
presence  at  O’Hare  Internation¬ 
al  Airport  daily  of  a  character 
the  News  will  call  Sally  O’Hare. 
She  was  described  as  a  model 
with  some  reportorial  experience 
who  will  interview  plane  passen¬ 
gers  at  the  port. 

“She’ll  be  just  what  the  tired 
businessman  needs — someone  to 
talk  with  before  or  after  a  plane 
trip,”  was  Steven’s  way  of  put¬ 
ting  it.  “Newspapers  haven’t 
covered  airports  the  way  they 
should  and  we’re  going  to  do  it. 
There  are  a  lot  of  stories  out 
there  that  aren’t  being  re¬ 
ported.” 

He  hastened  to  mention  that 
Sally  will  be  modishly  attired 
and  will  drive  a  bright  red  for¬ 
eign  car  to  and  from  the  airport 
in  a  mod,  pop,  op(eration). 

Entertainment  coverage  will 
be  strengthened  by  the  daily  ad¬ 
dition  of  Dorothy  Manners, 
writing  out  of  Hollywood  for 
King  Features  Syndicate,  and 
Earl  Wilson,  Publishers-Hall 
Syndicate  night  club  columnist. 
Miss  Manners  succeeded  the  late 
Louella  Parsons. 

(iicnn  Space  Writer 

Lt.  Col.  John  Glenn  Jr.,  will 
write  on  space,  with  a  series 
starting  Oct.  12  described  as 
tying  the  first  moon  trip  to 
Christopher  Columbus’  discovery 
of  America. 

John  Fischetti,  editorial  car¬ 
toonist  with  Publishers-Hall, 
becomes  the  chief  staff  cartoon¬ 
ist.  The  News  has  been  intro¬ 
ducing  him  the  past  several  days 
by  publishing  his  cartoons  on 
Chicago  life. 

Insight,  a  daily  story  on  a 

editor  8c  publisher 


variety  of  subjects,  will  be  a 
page  three  feature  designed  to 
form  reader  habit  patterns.  The 
Daily  News  foreign  staff, 
Washington  bureau  staffers,  the 
sports,  feature  and  financial 
staffs  will  contribute  to  this 
feature  as  the  paper  increases 
its  news  hole  by  at  least  eight 
columns  a  day. 

Steven  described  Insight  as 
“honest  reporting  in  depth  with 
interesting  subjects  covered  in 
detail.”  Subject  material  will  be 
on  the  arts,  sports,  politics,  per¬ 
sonalities,  sex,  religion  and  per¬ 
sonal  affairs. 

Five  new  comic  strips  and 
panels,  some  in  color,  and  ex¬ 
panded  tv  coverage  are  other 
additions. 

New  body  type  will  be  Im¬ 
perial  nine-point  on  10-point 
slug.  Heads  will  be  basic  Bodoni, 
downstyle,  except  for  the  first 


letter  of  the  line.  All  standard 
types  and  logos  have  been  rede¬ 
signed.  Feature  pages  will  be  in 
16  and  21  pica  columns,  with  the 
basic  column  width  11  picas. 

Empha^iis  on  ('olor 

Photo  display  and  coverage 
will  be  expanded  with  the  major 
color  emphasis  in  the  women’s 
pages. 

Steven  said  the  editorial  staff 
is  being  enlarged  and  active  re¬ 
cruiting  is  in  progress  for 
talented  writers  and  experi¬ 
enced  newsmen. 

Summing  up,  Steven  described 
the  new  News  as  adding  value, 
variety  and  humanity  to  the 
serious  quality  that  has  marked 
the  paper’s  existence. 

The  circulation  skirmish  be¬ 
tween  the  News  and  the  Ameri¬ 
can  has  become  intense  the  past 
two  years.  The  News  Monday  to 


Friday  sells  464,221  papers, 
479,958  on  Saturday.  The  Amer¬ 
ican,  Monday  through  Friday, 
circulates  to  443,761  and  on  Sun¬ 
day  to  507,182.  Saturday’s  cir¬ 
culation  is  358,474. 

• 

Gannett  Co.  Stock 
Issue  Is  Registered 

Paul  Miller,  president  of  Gan¬ 
nett  Co.  Inc.  announced  Sept.  20 
that  the  company  had  filed  a 
registration  statement  covering 
a  proposed  sale  of  500,000 
shares  of  its  common  stock,  par 
value  $1,  through  a  group 
headed  by  the  First  Boston  Cor¬ 
poration.  This  represents  the 
first  public  offering  of  the  com¬ 
pany’s  stock. 

Net  proceeds  from  the  sale  of 
the  common  stock  will  be  applied 
toward  the  prepayment  of  a 
long-term  bank  loan.  Miller  said. 


PROGRAMMING 

WRITERS: 


If  you're  an  experienced  programming 
writer,  here  are  nine  reasons  why  you 
should  join  IBM  in  Boulder,  Colorado. 


(1)  IBM  is  in  the  thick  of  one  of 
the  fastest  growing  major  industries 
in  the  world — information  handling 
and  control.  You  could  grow  with  us. 
(2)  Boulder,  Colorado,  is  just  an 
hour’s  drive  from  some  of  the  best 
skiing  in  the  world.  (3)  Boulder  is 
the  home  of  Colorado  University — 
and  IBM  offers  generous  support  for 
further  education.  (4)  You  would  live 
in  the  beautiful  Rockies.  (5)  You’d 
be  just  27  miles  from  the  big  city 
attractions  of  Denver.  (6)  The  cli¬ 
mate  is  superb.  (7)  Boulder  offers  a 
rich  and  varied  cultural  life,  because 
of  the  University  and  the  high  per¬ 
centage  of  professional  people  who 
live  and  work  in  Boulder.  (8)  You’re 
just  30  minutes  from  the  spectacular 
beauty  of  the  Continental  Divide.  (9) 
IBM  pays  all  your  moving  expenses. 

And  one  more  for  good  measure — 
we  could  go  on  all  day — IBM  offers 
a  full  range  of  company-paid  benefits, 
including  a  Tuition  Refund  Program. 

See  if  you  qualify 

You  must  have  at  least  two  years’ 


experience  in  programming  writing. 
Your  job  will  be  to  write  vital  publi¬ 
cations  and  manuals  that  describe  the 
use  and  operation  of  IBM  programs. 
The  success  of  IBM's  computers  and 
programs  depends  heavily  on  what 
you  do.  A  college  degree  is  preferred, 
but  not  required. 

Just  write  to  Mr.  McIntyre 

If  this  sounds  good  to  you,  write  to: 
Mr.  Keith  E.  McIntyre, 

IBM  Corporation, 

Department  WD8-J5, 

P.O.  Box  1900, 

Boulder,  Colorado  80902 


IBM 

An  Equal  Opportunity  Employer 
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TEAMVtORK  AM)  EQIIPMENT 


Millions  Invested  in  Presses  to  Print  Color 


By  Gulden  L.  Fariti 

M«Tliaiiii'al  Supfrinlendfiii 

Indianapolis  Star  and  Ncks 

Much  has  l)een  said  and  writ¬ 
ten  during  the  last  10  years 
alKmt  the  prerequisites  for  good 
newspaper  color  and  many 
seemingly  diverse  formulas  have 
been  advanced.  Closer  scrutiny, 
however,  reveals  that  all  have 
much  in  common:  Consistently 
good  newspaper  color  can  l)e  pro¬ 
duced  only  where  there  is  desire, 
teamwork,  technical  competence 
and  modern,  well-maintained 
printing  equipment. 

In  Indianapolis  at  the  Star 
and  the  .Vcies  the  last  of  these 
essential  ingredients  presents  no 
problem  as  we  already  have  one 
of  the  l)est-equipped  pressrooms 
in  the  country  and  will  Ije 
further  improving  it  in  January, 
1968,  by  the  addition  of  9  Mark 
II  Goss  Units  capable  of  pro¬ 
ducing  72  pages  with  full  color 
at  70,000  impressions  per  hour. 
This  new  press,  costing  well  over 
one  million  dollars,  along  with 
our  present  28  modern  units,  is 
ample  proof  of  our  Publisher’s 
desire  to  provide  us  with  the 
means  to  do  the  best  possible  job 


ABITIBI 

APPOINTMENT 


J.  E.  COTTRELLE 


T.  J.  Bell,  President  of 
Abitibi  Paper  Company 
Ltd.,  announces  the  ap¬ 
pointment  of  J.  E.  Cot- 
trelle  as  Senior  Vice- 
President  —  Sales 
(Newsprint  and  Pulp). 

Mr.  Cottrelle’s  business 
career  with  Abitibi 
began  in  1934  as  a 
newsprint  sales  repre¬ 
sentative.  His  present 
responsibilities  include 
executive  duties  as 
President  and  General 
Manager  of  Abitibi 
Paper  Sales  Ltd.  He  is 
also  a  Director  of  Pro¬ 
vincial  Paper,  Limited. 
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of  reproduction  whether  it  lie 
color  or  black  and  white. 

The  other  ingredients  of  de¬ 
sire,  teamwork  and  technical 
competence  are  not  easily  at¬ 
tained  but  our  resolve  is  strong 
and  we  sincerely  believe  that 
we’re  well  on  our  way  to  real¬ 
izing  them.  I  might  add  that 
this  belief  was  tangibly 
strengthened  when  we  were  ad¬ 
vised  that  the  Indianapolis  Star 
had  won  2  top  prizes  in  E&P’s 
ROP  Color  Awards  competition 
for  the  best  newspaper  adver¬ 
tising  color  in  America.  We 
were  further  elated  to  learn  that 
the  Star  was  the  only  news¬ 
paper  to  win  2  top  prizes  this 
year. 

We  launched  our  original  color 
program  rather  simply  by  going 
all  out  to  improve  black  and 
white  reproduction.  We  felt  that 
by  doing  this  we  could  develop 
team  spirit  and  the  desire  to 
produce  lietter  quality  printing. 


New  Paper 

(Continued  from  page  12) 


willing  to  pay  for  the  paper  and 
on  the  basis  of  this  data  the  pub¬ 
lishers  decided  upon  a  subscrip¬ 
tion  price  of  50  cents  a  week  on 
a  seven-day  basis.  Newsstand 
pi  ices  were  10c  for  the  daily  and 
25c  for  the  Sunday  issues.  .A 
year  later  the  weekly  subscrip¬ 
tion  price  was  increased  to  60c 
without  loss  of  subscril)ers. 

A  promotion  campaign  of  hill- 
Iward  advertising  throughout 
the  county,  and  advertising  in 
newspapers  and  other  publica¬ 
tions  was  carried  out  and  a 
strong  effort  made  to  impress 
upon  the  people  of  Cocoa  and 
vicinity  that  Today  was  their 
hometown  paper.  The  effort  was 
.sufficiently  .successful  to  build 
Today’s  current  circulation  up 
to  approximately  43,000  and  to 
attain  advertising  linage  in 
March  of  this  year  of  approxi¬ 
mately  2,000,000. 

Spezzano  said  that  this  had 
been  possible  because  the  fast¬ 
growing  county  of  Brevard 
wanted  its  own  newspaper. 

At  the  ISCMA  ban(|uet,  at¬ 
tended  by  more  than  200  dele¬ 
gates  and  their  wives,  plaques 
for  achievements  which  have 
enhanced  the  reputation  of  cir¬ 
culation  managers  were  pre¬ 
sented  to: 

Thomas  Davis  Jr.,  publisher, 
Pottsville  (Pa.)  Republican; 


At  the  same  time  we  examined 
our  deadlines  to  insure  sufficient 
time  for  the  proper  processing 
of  color  pages  or,  where  neces¬ 
sary,  to  obtaining  replacement 
printing  material.  In  addition, 
we  set  up  inspection  procedures 
for  all  color  material.  Our 
checking  system  calls  for  all 
material  to  be  delivered  to  the 
Stei-eotype  Department  where  it 
is  inspected  carefully.  If  de¬ 
fects  are  found  which  cannot  be 
corrected  in  our  plant,  we  re- 
(luest  new  material  from  the 
agency  or  the  adv'ertiser.  In 
every  instance  we’ve  found  them 
more  than  cooperative  in  fur¬ 
nishing  new  material.  Needless 
to  say,  they  prefer  to  be  notified 
of  any  printing  material  faults 
prior  to  publication  rather  than 
after. 

When  the  material  has  been 
cleared  for  processing,  the 
Stereotypers,  each  of  whom  has 
been  carefully  trained  in  every 
step  of  color  production,  shep¬ 
herd  it  through  the  various 
processing  stages  from  moulding 
to  nickel  plating.  Additionally, 


Barney  G.  Cameron,  general 
manager,  Pittsburg  Press;  Ray 
F.  Mack,  business  manager, 
Washington  Daily  News;  J. 
Montgomery  Curtis,  vicepresi¬ 
dent,  Knight  Newspapers;  L.  W. 
McFetridge,  vicepresident  and 
circulation  director,  Tulsa 
World;  Ray  W.  Gilliland,  cir¬ 
culation  director,  Lancaster 
(Pa.)  Newspapers;  Virgil  Fas- 
sio,  circulation  director,  Detroit 
Free  Press;  and  Paul  E.  Fink, 
circulation  director,  Williams¬ 
port  (Pa.)  Grit. 

• 

Vodreys  Will  Acquire 
Brusli-Moore  Statioii8 

Canton,  Ohio 

Sale  of  radio  stations  WHBC- 
AM  and  WHBC-FM  was  an¬ 
nounced  Sept.  27  by  G.  Gordon 
Strong,  president  of  Brush- 
Moore  Newspapers  Inc. 

Outstanding  stock  of  Ohio 
Broadcasting  Co.,  which  oper¬ 
ates  \VHBC  at  Canton,  will  go 
to  William  H.  Vodrey  Jr.  and 
family  of  East  Liverpool,  Joseph 
Kelly  Vodrey  of  Canton  and 
Mr.  and  Mrs.  Gerald  F.  Boyd 
and  family  of  Portsmouth.  Mrs. 
Boyd  is  the  former  Louise  Vod¬ 
rey. 

Stock  of  Ohio  Broadcasting  is 
owned  by  Brush-Moore  News¬ 
papers. 

Strong  announced  the  price 
at  $2.8  million.  The  transaction 
is  subject  to  Federal  Communi- 


our  stereotyping  equipment  is 
checked  daily  to  insure  that  it  is 
producing  plates  to  proper 
specifications. 

In  the  Press  Room,  our  color 
program  has  been  helped  im¬ 
measurably  by  a  training  pro¬ 
gram  initiated  several  years  ago, 
largely  by  the  pressmen  them¬ 
selves.  This,  and  the  fact  that 
our  pressmen  take  great  pride 
in  their  work,  has  resulted  in 
some  really  outstanding  color. 
In  addition,  we  are  very  careful 
to  match  the  inks  requested  by 
the  advertiser. 

On  the  subject  of  inks,  there  is 
no  doubt  that  the  AdPro  inks 
have  made  a  great  contribution 
to  the  printing  of  good,  clean, 
bright  and  more  lifelike  news¬ 
paper  color. 

In  conclusion,  it  is  my  firm 
Ijelief  that  outstanding  color  can 
be  produced  regularly  and  at 
top  production  speed  by  today’s 
newspapers.  The  equipment  is 
available  and  the  inks  have  been 
developed.  All  that  has  to  be 
provided  is  the  will  to  do  it. 


cations  Commission  approval  of 
the  transfer  of  WHBC’s  license. 

With  the  impending  sale  of 
Brush-Moore  stock  to  Thomson 
Newspapers  Inc.,  it  is  necessary 
for  Brush-Moore  to  dispose  of 
WHBC,  he  said. 

The  prospective  owners  of  the 
station  long  have  been  con¬ 
nected  with  Brush-Moore. 

• 

Hibbiiig  Daily  Sold 

Sl’PERIOR,  Wis. 

The  Hibbing  (Minn.)  Daily 
Tribune  has  been  purchased 
by  the  Telegram  Company  of 
Superior  from  James  and  Peter 
Hitchcock,  it  was  announced 
Sept.  26  by  Morgan  Murphy, 
president  of  the  Telegram  Co. 

• 

Adds  Sun.  Edition 

Salisbi  ry,  Md. 

The  Daily  Times  has  an¬ 
nounced  plans  to  publish  a  Sun¬ 
day  Edition,  beginning  Oct.  22 
with  an  anticipated  distribution 
of  32,000  copies.  It  will  contain 
a  color  comic  section.  Family 
Weekly,  and  a  tabloid  tv  section. 
• 

Assigned  to  London 

Miss  Brenda  Warner  Rotzoll 
of  United  Press  International 
news  bureau  in  Chicago  has 
been  reassigned  to  the  London 
bureau.  Miss  Rotzoll  sailed  for 
Great  Britain  Sept.  22  aboard 
the  Queen  Mary. 
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Don’t  Let  A  File  Clerk  Select  Tearsheets! 


BliDO-Miniieupolis 


Emmett  Morgan,  production  manager,  BBDO-Minneapolis,  checks 
tearsheets  from  six  newspapers  from  all  over  the  country  against  an 
engravers'  proof. 


I 

By  Eiiiniett  Morjian 
I’rodiirliun  Manufser, 

Apparently  production  men  at 
newspapers  have  told  Editor  & 
Pi'BLisHER  that  a  character 
I  named  Morgan  in  BBDO’s  Min- 
I  neapolis  office  was  watching 

j  their  printing  quality  like  a 

hawk.  Some  of  them  had  re¬ 
ceived  letters  of  commendation; 
others,  very  critical  letters 

.  along  with  a  tearsheet  illustrat¬ 
ing  the  poorly  printed  ad.  Per- 
'  haps  I  should  explain  why  I  feel 
about  their  work  as  I  do. 

My  career  in  advertising 

started  in  Chicago.  1  began  as 
an  artist  in  a  large  studio,  after 
World  War  II.  Until  eight  years 
ago,  I  worked  as  an  art  director 
here  at  BBDO  and  in  two  other 
shops.  This  I  feel,  accounts  for 
the  heavy  emphasis  I  place  on 
quality  in  reproduction. 

My  greatest  criticism  of  pro¬ 
duction  men  over  the  years  has 
been  their  lack  of  concern  in  the 
area  of  engraving  and  printing 
quality.  Four  years  ago  one  of 
the  nicest  compliments  ever  paid 
me  came  from  a  Chicago  en¬ 
graver.  After  several  exasperat¬ 
ing  hours  and  still  no  okay  on 
any  of  his  proofing  efforts,  he 
said:  “You’re  tougher  than  any 
blank-blank  art  director  I’ve  had 
to  work  with!’’  Needless  to  say, 
the  comment  was  not  meant  to 
be  complimentary.  But  that’s  the 
way  I  took  it. 

Watched  Closely 

Many  pressmen  might  be  sur¬ 
prised  to  know  that  what  they 
are  doing  (2,000  miles  away 
from  the  agency  and  client  who 
placed  a  black-and-white  or 
color  ad  in  their  newspaper)  is 
being  watched  very  closely. 
Their  printing  is  being  com¬ 
pared  critically  with  tearsheets 
from  all  the  newspapers  used. 
After  a  few  years  of  comparing 
tearsheets  of  ads  from  around 
the  country,  an  agency  produc¬ 
tion  man  can  make  a  fairly  ac¬ 
curate  evaluation  of  each  news¬ 
paper  and  can  rate  them  on  a 
quality  point  system.  Some  pa¬ 
pers  he  knows  will  do  a  consist¬ 
ently  fine  printing  job  with  few 
quality  lapses;  others  are  me¬ 
diocre  or  poor.  From  a  given 
list  of  newspapers,  the  produc- 


(E&P  invited  Mr.  Morgan  to 
write  an  article  for  the  ROP 
Color  Awards  issue  because  he 
has  earned  a  reputation  of 
being  an  expert  critic  of  news¬ 
paper  printing  quality.  He  is 
production  manager  at  Batten, 
Barton,  Durstine  &  Osborn, 
Minneapolis. 


tion  man  can  predict  what  de¬ 
gree  of  e.\cellence  or  mediocrity 
can  be  expected.  And  he  will  so 
advise  his  client. 

Agency  production  men  who 
simply  produce  material  for  re¬ 
production  and  do  not  follow  up 
by  comparing  tearsheets,  writ¬ 
ing  letters  for  additional  tear- 
sheets  and,  if  necessary,  for  a 
“make-good”,  are  doing  but  half 
their  job.  The  easy  half!  I  feel 
that  when  a  newspaper  has  done 
an  outstanding  job  of  printing, 
the  pressmen,  advertising  man¬ 
agers  and  editors  should  be  made 
aware  of  it  by  a  congratulatory 
letter.  This  helps  prove  to  them 
that  agency  people  can  recognize 
good  printing  as  well  as  bad! 
With  good  reason,  many  news¬ 
paper  advertising  managers  and 
pressmen  feel  w’e  can  recognize 
only  what  is  bad, 

I’robicm  with  Material!* 

To  supply  materials  that  are 
suitable  for  newspaper  repro¬ 
duction  is  somewhat  of  a  prob¬ 
lem.  Some  newspapers  want 
plastic  plates  from  which  they 
make  their  own  mats;  most  how¬ 
ever  prefer  direct  cast  mats. 
Nearly  all  of  the  newspaper  ads 
for  BBDO-Minneapolis  clients 
are  run  on  plates  cast  from  di¬ 
rect  cast  mats.  The  balance  are 
from  plastic  plates.  Reproduc¬ 
tion  from  the  direct  cast  mats 
far  exceeds  the  quality  run  from 
plastic  plates. 

When  an  ROP  color  campaign 
has  been  scheduled  for  a  BBDO- 
Minneapolis  client,  our  produc¬ 
tion  department  writes  a  letter 
to  each  newspaper.  We  tell 
them  they  will  be  getting  ma¬ 
terial  for  an  ROP  color  ad  plus 
an  engraver’s  proof  if  posible. 
We  ask  them  to  call  or  write  us 
immediately  if  they  have  any 
questions  or  special  requests  and 
to  send  us  tearsheets  each  time 
the  ad  is  run — tearsheets  I’epre- 
senting  the  entire  run,  not  just 
the  best  part. 

Faults  arc  Showing 

It  never  ceases  to  amaze  me 
that  some  of  the  tearsheets  we 
(and  unfortunately  our  client) 
receive  are  Vi"  out  of  register, 
have  very  little  ink  showing, 
have  offsetting  from  a  facing 
page  or  have  such  terrible  show- 
through  that  the  ad  is  totally 
unacceptable.  When  questioned 
later,  the  ad  manager  of  the  pa¬ 
per  can  often  show  that  what 
we  saw  were  start-up  copies;  the 
ad  actually  reproduced  well.  But 
why  send  bad  tearsheets  in  the 


first  place?  Why  not  choose 
them  with  common  sense  and 
good  judgment?  Once  the  agency 
and  the  client  have  seen  a  mis¬ 
erable  lot  of  tearsheets,  the  pa¬ 
per  will  be  suspect  no  matter 
how  many  excellent  tearsheets 
are  sent  of  the  press  run  later. 

Agency  production  men  should 
be  in  sympathy  with  newspaper 
quality  control  problems.  We 
should  recognize  the  start-up 
register  problems,  web  breaks, 
variation  in  ink  and  newsprint 
and  severe  time  limitations. 
However,  even  the  most  under¬ 
standing  production  man  cannot 
always  prevent  an  unjust  make- 
good-i/  a  paper  was  negligent 
enough  to  send  out  terrible  tear- 
sheets  to  both  agency  and  client. 
I  REPEAT,  GET  SOMEONE 
WITH  KNOWLEDGE  AND 
COMMON  SENSE  TO  SE¬ 
LECT  TEARSHEETS!  It’s  not 
a  job  for  the  file  clerk  or  of¬ 
fice  boy. 

Defensive  I.elter 

Some  newspapers,  when  chal¬ 
lenged  to  prove  that  an  accept¬ 
able  job  was  done  in  printing  a 
color  ad,  will  send  poor  tear- 
sheets  of  the  run  along  with  a 
very  defensive  letter  from  the 
ad  manager  stating  that  “the 
quality  exemplified  by  the  en¬ 
closed  tearsheets,  in  our  opinion, 
shows  that  an  acceptable  job 
was  done — one  that  could  not  be 
improved  upon  by  other  news¬ 
papers  running  this  same  ad.” 

In  reply  to  this  type  of  letter, 
we  send  tearsheets  from  other 
newspapers  that  have  done  an 
excellent  job.  We  show  the  de¬ 
fensive  newspaper,  in  an  iso¬ 
lated  world  of  its  own,  what 
other  papers  larger  and  smaller 


than  theirs  can  do  given  the 
same  materials.  The  difference, 
of  course,  is  in  the  people  run¬ 
ning  the  presses.  If  you  have  an 
“old  pro”  who’s  been  in  the  busi¬ 
ness  for  40  years  and  the  last 
time  he  had  an  open  mind  about 
printing  quality  was  when  he 
worked  on  a  flat  bed  press,  you’ll 
have  a  tough  time  getting  his 
pressmen  excited  about  a  gripe 
letter  from  a  client  or  an 
agency. 

Examples  Should  Be  Posted 

Yet,  age  really  has  nothing  to 
do  with  an  open  mind.  Some  of 
the  young  mechanical  superin¬ 
tendents  are  uncooperative,  too. 
They  judge  the  quality  of  their 
printing  only  by  what  is  done 
in  their  own  pressroom  or  the 
pressrooms  of  other  local  papers. 
They  don’t  seem  to  realize  that 
the  advertiser  and  his  agency 
judge  their  work  on  a  national 
basis.  We  can  see  what  their 
printing  looks  like  when  com¬ 
pared  with  printing  done  on  the 
other  coast — or  even  in  Hawaii. 

Tearsheets  that  newspaper  ad 
managers  get  from  around  the 
country  should  be  posted  period¬ 
ically  in  their  own  pressrooms 
so  that  their  press  foreman  and 
pressmen  could  see  the  quality 
of  printing  done  elsewhere.  It 
would  give  them  a  good  basis  for 
judging  the  work  they  are  do¬ 
ing,  a  chance  to  see  how  they 
stack-up,  not  just  locally,  but 
compared  with  papers  all  across 
the  country.  Only  if  they  are 
shown  such  examples  can  they 
have  the  same  objectivity  that 
an  agency  production  man  and 
his  client  have.  Only  then  can 
all  of  us  judge  printing  quality 
by  a  common  standard. 
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Obituary 

John  F.  Lewis,  fio,  retired 
advertising  director  of  the  St. 
Paul  (Minn.)  Dispatch  and 
Pioneer  Press;  Sept.  15. 

*  *  * 

Elliott  Robinson,  62,  Chic¬ 
ago  Daily  Xews  photographer 
and  winner  of  numerous  awards; 
Sept.  21. 

4:  *  * 

Auus  L.  PODRASNIK,  75,  re¬ 
tired  insurance  manager  of  the 
Chicago  Sun-Times ;  Sept.  20. 

*  ♦  ♦ 

Leo  Dieker,  62,  who  was  as¬ 
sociated  with  the  Hanover 
(Kans.)  Sews,  a  weekly,  for  46 
years  until  he  sold  it  two  weeks 
ago;  Sept.  19. 

*  *  * 

Leon  Trepanier,  86,  Montreal 
newspaperman  for  many  years; 
local  historian;  Sept.  19. 

*  ♦  ♦ 

Harold  Davies,  85,  former 
editor  of  the  Moose  Jaw  (Sask.) 
Times-Herald  and  a  member  of 
its  staff  for  45  years;  Sept.  18. 

* 

Prof.  Edward  F.  Mason,  79, 
University  of  Iowa  School  of 
Journalism  teacher  since  1930; 
Sept.  21. 

*  *  * 

Earl  G.  Talbott,  61,  a  news¬ 
paperman  for  44  years  who 
ended  his  career  as  a  rewrite- 
man  for  the  Sew  York  Herald 
Tribune;  Sept.  23. 

*  *  * 

EL.Mra  S.  Hubbell,  78,  a  for¬ 
mer  publisher  of  the  Middletown 
(Conn.)  Press;  Sept.  25. 

• 

Ex-Employe  Moves  Up 
In  Canadian  Press 

Montreal 

J.  R.  H.  Sutherland  of  the 
Sew  Glasgow  (N.S.)  Sews  was 
elected  first  vicepresident  of  The 
Canadian  Press  at  the  meeting 
of  directors  at  Montebello  last 
week. 

Sutherland  worked  as  a  re¬ 
write  man  in  CP  bureaus  be¬ 
tween  1934  and  1936. 

W.  J.  Blackburn  of  the  Lon¬ 
don  (Ont.)  Free  Press  was 
elected  second  vicepresident  of 
the  national  news  co-operative. 

The  elections  were  required 
liecause  of  the  death  July  10  of 
R.  A.  Graybiel  of  the  ll’mdsor 
(Ont.)  Star. 

• 

Buys  Railroad  Site 

Akron,  O. 

The  Beacon  Journal  Publish¬ 
ing  Co.  has  purchased  the  old 
freight  depot  of  the  Erie- 
Lackawanna  Railroad  which 
consists  of  three  buildings  and 
three  acres  of  ground.  The 
price  was  $200,000.  The  Knight 
newspaper  plans  to  use  part  of 
the  warehouse  space  for  news¬ 
print  storage. 


classified  section 

Benefit  from  our  Vast  Newspaper  Audience 


A  V\Ol  NCEMENTS 
iSeicspaper  Appraisers 


ANNOl  M.EMEM'S 
Seicspapers  For  Sale 


APPRAISALS  FOR  ESTATE.  TAX,  |  S.C.  COLTNTY-SEAT  WEEKLY 
I  partnership,  loan  and  insurance  pur-  $35,000;  $10,000  cash.  P.T.  Hines,  Pub- 
poses.  Sensible  fees.  Brochure.  Marion  i  Ushers'  Service.  334  Jefferson  Bldg., 
R.  Krehbiel,  Box  88,  Norton,  Kansas.  Greensboro,  N.C.  27401.  Ph.  274-3670. 


Seicspaper  Brokers 

CONFIDENTIAL  INFORMATION 
Daily  Newspaper  Properties 
W.  H.  Glever  Co.,  Ventura,  Calif.  93001 


IT'S  NOT  THE  DOWN  PAYMENT 
that  buys  the  newspaper — it's  the  per¬ 
sonality  and  ability  of  the  buyer.  'This 
is  why  we  insist  on  personal  contact 
selling. 

LEN  FEIGHNER  AGENCY 
Box  189,  Mount  Pleasant,  Mich.  48838 


I  CONFIDENTIAL  INQUIRIES  invited. 

I  Substantial  eastern  weekly  newspaper 
1  property  being  offered  to  financially 
responsible  principals.  Grossing  $250,- 
000  in  burgeoning  economic  area.  LP 
plant  in  modern  building,  fully  stafferl. 
■Total  price  5%  off  gross — half  cash.  No 
I  brokers.  Box  1584,  Editor  &  Publisher. 


VERNON  V.  PAINE 
Daily  papers — Nation-wide  service 
899  W.  Bonita,  Claremont,  Calif.  91712 


NEGOTIATORS  for  transfer  of  news- 
I  paper  properties — sale  or  purchase. 
'  Dixie  Newspapers.  P.O.  Box  490,  Gads- 
I  den,  Ala.  35902.  Ph:  (AC  206)  646-3357. 

NEWSPAPER  SALES  -  APPRAISALS 
Personnel  and  Equipment  Speelalists 
MID-SOUTH  MANAGEMENT  CO. 

I  N.  J.  Babb,  Dial  (803)  582-4611 
I  P.O.  Box  1657,  Spartanburg,  S.C.  29301 


^  The  DIAL  Agency,  1503  Nazareth, 
i  Kalamazoo,  Mich.  49001,  Ph. :  349-7422. 
,  "America's  No.  1  Newspaper  Broker.” 

i  HARRIS  ELLSWORTH,  Licensed  Bkr. 
Serving  the  Pacific  Northwest 
Box  509,  Roseburg,  Oregon  97470 

ARIZONA  AND  WESTERN  PAPERS 
Dean  Sellers,  Broker,  John  Hogue,  As¬ 
sociate,  637  E.  Main  St.,  Mesa,  Ariz, 
85201.  Ph. :  (602)  964-2431  or  964-2952. 


yewspaper  Consultants 

PHIL  TURNER  ASSOCIATES 
430  E.  Verdugo  Ave.,  Suite  1 
Burbank.  Calif.,  91501.  (213)  846-2021 


I  Newspapers  For  Sale 

BILL  MATTHEW.  New8pai)er  Broker. 
129  Buena  Vista  Drive,  Dunedin,  Fla., 
has  several  quality  dailies  and  weeklies 
available  in  the  Midwest  and  Southeast. 
PHONE  AC  (813)  733-2966 

1  SMALL  SUBURBAN  WEEKLY.  All 
legals.  Very  well  accepted.  Good  growth 

■  potential  and  a  paid  circulation.  Offset 
1  and  no  plant  or  equipment.  Near  Chi- 
I  cago's  rich  north  shore.  Ideal  printing 

■  contract.  Write  for  interview.  Box  1342, 

'  Editor  &  Publisher. 

TWO  ILUNOIS  LEGAL  OFFSET 
weeklies.  A-1  equipment.  Printed  out. 

I  $20-$24M  gross.  $6,000  down.  Write 
i  Box  C,  Mt.  Zion,  Illinois  62549, 

<X)NNBXrnCUT  CHAIN  of  three  sub- 
'  urban  weeklies,  volume  approaching 
^  $326,000.  Price  $135%  of  volume  plus 
real  estate;  25%  cash  to  responsible 
I  buyer;  balance  10  years.  Box  1552,  Edi- 
!  tor  &  Publisher. 


SOUTHWEST  metropolitan  weekly 
with  adde<I  shopper.  Combined  gross 
almost  $250,000.  Price  less  than  gross 
with  attractive  terms. 

SYD  S.  GOULD  ASSOaATES 
107  S.  Ljiwience  St.. 
Montgomery.  Alabama  36102 
(205)  262-1751 

OFFERING — In  Colorado,  semi-weekly 
$130,000  and  smaller  weeklies  in  $18,- 
000  class;  Idaho  weekly,  $56,000; 
Cidifornia  weekly,  $78,500  ;  Nebraska 
pair  $55,000.  29%  down  on  all.  Lyle 
Mariner  Assoc.,  7M  E.  17th  Ave.,  Den¬ 
ver,  Colo.,  80203. 

NORTHERN  CALIFORNIA  e.xclusive 
weekly  grossing  $80,000 ;  should  net 
$18,0110;  offset:  $29,000  down.  J.A. 
Snyder.  Newspa|)er  Broker,  2234  E. 
Romneya  Dr.,  Anaheim,  Calif.,  92806. 

GROWING  WEEKLY 
i  Suburban  Chicago  market.  Potential 
I  unlimitetl.  $80,000  with  29%  down. 
Write  fully  to: 

J.  N.  WELLS  &  COMPANY 
543  W.  Roosevelt,  Wheaton,  Ill.,  60187 

FOR  LEASE:  Thriving  suburban 
weekly  in  Southern  part  of  Area  7. 
No  plant.  Wonderful  printing  contract. 
Great  acceptance.  $2,000  with  option 
to  buy.  Box  1632,  Editor  &  Publisher, 


.ANNOUNCEMENTS 
Public  Notice 


CHP.ISTIAN  JOURNAUSTS  who  lie- 
lieve  in  Jesus  Christ  as  Lord  and 
S:ivior  .  .  .  shall  we  form  a  Fellowship 
of  Christian  Journalists  to  spread  the 
love  and  salvation  of  Christ?  Write: 
Bo.x  1631.  Editor  &  Publisher. 


NE^SP.APEK  SERVICES 

Features  Available 

Over  40  weeklies  take  "THE  SIXTIES.” 
Circ.  exceeds  150,000.  Would  you  use 
this  lively  current  affairs  column?  Rea¬ 
sonable.  Wm.  Wallace,  Box  13,  Fraser, 
N.Y.  13753. 


ATTENTION : 

SUNDAY  SUPPLEMENT  EDITORS 
Human  interest  articles,  in-depth  looks 
at  the  Hollywood  film  and  television 
scene,  past,  present  and  future;  some 
nostalgia,  some  hard  news,  no  gossip 
pieces.  1500  words  available  weekly  or 
monthly.  Illustrate  with  morgue  shots. 
THE  ACnON  TEAM,  8687  Wilshire 
Blvd..  Beverly  Hills.  Calif.,  90211.  Sam¬ 
ple  upon  request. 


Press  Engineers 

Newspaper  Press  Installations 
MOVING— REPAIRING— TRUCKING 
Expert  Service— World  Wide 
SKIDMORE  AND  MASON,  INC. 
56-56  Fourth  Street 
Brookism,  N.  Y.  11231 
(AO  212)  JAckson  2-6106 


WEEKLY  BUSINESS  NEWSPAPER  1 
in  N.Y.  Metro  area.  Market  potential 
tremendous.  Other  interests  compel 
publisher  to  sell.  Minimum  $10,000  | 
rash  required.  Box  1657,  Editor  &  | 
Publisher, 


CALIFORNIA  SUBURBAN  WEEKLY 
Incori>orate<i  city  over  35.000 — de¬ 
lightful  climate ;  has  hot  type  and 
!  some  cohl  tyi)e  e<iuipment.  Grossing 
I  $60,000  :  o|>erating  profit  $14,000  ;  down  ; 
I  payment  $13,000.  J.A.  Snyder,  News-  | 
pai>er  Broker,  2234  E.  Romneya  Dr.,  j 
Anaheim,  Calif..  92806. 


Newspapers  W' anted 

I  WANT  TO  BUY  DAILY  OR  WEEHCLY  ! 
I  with  potential  in  New  Mexico  or  West  ' 
I  Texas.  Would  consider  radio  station.  | 
'  Your  repli^  confidential.  Box  853,  | 


Plainview,  Texas  79072. 


PREMIUM  WEEKLIES:  Colo.,  $40- 
$50M;  Fla.,  $75M  ;  Ga..  $90M ;  Ind., 
$20-$130M;  la..  $45-$65M;  Kans.,  $16- 
$3SM;  Ky.,  $35M;  Minn.,  $110M;  Mo., 
$25M;  Nebr.,  $25M  to  $130M:  N.Y., 
$120M;  N.C.,  $60M;  N.D..  $40M;  Tex., 
$30-$60M;  Wise.,  $15-$130M;  Wyo. 
(larger).  State  cash  available.  M.  R. 
Krehbiel.  Box  88,  Norton,  Kans.,  67654. 

2  TEXAS  OFFSETT  WEEKLIES  in 
cities  of  8,000  and  12,000.  One  plant — 
two  offices.  Good  equipment.  Grossing 
$50M;  $32M  full  price.  Box  1622,  Edi¬ 
tor  &  Publisher. 


BUYERS  SEEK  Tex..  Ark.,  or  Deep  , 
South  dailies  and  weeklies  grossing 
$200M  up.  Top  prices.  Utmost  discre-  I 
tion.  List  nowl  Newspaper  Ser.  Co., 
216  Curtis  St.,  Jennings,  La.,  70546. 

VETERAN  NEWSPAPERMAN  wants 
to  buy  15,1'00-range  Midwest  daily  from  i 
older  publisher:  who  won't  sell  to  a 
chain,  who  wants  top  money  for  his 
paper,  who  wants  his  life's  work  car¬ 
ried  on  by  an  owner  who  cares.  Con¬ 
fidential.  Box  1664,  Editor  &  Publisher. 


Printing  Plants  For  Sale 

ROCKY  MOUNTAIN  suburban  shop 
for  sale.  Letterpress  and  offset;  long 
!  established  accounts ;  high  net  profit. 

Gross  $60,000.  Owner  retiring.  Small 
,  down.  Box  1591,  Editor  &  Publisher. 


CLASSIFIED 

Advertising  Rates 

"SITUATIONS  WANTED" 
(Payable  with  order) 

4- tim(s  .  90c  per  lint,  per  iissi 

5- timti  . $1.00  PH  lint,  per  issue 

2-4imes . $1.10  per  line,  per  issue 

1-time  . $1.20  per  line,  per  issue 

Count  life  average  wvds  per  line. 

3  lines  minimum 
(No  abbreviations) 

Add  SOe  far  box  service 
Air-mail  service  on  box  numbers  also 
available  at  $1.00  extra. 


Respeiidents  answering 
box  “Help  Wanted"  ads 

but  desiring  to  avoid  sending  a  resumi 
to  specific  newspapers  or  organiutians 
can  still  do  so  by  placing  same  in  an 
envelope  addressed  to  'Classified 
Manager'  along  with  a  note  listing 
the  companies  you  do  not  want  your 
application  to  reach.  EAP,  in  turn, 
will  advise  you  by  lettH  as  to  the 
disposition  of  your  inquiry. 


DISPLAY— CLASSIFIED: 

The  use  of  bHdns,  boldface  type,  cuts 
or  other  decorations,  changes  your  classi¬ 
fied  ad  to  display.  The  rate  for  display- 
classilied  is  $2.75  per  agate  line — $3S.M 
pw  column  inch  minimum  space. 

"ALL  OTHER  CLASSIFICATIONS" 

4-times  . $1.35  per  line,  per  Issue 

3-times . $1.45  ph  line,  per  issue 

2-times  . $1.55  pH  fine,  per  issui 

1-time  .  $1.65  per  line,  per  issue 

DEADLINE  FOR  ADVERTISING 
Tuosday,  4:30  PM 

Box  numbers,  which  are  mailed  each  day 
as  they  are  received,  are  valid  for  1-year. 

Editor  &  Fuhlither 

BSO  Third  Avo.,  N.  Y..  N.  Y.  10022 
(AC  212)  Plaza  2-70SO 
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Miscellaneous  Machinery- 


Composing  Room 

LIQUIDATING 

Efiuipment  removed  from  the  former 
World  Journal-Tribune  |>lant  in  New  j 
York  City.  ] 


— Model  8  Linotypes  (3/90) 

Nos.  4603.'i  —  46122  —  46123  — 
47941  —  47942  —  47946  —  49588 

—  49596  —  49.597 

11— Model  C4  Intertypes  (4/90) 

Nos.  16410  —  16411  —  18933  — 
19013  —  19039  —  19603  —  25629 

—  26752  —  26773  —  27135  —  30395 

1 —  Mcxlel  G4  Intertype  No.  30396  (90- 
72) 

2 —  Model  GI/4  Intertypes  (90-72-34) 

Nos.  16362  16400  (42  em) 

Most  with  Blowers — Saws — Quadders 
.\ll  with  Electric  Pots  — Feeders — ^AC 

3  — Elrod  Stripcasters  - Electric 

Nos.  F2653E  —  F3361E  —  F4061E 

1 —  Vandercook  13-28  Power  Galley 
Press 

3 —  Hamilton  20  Page  Form  Files 
3— Hamilton  Letterlxtard  Cabinets 

4  Hamilton  8'  Steel  Imposing  Stones 

2—  Hammond  Mercury  Tram-o-saws 

BEN  SHULMAN  ASSOCIATES 

60  E.  42nd  St..  N.Y.  17,  N.Y.  OX-7-4.590 


SPEtTAL  VALUES* 

Morrison  C  &  G  liench.  mmlel  45-S  ' 


new  $585:  j?uarantee«l  as  new  $325  | 
Super-Si»ee<l  cabinet  mo<]eI  saw  trim¬ 
mer  . $265  I 

Hammond  Glider,  old  but  still 

useful  . $250  ' 

Hammond  Glider  rebuilt  by  Hammoml  , 

as  now  . $900 

C  &  G  3-A  cabinet  nuxlel  saw  trim¬ 
mer,  >rrade-A  . $390  ■ 


TYPE  &  PRESS  of  Illinois.  Inc. 
3312  N.  Ravenswoo<l.  Chicairo.  III. 
^Customer  satisfaction  guaranteed. 


Perforator  Tape 

NOW  STATIC-FREE  perf  tapes  at  our 
same  prices — lowest  in  USA.  All  Colors 
— Top  Quality. 

Call  or  Write: 

PORTAGE  (216)  PO  2-3555 
25  E.  Exchange  St.,  Akron,  Ohio  44308 


Presses  &  Machinery 


ALL  MODELS 
Linotype — Intertype— Ludlows 
PRINTCRAFT  REPRESENTATIVES 
136  Church  Street,  N.Y.,  N.Y.  10007 


FOR  SALE 

Three  Monarch  high  speed  tai>e  driven 
linecasting  machines,  1965  models, 
complete  with  42  Crown  magazines  and 
fonts  of  type;  also  2  Fotosetters  with 
22  magazines  and  fonts  of  type,  all 
like  new. 

MID-AMERICA  PRINTING  COMPANY 
4356  Duncan,  St.  Louis,  Mo.  63110  I 
314-531-8350 


MERGANTHALER  “Rangemaster"  Mo-  I 
del  33  Linotype,  wide  range  machine,  I 
with  4  mags..  Star  selectromatic  quad- 
der,  Mohr  saw,  microtherm  pot.  I 

INTERTYPE  C/3—90  ch..  quadder,  j 
elec.  pot.  Both  available  imm^iately.  I 
Wire — Write — Phone  for  details.  North-  I 
ern  Machine  Works,  323  N.  Fourth 
St.,  Phila.,  Pa.  19106  Phone  MA  7-3800. 


TYPESETTING  MACHINES— Fast  ef¬ 
ficient  ATF  photo-tsrpe  system,  now 
producing  2  newspapers,  magazines. 
Bib  type  selection.  Priced  for  quick 
sale.  Call  Gibbons  or  Dudley,  Crow 
Publications,  1730  So.  Clementine,  Ana¬ 
heim.  Calif.,  92802.  (AC  714)  635-0120. 


REID  MAGAZINE  RACKS.  31  stock 
sizes.  X1530  stores  12  full  Lino  mags 
above  and  1  shelf  below — $160:  W3896 
stores  12  full  Int.  mags — $150;  Reid 
V  Mt  motor  drive,  Lino-Int. — $150: 
IKJt  well  scraper,  4  blades — $5 ;  Lino- 
meter — $15.  Wm.  Reid.  2271  Claybourn, 
Chicago,  III.,  60614. 


1966  MODEL  80  VARITYER  headliner 
for  sale.  Top  condition.  Daily  Citizen, 
Holdrege,  Nebr.,  68949. 


L.  &  B.  HEAVY  DUTY 
NEWSPAPER  TURTLES 
are  in  use  all  over  the  L"nite<I  States 
and  foreign  countries.  “Ask  the  man 
who  uses  them.”  $92.95  to  $107.25. 
None  better  at  any  price.  Write  for 
literature. 

L.  &  B.  SALES  COMPANY 
111-113  W.  Market  St..  Elkin.  N.C. 

World's  largest  distributor  of 
Newspaiwr  Form  Trucks 
Telephone:  919-835-1513 


friden  justowriter  recorder 

and  Rei>r<xlucer  and  stands;  8  pt.  Ex¬ 
cellent  condition.  Am  quitting  business. 
A  &  N  Pub.  Co.,  1110  Grove  St.. 
Greenslx)ro,  N.C.,  27403.  (AC  919) 
274-4986. 


Miscellaneous  Machinery 

for  SALE:  Page  size  model  “D” 
Monomelt  rotary  plate  shaver,  used  : 
10  months,  perfect  condition;  12  x  18  | 
Photo-Lathe  No.  PLIA-544,  many  extra 
Psrts.  excellent  condition.  Gone  offset 
— will  sacrifice.  Daily  Times,  Green¬ 
field.  Ohio  45123.  Ph. :  (513)  981-2141.  I 


NEWSPAPER  PRESSES 


HOE  COLORMA’nC  PRESS  {I960) 

1  Unit — 22%" — Double  Folder — Skip 
Slitter — Reel  and  Paster. 


I  SCOTT  PRESS— (1947)  i 

I  6  Units — 22% — Color  Deck — 2  Reverses  i 
'  — Double  Folder — Balloon  Former — AC  | 
Unit  Drive — Reels  and  Pasters.  | 


HOE  COLOR  CONVERTIBLE  (1951) 

6  Units — 23A — Color  Cylinder — 3  Re-  I 
verses — Double  Balloon  Folder  —  AC  j 
Unit  Drives — Reels  and  Pasters.  I 


GOSS  HEADLINER 
AND  ANTI-FRICrriON 
22%— 6  Units— 1  Folder— (1939)— 3  ; 

Units — 1  Folder — Color  Deck  (recent) —  | 
Skip  Slitter  —  Balloon  Former  —  DC  , 
Group  Drive  w  G.E.  Rectifiers — Reels 
and  Tensions— WILL  DIVIDE.  < 


WOOD  PRESS  (1951) 

4  Units — 22% — Tension  Lockup— Dou¬ 
ble  Folder — Unit  Drive. 


GOSS  HSLC  ARCH  TYPE  PRESS 
12  Units — 22%— 4  Folders — Skip  Slit¬ 
ters  —  Color  Stripers  —  4  DC  Group 
Drives  w  new  G.E.  Rectifiers — COM¬ 
PLETE  STEREO— 8  ton  Electric  Metal 
Pot — 2  Wood  Juniors — 2  Autoshavers — 
WILL  DIVIDE. 


GOSS  HSLC  ARCH  TYPE  UNITS  I 
7  Units — 22% — Color  Cylinder — 2  Fold-  ' 
era  w  1  Balloon  Former — 2  AC  Group  I 
Drives— WILL  DIVIDE.  I 


i  HOE  SIMPLEX  (1948) 

I  24  page — 22% — Color  Cylinder — %  and 
%  Folder  —  AC  Drive  —  COMPLETE 
'  STEREO — Turtles — Chases — Goss  45  W 
I  Roller — Sta-Hi  Master  Former — Elec¬ 
tric  Metal  Pot — Wood  Pony  Autoplate  | 
— Sta-Hi  Master  Router. 


DUPLEX  TUBULARS  (2  to  1) 

24  page — 16  page — 8  page  Decks — with 
or  without  complete  Stereo — AC  Drives. 


GOSS  SUBURBAN  (1963) 

4  Uinta — 16  pages — 22% — %  and  % 
Folder — AC  Drive. 


BEN  SHULMAN  ASSOCIATES 

60  E.  42nd  St..  N.Y.  17.  N.Y.  OX  7-4690 
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24-PAGE  DUPLEX  2-to-l  Standard 
Tubular  modern  stereo  equipment.  | 
Available  Oct.  Excellent  condition.  In-  r 
spection  invited.  Being  replaced  by  I 
larger  stereo  press.  Contact  James 
Doyle.  Chillicothe  Gazette,  Chillicothe. 
Ohio  45601. 


16-PAGE  UNITUBULAR  No.  724  with 
color  hump  and  complete  stereo  equip¬ 
ment.  Available  Now. 

24-PAGE  DUPLEX  TUBULAR,  2  to  1 
model,  with  balloon  former  and  com-  i 
plete  stereo  equipment.  Available  Now.  ' 
WOOD  PONY  AUTOPLATE.  Serial 
No.  393PO,  22%"  cut-off,  vacuum 

back  with  water  cooled  arch.  Available 
Now. 

LOYAL  S.  DIXON  CO.  INC. 

“Newspaper  Equipment  Dealer” 

11426  Penrose  St.,  Sun  Valley,  Calif. 


FREE— TAKE  IT  AWAY.  DUPLEX 
16-Paga  Standard  Tubular  Press,  idle 
since  going  offset,  good  condition. 
Nominal  charge  fer  stereo  equipment. 
Union  Co-op  Pub.  Co.,  P.O.  Box  665, 
Kenosha.  Wise.  63140. 


96-PAQE  SCOTT  PRESS 
6  Units:  22%"  cutoff,  Dble  Folder 
16  Color  positions;  runs  at  34M 
Stereo/mailroom  equipment  available 
Vertical  or  horizontal  paiier  supply 
Installation  astistance  available 
J.  Curley,  Orange  Coast  Daily  Pilot 
Costa  Mesa.  Calif.  Ph. :  714-642-4321 


DUPLEX  COMBINATION  FOLDER  I 
for  u.se  on  a  16-  or  24-page  standard 
2/T  Duplex  tubular  press.  Delivers 
newspaiiers  with  ’-j  or  V4  Page  fold, 
length  page  22%".  Reply  Box  1678, 
Elitor  &.  Publisher. 


MIEHLE  2/0  hand-feed,  fly  delivery; 
also  ECLIPSE  FOLDER.  Goo<l  condi¬ 
tion.  Gone  offset.  Make  offer  to  the 
RECORD.  Box  209.  357  Green  St., 
Havre  de  Grace,  Maryland  21078. 


Presses  &  Machinery 

SAVE  $25,000 

Four  units  new  Cottrell  model  V22  Web 
Offset  Perfecting  Press.  We  bought 
eight  units,  need  only  four  and  will 
sell  these  four  new  units  for  $90,000. 
Price  includes  ’5  and  ’4  folders,  im¬ 
printing  units,  four-web  paster,  two 
wash-up  units,  four  roll  stands,  cross¬ 
over  unit,  electric  hoist,  extra  roll 
shafts  and  hooks. 

CLEVELAND  SHOPPING  NEWS 
5309  Hamilton  Avenue 
Cleveland,  Ohio  44114 
(AC  216)  431-4441 


W  an  tetl  To  Itny 

CHESHIRE  OR  SHERIDAN  Magna- 
craft  mailing  machine,  Hess  &  Barker 
or  Goss  Magazine  Rotarv  Letterpress. 
MIDWEST  MATRIX  &  MACH.  MART 
712  S.  Federal.  Chicago.  III.  60606 


LATE  MODEL  LINOTYPE,  equipped 
for  TTS  operation,  electric  pot.  Effi¬ 
cient.  dependable  straight  matter  opera¬ 
tion  prime  concern.  A.  A.  Seiler,  Pike 
Press.  Pittsfield.  III.  62363. 


NEWSPAPER  PRESSES 
COMPLETE  PLANTS 
MAT  ROLLERS 
STEREO  EQUIPMENT 

BEN  SHULMAN  ASSOCIATES 

60  E.  42nd  St.,  N.Y.  17,  N.Y.  OX  7-4690 


LINOTYPE,  model  6  or  31,  TTS. 
quadder,  electric;  serial  above  60,000; 
also  perforator.  Art  Porter,  P.O.  Box 
658,  Rexburg,  Idaho  83440. 


WANTED :  Chases  for  Model  E  Du¬ 
plex.  Outside  dimensions  15"  x  25%: 
inside  dimensions  14%  x  22%",  Are 
going  to  60"  paper.  Contact  Memorial 
Press,  23  Middle  St.,  Plymouth,  Mass. 

I  02360. 


!  8-COLUMN  CASTING  BOX  with  elec- 
'  trie  pot.  Attleboro  Daily  Sun,  34  S. 
I  Main  St..  Attleboro,  Mass.,  02703. 


I  CLASSIFIED  ADVERTISING  | 
I  Order  Blank  | 

B  Name -  1 

g  Address -  I 

I  City - 1 

i  State - Zip  Code -  | 

I  By -  I 

g  Classification _  g 

I  Copy -  I 


E  G  Assign  a  box  number  and  mail  my  replies  daily  g 

B  To  Run:  Times  Till  Forbidden  g 

S  Mail  to:  B 

1  EDITOR  It  PUILISHER  •  ISO  Third  Aveny*  •  New  York.  New  Yerh  10022  1 
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Csreer  Opportunities 

THE  BEST  JOB  OPENINGS  IN  THE  NEWSPAPER  AND  RELATED  FIELDS 


Ad  m  in  i  strati  ve 

CALIF.  DAILY/WEEKLY  COMPLEX 
Dua  to  rapid  expansion,  we  have  the 
following  opportunities: 

1.  MANAGEMENT  MAN 

2.  CONTROLLER:  TOP  &  SECOND 

3.  PERSONNEL  DIR. /NEGOTIATOR 

4.  PROMOTION  DIREt^OR 

V  TOP  RETAIL  AD  MANAGER 
6.  AD  MEN  IN  ALL  CATEliORIES 
Write  fully  including  employments, 
rmponsibilities,  salary  progression,  edu* 
cation,  family  background.  Address: 
Phil  Turner,  Hollywood  Citizen-News, 
Hollywood,  California  90028. 

EDITOR-MANAGER:  Opportunity  for 
competent,  aggressive,  experienced  man 
who  wants  challenge  in  €.500  four¬ 
weekly  combination  in  fast-growing  col¬ 
lege-industrial-rural  communities.  Re¬ 
wards  commensurate.  Write:  J.  A. 
Dunlap,  Herald,  Sharon,  Pa.  16146. 

BUSINESS  MANAGER 
GENBRALMANAGER  OPPORTUNITY 
Fast-growing,  university  city  daily, 
circulation  in  16,000  to  18,000  bracket, 
IS  looking  for  man  (age  25  to  4U)  with 
sound  background  in  business  and  ac¬ 
counting  phases  of  news|)a|>er  opera¬ 
tion. 

Within  relatively  short  time  this  job 
could  lead  to  position  of  business  man¬ 
ager  or  assistant  to  publisher  if  in¬ 
dividual  shows  interest,  enthusiasm 
and  ability.  Modern  plant,  award-win¬ 
ning  newspaper,  ideal  community  near 
metrotx)litan  center,  good  salary  and 
full  fringe  benefits. 

Write  Box  1600,  Editor  &  Publisher.  1 
giving  background  training  and  job 
experience.  All  replies  will  be  kept 
in  confidence  and  interviews  will  be 
arranged. 


MARKETING  DIRECTOR  , 

$15,000  level  I 

West  Coast  daily  newspH|>er  seeks  ex-  | 
lierience<l,  profit-conscious  exe<*utive  to  | 
plan  and  direct  marketing  and  sales  j 
activities.  Must  have  demonstrate<l  per-  i 
sonal  success  record  in  advertising  | 
sates  management  and  be  familiar  with  ' 
circulation  and  news.  Ex|>erience  as  * 
publisher  of  a  good  quality  suburban 
or  small  city  pai>er  ideal.  Must  have 
capacity  and  ambition  to  move  quickly 
to  publisher’s  position.  Age  no  barrier. 
Send  full  background  resume  including 
salary  history  in  confidence  to  Box 
1685,  Editor  &  Publisher. 


ADVERTISING  DIRECTOR  fully  ex- 
l>erienced  local,  national  and  classifie<l 
ilaily  new8pai>er  atlvertising :  strong  on 
training  and  organizational  proce^lures. 
Age  35-45.  Must  lie  ambitious,  aggres¬ 
sive.  and  willing  to  work  hard.  We 
offer  a  rewarding  future  to  one  who 
can  meet  our  standards.  Zone  3. 
Resume  requester!  in  detail.  References. 
All  replie.s  strictly  confulential.  Box 
16S2.  E<litor  &  Publisher. 


MANAGER  for  one  of  the  l>est  week¬ 
lies  in  .Arizona,  bleal  climate.  Must 
have  ability  and  experience  to  take 
complete  charge.  Man  chosen  for  this 
spot  will  have  free<lom  to  run  as  if 
he  owned  pa|>er.  Write  giving  complete 
background  of  your  abilities.  Box  1645, 
Rlitor  &  Publisher. 


Circulation 

CIRCULATION  MANAGER  for  25,000 
7-<lay  evening  and  Sunday  operation 
in  Zone  5.  Should  l>e  qualified  in  all 
phases ;  must  be  good  sales  manager. 
Excellent  growth  opi>ortunity  for  a 
young  circulator  or  district  manager. 
Send  complete  resume,  professional 
references  and  present  salary  status 
in  first  reply  to  Box  1628,  Eklitor  & 
Publisher. 


NORTHERN  NEW  ENGLAND  daily 
newspaper  needs  circulation  director  | 
with  small-city  experience.  Good  salary.  | 
benefits,  bonus.  Write  in  confidence  i 
to  Box  1625.  Editor  &  Publisher.  I 


CIRCULATOR  who  can  organize  all 
activities  including  Little  Merchant, 
Home  Delivery,  promotion,  etc.  Sub¬ 
urban  paper  in  Area  5.  Box  1630, 
Eilitor  &  Publisher. 


(irculation 

CIRCULATION  MANAGER  for  fast¬ 
growing  suburban  chain.  Top  pay.  Im¬ 
mediate  oi)ening.  Unlimited  opportuni¬ 
ty.  (AC  312)  428-2611. 


CONVERT  free  agricultural  weekly  to 
paid.  Excellent  news  coverage — solid 
display — strong  classified.  Pro  with 
rural  sales  team  experience  or  ag¬ 
gressive  l>eginner  should  top  $12,000 
in  base  and  commission.  Young,  ex¬ 
pansion-minded  management  offers  un- 
limiteil  future.  Area  5.  Bo.x  1623, 
Exlitor  &  Publisher. 


CIRCULATION  MANAGER  | 
Op|K>rtunity  for  ijualifieil  circulation 
man  on  14.000  circulation  evening  and  I 
Sunday  newspai>er  in  15, (H)0  city  zone  | 
market.  Large  trade  area.  College 
town.  Salary  oi>en.  Car  furnishwi. 
Write  or  call.  L.  J.  Maher,  The  Daily 
Plainsman.  Huron,  South  Dakota, 
5T3.5U. 

AGGRESSIVE  HOME  DELIVE'RY  | 
manager,  with  extensive  exi>erience  in 
carrier  promotion,  for  growing  7-<lay 
newspai>er  in  Zone  2.  Exceptional  op- 
l>ortunity  for  real  pro.  Send  complete  , 
resume  and  present  salary  status.  Box 
1665,  Elitor  &  Publisher. 


EXPERIENCED  CIRCULATOR  with 
highest  (lualifications  for  nationally  > 
known  big-city  daily  department  heail  | 
lM>sition.  Must  be  knowle<lgeable  in  all  ' 
facets  of  circulation.  Small  pai>er  cir-  | 
culation  manager  or  city  assistant  | 
preferre<l.  Wide  field  of  advancement. 
Chart  Area  5.  Please  submit  resume 
and  salary  re^iuirements.  STRICTLY 
CONFIDENTIAL.  Write  Box  1636. 
E<litor  &  Publisher. 


SINCLE  COPY  MANAGER— X50  coin-  j 
oi>erate<l  racks  .servlce<l  by  15  college  I 
boys  plans  to  expand.  $7200  to  start  j 
plus  iKinus  and  car  e.xpense.  Zone  2.  i 
Box  1670.  Exlitor  &  Publisher.  i 


CIRCULATION  MANAGER  wanted  by 
morning  and  evening  Virginia  daily.  ! 
Combine<l  circulation  3.S.()0(».  Give  age.  I 
complete  resume  of  qualifications  and  | 
salary  requirement  in  your  reply.  Box  ; 
1650,  Editor  &  Publisher.  i 


Classified  Advertising 

CLASSIFIED  MANAGER  -Opportuni-  I 
ty  for  exi)erience<l  man  or  woman  to  | 
tak,?  over  ilepartment  of  hitrhly  re-  j 
f;arile<l  50.000  ABC  weekly  .  .  .  a  | 

position  that  will  enable  you  to  move  i 
ahead  on  your  own  know-how  and  1 
[)erformance.  Complete  frinRe  l)enefits  ' 
ineludint;  excellent  profit-sharinp:  plan.  | 
Fine  community  to  live  in  ami  raise  ] 
family.  Send  resume  to  Stanford  Lip-  ; 
sey.  UOis  So.  25th  St.,  Omaha.  Nebr.,  ' 
6S107. 


CLASSIFIED  AD  MANAGER 
Liirtre  metroiK>litan  newspaper  in  Zone  . 
1.  Gou<l  opi>ortunity  for  able.  ex|)eri-  , 
ence<l  C.\M.  Salary  -|-  commission,  i 
Semi  comiilete  resume  to  Box  1647,  I 
E<litor  &  Publisher.  ' 


CLASSIFIED  AD  MANAGER  for  ' 
Ohio's  larorest  weekly  newspaiters.  If  ’ 
you're  stymied  on  a  met,  come  (rrow  | 
with  us.  You  brint?  experience,  ideas, 
sellinK  know-how;  we  bring  an  e.x-  ' 
citing  future,  fringe  l)enefit8,  etc.  Air¬ 
mail  resume,  salary  re<iuirements  to: 
General  Manager.  SPECT.ATOR 
NEWSPAPERS,  (wholly  owned  sub¬ 
sidiary  of  Ohio  Radio.  Inc.)  2465  W. 
Broad  St.,  Columbus,  Ohio  43204. 


CLASSIFIED  MANAGER.  2-man  de¬ 
partment  :  ideal  for  young,  bright  per¬ 
son  of  limlte<l  exi>erience.  Salary  plus, 
lienetits.  Congenial  staff.  Good  equip¬ 
ment.  One  of  the  fastest-growing  mar¬ 
kets  in  Mountain  West !  Your  reply 
confidential.  Box  1642,  Editor  &  Pub¬ 
lisher. 


Display  Advertising  ' 

4-WEEKLY  NEWSPAPER  GROUP  lo-  I 
cated  in  N.Y.C.  suburbs  seeks  aggres¬ 
sive  self-starting  space  salesman.  We  | 
will  pay  well  for  results.  Box  1502,  Edi-  : 
tor  &  Publisher, 


Display  Advertising 

ASSISTANT  AD  MANAGER 
Southern  California  daily  with  8.500  I 
circulation  in  rich  farming  region  has 
opening  in  award-winning  display  de¬ 
partment  for  man  with  5  to  10  years 
experience.  Desert  area  with  “winter 
resort”  climate.  Elxcellent  advancement 
opportunity.  Salary  open.  Send  resume 
to  Alex  Gay.  Advertising  Manager, 
Imperial  'Valley  Press,  Box  251,  El 
Centro.  Calif.,  92243. 


SELL  DISPLAY  ADVERTISING  on 
an  outstanding,  progressive  chain  of 
suburban  weeklies  in  one  of  the  coun¬ 
try's  fastest-growing  areas  and  top 
markets;  develop  an  expanding  terri¬ 
tory  as  a  steppingstone  to  further  ad¬ 
vancement  in  a  growing  company.  Be¬ 
cause  of  competitive  pressures,  salary 
potential  is  excellent  for  a  job  well 
done.  Liberal  commissions  and  fringe 
benefits.  Prefer  college  graduate  or 
proven  salesman.  Chart  Area  5.  Box 
1624,  Ekiitor  &  Publisher. 


ADVERTISING  SALESMEN,  retail 
and  classified,  for  daily  newspapers  in 
E&P  Zones  5,  7  and  8.  ^nd  complete 
typewritten  resume,  references  to  In¬ 
land  Daily  Press  Assn.,  100  West 
Monroe.  Chicago,  Illinois  60603. 


AN  EXCEPTIONAL  OPPORTUNITY 
The  New  Britain  Herald  is  looking  for 
an  experienced  advertising  salesman. 
If  you  have  solid  retail  advertising  ex¬ 
perience  and  are  seeking  a  position 
with  a  future,  then  we  would  like  to 
talk  to  you. 

We  offer  you  salary,  a  rewarding 
monthly  bonus  plan,  established  ac¬ 
counts  (which  last  year  totaled  more 
than  a  million  lines),  mileage,  a  con¬ 
genial  staff,  modern  building  and  ex¬ 
cellent  fringe  benefits. 

Area  1  and  2  applicants  preferreii. 

IVrite  or  phone  today 
Lindsley  Wellman 

Herald,  New  Britain.  Conn.,  06050 
(AC  203)  22.5-4601 


ADVERTISING  SALESMAN  who 
wants  to  make  money,  advance  and 
have  the  greatest  creative  freedom 
working  for  one  of  the  most  exciting 
newspaper  groups  in  Chart  Area  5. 
Must  I)e  ex()erienced  in  layout,  copy, 
service.  Air-mail  resume,  salary  nee<ls. 
and  references  to  Box  1611,  Elditor  & 
Publisher. 


OFFSET  SEMI-WEEKLY,  located  in 
ideal  Northern  Colorado  university  city, 
seeks  ambitious  ad  salesman  with  lay¬ 
out  knowle<lge;  prefer  some  offset 
knowledge.  Salary,  car  expense,  in¬ 
centive  program.  Growth  imtential  un¬ 
limited.  Write:  C.  M.acDougall,  P.O. 
Box  554,  Fort  Collins,  Colo.,  80521  or 
call  .303-484-1082. 


STRONG  SUBURBAN  NEWSPAPER 
neeils  aggressive  nd  salesman.  Must 
be  creative.  Good  salary  plus  bonus. 
Excellent  opportunity  for  right  man. 
Do  not  apply  unless  willing  to  work. 
Rocky  Mountain  area.  Box  1599,  Edi¬ 
tor  &  Publisher. 


ADVERTISING 

SALESMAN 

The  Detroit  Free  Press,  nation’s  fifth 
largest  morning  newspaper,  offers  a 
challenging  opportunity  for  a  young 
man,  25  to  35,  with  newspaper  space 
sales  experience. 

College  background  and  a  determina¬ 
tion  to  succe^  a  requisite. 

Write:  Director  of  Personnel,  DEk 
TROIT  FREE  PRESS,  Detroit.  Michi¬ 
gan  48231,  giving  complete  background 
and  exi>erience. 


STRONG  PITTSBURGH  WEEKLY 
needs  go-getting  salesman  for  new 
edition.  Guaranteed  income  $8,000  up 
after  first  month.  Five-day  week.  If 
you  are  a  newspaper  advertising  sales¬ 
man  not  8atisfie<l  with  your  present 
opportunity,  this  job  offers  great 
chance.  Send  resume  to  Box  1604, 
Editor  &  Publisher. 


Display  Advertising 

WEEHxLY  IN  SOUTHERN  ZONE  1 
ready  for  change  from  phone  ad  sales¬ 
woman  to  more  balanced  professional 
metho<ls.  Are  you  the  man  to  do  it? 
Box  1598,  Editor  &  Publisher. 


We  Are  Looking 
For  An  Amblfious 


NEWSPAPER 

SPACE 

SALESMAN 


^  Must  have  proven 
track  recortl 

Will  eagerly  work  10 
to  12  houi'S  a  day  in 
return  for  top  dollar 

tV  Outstanding  fringe 
benefits 

5^  Fascinating  and  ex¬ 
citing  market  —  with 
a  27-year  young  com¬ 
pany 

Box  1656 

E(ditor  &  Publisher 


I  STAFF  SALESMAN :  Expansion-cre- 
I  ate^l  o|>eninK  on  70.000  combination 
daily  in  fine  jcrowth  area.  Past  pro¬ 
motions  verify  excellent  future  with 
5-new8pa|>er  Stroup.  Full  resume  in 
confitlence  to:  Personnel  Dept..  South¬ 
eastern  New8pa|>er8  Corp.,  News  Bldj?., 
Auffusta.  (m..  30902. 


ADVERTISING  SALESMAN  —  Must 
have  some  exi>erience.  Self-starter  for 
fast-jtrowintr  group  of  New  Jersey 
weeklies.  Car  require<l.  Salary  plus 
car  expenses.  All  replies  will  l>e  held 
in  strictest  confidence.  Send  resume  to: 
Burlington  County  Publishing  Co., 
Route  130  &  Kingsbridge  R<1.,  Burling¬ 
ton.  New  Jersey.  Attn:  Jack  Callahan, 
Advertising  Director. 


Editorial 

IMMEDIATE  OPENINGS  for  reporters, 
copy  readers ;  at  least  four  years'  ex- 
I)erience  required :  Zone  2  afternoon 
and  morning  newspapers.  Good  salary, 
liberal  fringe  benefits  and  ehance  for 
advancement.  Box  1555,  Exiitor  &  Pub¬ 
lisher. 


GENERAL  NEWSMAN  for  Wisconsin 
daily  that  wants  to  maintain  its  high 
level  of  local  news  coverage.  Seek  ex¬ 
perience  and  will  pay  for  it.  but  will 
consider  all  applicants  who  have  news 
enterprise.  Excellent  working  condi¬ 
tions.  company-paid  pension,  life  and 
hospital-surgical  plans  plus  other  usual 
licnefits.  Reply  to:  Wm.  Huffman.  Pub¬ 
lisher.  Wisconsin  Rapids  Tribune,  Wis¬ 
consin  Rapids,  Wise.  54494. 


IP  YOU’RE  A  YOUNG,  experienced 
reporter  who  is  looking  for  a  better 
job  on  a  fast-moving  daily  and  Sunday 
newspaper,  we  want  you.  Applicant 
must  have  initiative  and  want  to  get 
the  story  behind  the  story  ...  an 
excellent  opportunity  for  furthering  a 
career  in  journalism.  Frank  Horward, 
News  Journal.  Mansfield,  Ohio  44901. 


DESK  MAN  to  read  copy  and  do  some 
reporting  on  growing  Midwest  evening 
daily  in  city  of  50,000.  Elxcellent  work¬ 
ing  conditions,  good  pay.  5-day  week, 
excellent  family  community.  Write  or 
’phone  Eklitor.  Kokomo  Tribune,  Ko¬ 
komo,  Ind.  46901. 


WIRE  EIDITOR  for  Rocky  Mountain 
a.m.  daily.  $7,500  to  start — top  fringes. 
Box  1560,  Editor  &  Publisher. 
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HELP  WANTED 

Kditorial 


TWO  MEN  NEEDE® 

One  of  the  East’s  big  p.ra.’s  would  like 
to  help  a  talented  youni;  reporter  break 
into  editing,  and  would  make  it  worth 
his  while ;  we  would  also  like  to  add  a 
seasoncil  reporter  to  our  staff.  Both 
our  standards  and  our  expectations  are 
high.  Box  1550,  Editor  &  Publisher. 


IMMEDIATE  OPENING— wire  editor 
or  sports  editor.  Room  to  move  up  in 
growing  organization.  Call  collect 
F'rnnk  Young,  Managing  Editor,  Public 
Opinion.  Chambersburg,  Pa.  (AC  717) 
264-6161. 


DESKMAN 

3-5  years’  experience,  needed  for  night 
work.  Must  to  under  50  to  qualify  for 
company  pension  plan.  State  salary  re¬ 
quirements,  qualifications  to:  Savannah 
(Ga.)  Morning  News. 


FINANCIAL  EDITOR  —  Large  East 
Coast  daily  has  an  immediate  opening 
for  an  experienced  reporter.  Economics 
degree  required.  Will  be  groomed  to 
eventually  take  charge  of  the  financial 
pages.  Send  full  particulars  to  Box 
1558,  Bklitor  &  Publisher. 


BLOSSOMING  SUBtTRBAN  P.M.  daily 
seeks  talented  newspaperman  to  help 
upgrade  our  sports  pages.  Prerequisites: 
ability  to  lead  and  direct  a  knowledge¬ 
able  staff  and  the  desire  to  produce  a 
superior  sports  reix>rt  in  a  growing 
area.  Box  1587,  Editor  Si  Publisher. 


REGIONAL  EDITOR 
Excellent  opportunity  for  experienced 
newsman,  under  30,  seeking  advance¬ 
ment  into  management.  Top  pay.  fringe 
benefits  for  heading  4-person  desk.  Con¬ 
tact:  Ray  Stougaard,  Fairmont  (Minn.) 
Daily  Sentinel.  If  in  Midwest  call  col¬ 
lect  507-235-3303  at  office,  or  at  home 
anytime,  507-235-3291. 


WE  NEED  AN  EXPERIENCED  MAN 
to  head  a  suburban  news  bureau  in  a 
Zone  5  county-seat  town  of  18.000.  He 
will  find  freedom,  responsibility  and 
challenge  in  a  growing  industrial  and 
college  community ;  he  will  also  find 
working  conditions  congenial  and 
chances  for  advancement  good.  ’Think 
you’re  the  man  we’re  looking  for? 
Write  Box  1570,  Editor  &  Publisher. 


SPOR’TS  REPORTER 
Aggressive  young  sports  reporter  needed 
to  fill  a  3-man  staff  on  The  Decatur 
Herald — a  38,000  a.m.  daily  located  in 
Decatur.  Illinois — an  area  of  champion¬ 
ship  sports ;  strong  local  and  area 
coverage  for  high  school  and  college 
sports. 

Journalism  degree  preferred.  Should 
have  1-2  years  sports  reporting  ex¬ 
perience.  Opportunity  to  join  a  pro¬ 
fessional  organization  and  staff.  Formal 
internal  promotion  policy. 

The  Herald  is  one  of  six  progressive 
dailies  in  the  Lindsay-Schaub  group. 
Excellent  fringes.  Salary  to  $152  per 
week.  Apply  in  confidence  to:  H.  E. 
Hay,  Box  789,  Decatur,  Illinois  62525. 


COPY  READER — Competent,  profes¬ 
sional  copy  reader  for  major  morning 
daily  located  in  Zone  2;  circulation 
over  500,000  ;  minimum  of  two  years 
ex^rience.  Send  resumd  outlining  edu¬ 
cation,  background  and  work  experience 
in  confidence  to  Bo.x  1580,  Elditor  & 
Publisher. 


CITY  HALL  REPORTER  for  8,500  cir¬ 
culation.  Indiana  daily.  Strong  empha¬ 
sis  on  local  coverage.  Planning  new 
building,  offset  press.  Exceptionally 
tpxsl  town.  Eight  nationally  known 
industries.  Unu.sual  cultural  advan¬ 
tages.  Bright  future.  Two  new  reser¬ 
voir  lakes  in  county.  Send  resume, 
salary  requirements.  Ken  Weaver. 
Wabash  (Ind.)  Plain  Dealer. 


TOP-NOTCH  REPORTER  who  is 
ready  to  convert  to  TV  for  more 
money,  more  fun.  Top-Ten  market 
needs  a  general  assignment  man  who 
can  dig— has  guts  and  integrity.  Re¬ 
porter  will  originate  news  and  do 
on-air”  or  filmed  reports.  No  open¬ 
ing  for  announcer  or  disc  jockey,  this 
for  newsmen  looking  for  challenge 
with  aggressive  outfit.  Send  resumd 
»nd  sslarv  requirements  to  Box  1606, 
Editor  &  Publisher. 
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REPORTERS,  DESKMEN  for  daily 
newspaijers  in  E&P  /ones  5,  7  and  8. 
Exi>erienced  or  qunlifie<l  beginners.  ! 
i  Send  complete  typewritten  resume, 

'  references  to  Inland  Daily  Press  Assn..  ! 
100  West  Monroe.  Chicago,  Illinois 
60603. 


WE  NEED  A  MAN  who  can  help 
direct  a  news  staff,  make  decisions,  lay 
out  some  pages  and.  in  general,  be  an 
e<litor  on  a  lively,  fast-growing  daily 
35-miles  from  N.Y.C.  Send  resume 
and  salary  retiuirements  to:  Edw. 
Casey.  Editor.  The  Daily  Advance, 
Dover,  N.J.,  07801. 


REPORTER 

Prefer  fully  experienced  man  for 
general  assignment  reiiorting. 

I  Salary  and  benefits  among  the 
I  best;  35-hour  week.  Write: 

Personnel  Director 
i  NEWS-JOURNAL  COMPANY 
'  Wilmington,  Delaware  19899 

GENERAL  NEWSMAN-SPORTS  op-  I 
ening  on  Southern  Michigan  20,000  | 
daily.  Permanent  position  with  excel¬ 
lent  chance  for  advancement  in  rapidly 
expanding  operation.  Liberal  fringe  , 
benefits — fine  community  with  excel-  '■ 
lent  schools.  Write  giving  resume  to 
Bo.x  1626,  Editor  &  Publisher.  j 


MORNING  DAILY  (Chart  Area  1)—.  | 
20,000  circulation — seeks  to  hire  male  ] 
reporter  qualified  to  liecome  city  editor  ; 
after  reasonable  training.  Must  demon-  I 
strate  good  judgment,  energy,  nose  for 
news,  executive  competence  and  ability  . 
to  work  with  people.  Excellent  fringe  i 
lienehts.  Box  1622,  Editor  &  Pub-  I 
lisher.  I 


FEATURE  WRITER  neeiied  on  10.000 
i  northeastern  Ohio  daily  and  Sunday, 
i  The  aggressive  person  we’re  looking 
1  for  may  be  male  or  female  and  must 
I  have  some  camera  experience.  Good  i 
fringes.  Write  Ed.  Thompson,  Editor,  I 
,  The  Tribune,  Coshocton.  Ohio  43812.  | 


CITY  EDITOR 

Independent  daily  newspaper  with  13.- 
000  circulation  nee<ls  an  experienced 
city  editor  or  reiKirter  with  qualifica¬ 
tions  to  move  up  to  an  eclitor’s  job. 
Only  daily  in  county.  Radio  equipped 
cars,  modern  building,  home  of  North¬ 
ern  Illinois  University  with  18,000  stu¬ 
dents.  If  you  are  employed  now  (male 
or  female)  and  want  a  permanent  job 
with  many  benefits,  call:  (AC  815)  756- 
4841,  write  or  wire:  Robert  F.  Green¬ 
away,  Daily  Chronicle,  DeKalb,  Il¬ 
linois  60115. 


WEST-CENTRAL  OHIO  DAILY  in 
steadily  growing  community  has  oi>en- 
ing  for  reporter  to  handle  general 
assignments  and  features.  Photographic 
experience  helpful — not  necessary.  Full 
insurance  program.  Send  resume  to 
Sidney  Daily  News,  Sidney,  Ohio  45365. 


SPORTS  REPORTER  for  large  West 
!  Texas  afternoon  daily.  Experienced  in 
all  sports  and  desk ;  assume  responsi- 
I  bility.  Telephone  or  write:  Carl  Ding- 
I  ler,  Odessa  American,  Odessa,  Texas 
I  79760. 


OUT.STANDING  OPPORTUNITY  for 
reasonably  young  man  who  likes  the 
newspaiier  business — who  can  •  write 
grammatically  as  well  as  dramatically 
— and  who  is  willing  to  assume  man¬ 
agement  responsibility  in  return  for 
solid  financial  security  ...  on  nation¬ 
ally  respecte<l  agricultural  weekly  in 
Chart  Area  6.  Box  1610,  Editor  & 
Publisher. 


FLORIDA  WEEKLY  nee<ls  experienced 
reporter  that  could  assume  e<litorship 
in  a  reasonable  length  of  time.  Excel¬ 
lent  company  benefits  with  large  chain. 
Write  in  confidence  giving  complete 
information,  including  salary  require¬ 
ments.  New  Smyrna  Beach  News,  P.O. 
Drawer  B,  New  Smyrna  Beach,  Fla., 
32069. 


SPORTS  WRITER,  GENERAL  NEWS 
reporter  expanding  Stouthern  Louisiana 
afternoon  daily.  Write:  Managing  Edi¬ 
tor.  Daily  Advertiser,  Lafayette,  La., 
"Oioi. 
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Editorial 


STAFF  I 

REPORTER 

One  Of  The  Nations  Most  j 

Influential  Publications 

Challenging,  diversified  career  I 
available  for  a  talented  writer  with  | 
degree  and  some  experience. 

Assignments  would  include;  in- 
depth  reporting  on  a  wide  range 
of  subjects  of  interest  to  the  finan¬ 
cial  community.  Stimulating  en¬ 
vironment  with  real  growth  i>o- 
tential  would  he  yours  on  this 
highly  respected  weekly. 

Position  would  be  in  NYC.  We  of¬ 
fer  excellent  starting  salary  and 
liberal  employee  benefits. 

Please  send  complete  resume  in¬ 
cluding  salary  requirements  in 
confidence  to :  Box  1595.  Editor 
&  Publisher. 


REPORTERS,  general  assignment;  3 
or  more  years  e.\perience  for  news¬ 
papers  Florida  East  Coast  I>each  resort 
city.  Box  1615,  Editor  &  Publisher. 


SPORTS  DESK  MAN 
Fort  Lauderdale  News  needs  top  sports 
desk  man  who  can  fill  in  on  makeup 
and  who  is  strong  on  headlines  and 
copy  editing.  Prize-winning  young 
sports  staff.  Good  salary  and  excellent 
company  benefits.  Write  Personnel 
Dir.,  Fort  Lauderdale  News,  P.O.  Box 
131,  Fort  Laudenlale,  Fla.,  33302,  in¬ 
cluding  resume  of  education  and  ex- 
l>erience  and  minimum  salary  retiuire-  I 
ment. 


MANAGING  EH)ITOR.  afternoon  daily. 
Contact:  R.F.  Beirne,  P.O.  Box  271, 
Covington,  Va.,  24416. 


EDITORIAL  WRITER  I 

New  York  City  radio  station  has 
I)eceml)er  opening  for  an  editorial  ' 
writer.  Should  have  at  least  5  years’ 
exi)erience  as  news  or  e<titorial  writer 
for  w’ire  service,  metroi>olitan  daily, 
radio  or  television  station.  The  right 
man  will  be  a  keen  stuilent  of  urban 
problems  and  politics,  able  to  write 
with  conviction  and  clarity  ami  willing 
to  write  across  party  lines.  Salary  in  I 
the  $10,000  range.  Send  resume  and  i 
examples  of  work  to  Box  1681,  Editor 
&  Publisher. 


COPY  EDITOR  Do  you  have  the 
background  and  ambition  to  accept  the 
challenge  and  responsibility  to  work 
with  a  fast-moving,  wide-a-w’ake  desk? 
We  offer  you  opportunity,  excellent 
fringe  benefits,  and  salary  base<l  on 
your  exi>erience.  Daily  in  Zone  2.  Send 
resume  in  confidence  to  Bo.x  1680, 
Editor  &  Publisher. 


EDITOR  for  national  monthly  busi¬ 
ness  magazine.  Agricultural  field.  Must 
have  J-degree.  Minor  in  economics  or 
business  administration  big  plus.  Pre¬ 
vious  new8pai)er  or  magazine  exi)eri- 
ence  necessary.  Five-figure  salary  to 
right  man.  MUlwesterner  preferred.  No 
big  city  woes.  We’re  locate<l  in  small 
town  in  Zone  2.  Send  resume  to  Box 
1675,  E<litor  &  Publisher. 


SPORTS  EDITOR  needed  imme<liately 
hy  small  Kansas  daily.  Exi)erience<l 
man  or  J-grad  just  getting  starte<l. 
Box  1674,  Editor  &  Publisher. 


COPY  EDITORS  With  Banker’s  Hours 
Wanted:  Two  copy  editors  who  would 
like  to  work  a  9  to  5  day.  Monday 
through  Friday,  all  holidays  off.  and 
earn  more  than  they  are  now  paid. 
Career  opi>ortunity  with  progressive, 
profit-sharing  daily  new8pR|>er.  Chart 
Area  2.  Box  1673,  Editor  &  Publisher. 


LIBRARY  ASSISTANT-Must  l>e  cap¬ 
able  of  marking  newspaper  for  clip¬ 
ping  files.  State  age,  experience  and 
salary  expected.  Box  1654,  Eiditor  & 
Publisher. 


TWO  REPORTERS  wante<l  imme¬ 
diately.  Exi>erience  preferred!  for  live¬ 
ly  daily  in  Ohio.  Box  1648,  Editor  & 
Publisher. 


HELP  ANTED 

Editorial 


LOOKING  FOR  A  WAY  OUT  of  the 
hunulrum  after  three  or  more  years 
on  a  small  or  medium-size  daily?  We 
can  Kuarantee  a  challenKe.  Tell  all, 
including  salary  re<iuirements,  in  first 
letter.  Delmarva  Dialog;,  Box  2208, 
Wilminjrton,  Dela.,  19899. 


COPY  EDITOR  for  2^2  city  desk 
post ;  REPORTER  for  challenginK 
beat.  Good  i)ay.  working  conditions, 
benefits.  Contact :  Ekiitor,  Leader- 
Herald,  Gloversville,  New  York  12078. 


17.000  P.M.  DAILY  seeks  young  gen¬ 
eral  assignment  reiMjrter.  Oiart  Area 
5.  Send  background,  salary,  etc.,  to 
Box  1640,  E<iitor  &  Publisher. 


OPENINGS  for  reporter  and  copy 
reader  on  east  coast  resort  daily  of 
60,000  circulation.  Aggressive  news 
outlook  and  challenging  assignments. 
Good  growth  opportunity.  Box  1649, 
Editor  &  Publisher. 


TOP-NOTCH 

REPORTER 

Experienced  newsman  wante<l  for 
challenging  I>eat  in  suburban  com¬ 
munity  of  100.000  population  on  award¬ 
winning  52.000  circulation  N.J.  daily. 
Must  he  willing  to  dig,  report  in-depth, 
and  go  for  the  story  behind  the  story. 
Top  pay.  l>est  fringes;  night  beat, 
car  essential.  Challenging  )x)sition 
which  can  lea<l  to  career  advancement. 
Box  1653,  Editor  &  Publisher. 


SUBURBAN  TRI-WEEKLY  CHAIN 
has  copy  desk  opening  for  a  young 
newsman  strong  on  e<liting,  makeup: 
work  with  award-winning  staff  of  45 
producing  quality  pai)ers.  Starting  sal¬ 
ary  base<l  on  education,  experience. 
Attractive  company  benefits  inclu<le 
profit-sharing.  Contact :  Daniel  E. 
Baumann.  Managing  Eklitor,  Paddock 
Publications,  Inc.,  Arlington  Heights, 
Ill.,  60006. 


WIRE  EDITOR,  experienced,  to  handle 
desk  of  30.(!00  a.m.  daily.  Advancement 
op|M>rtunities  to  big  sister.  Zone  1 
city  that  moves.  Area  provides  e<lu- 
cational  op|M>rtunities  and  pleasant  liv¬ 
ing  and  recreational  facilities.  Excel¬ 
lent  fringe  benefits— good  salary.  Box 
1651,  &litor  &  Publisher. 


CONSIDERING  A  MOVE?  Make  it  to 
The  South  Bend  Tribune  and  work 
with  to|>-notch  staff  on  120,0o0  plus 
area  leader.  Note<l  for  many  firsts, 
excellent  training  and  opiwrtunity  to 
use  ability.  Prefer  Midwesterner  and 
can  consider  recent  graduate.  Write 
(include  clips)  Personnel  Director, 
South  Bend  Tribune,  South  Bend,  In¬ 
diana  46626. 


COPY  EDITING,  rewrite,  reporting  job 
available  in  Washington.  D.C.,  on  s|)e- 
cialize<l  Monday-Fri<lay  daily  publica¬ 
tion  serving  management  and  union 
subscribers.  Must  be  able  to  fill  in  for 
managing  e<litor.  <lo  top-notch  copv  ed¬ 
iting.  and  be  able  to  reT>ort  significant 
developments  in  Congress  and  fe<leral 
agencies,  union  and  business  meetings  : 
some  know!e<lge  of  labor  and  labor 
laws  helpful.  Good  starting  salary, 
other  benefits.  Send  resume  to  Box 
1672,  E<litor  &  Publisher. 


COPY  EDITOR 

for  50,000  a.m.  daily  in  tremendous 
growth  area.  Fine  potential  for  ad¬ 
vancement  with  a  5-newspaper  group. 
Reasonable  experience  a  must — ambi¬ 
tion  and  ability  equally  important. 
Send  full  resume  in  confidence  to; 
Personnel  Dept.,  Augusta,  (Ga.) 
Chronicle. 


HELP!  Fast-growing  suburban  des¬ 
perately  neeils  alert,  preferably  exi>€ri- 
ence<l,  weekly  managing  e<litor  to  grow 
with  business.  Several  publications  now 
— aiming  higher,  but  present  editor/ 
publisher  can’t  do  it  alone.  Area  5. 
pleasant  metro  area  (300,000),  lots  of 
goo<l  hunting,  fishing,  etc.  Box  1658, 
Editor  &  Publisher. 
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^HEl£JW\\NTE^ 

Op4>rattfrs-Machinists 


HELP  Vk  ANTED 

Pressmen^Stereotypers 


Promotion 


EDITOR  Direct  stafT,  handle  wire  on 
prize-winninn  offset  daily  (3  days!. 
C(»nlact :  Win  Watson.  Pub.,  Ce<lar 
Valiev  Daily  Times,  Vinton,  la.,  32u41*. 
Ph:  :nit  472-2311. 


NEWS  REPORTER  Reportinjr  spot 
open  on  a  Ztme  2.  p.m.  daily.  This  is 
for  a  iterson  inu  restetl  in  an  op|>ortun- 
ity  to  develop  his  skills  and  move  into 
a  top  writing  i»osition.  Excellent  work- 
injr  conditions  anti  employe  I»enefil  pro- 
prram.  college  community — and  jrrow- 
in>r.  Send  resume  in  confidence  to 
Box  1679,  Editor  &  Publisher. 


EDITOR 

Publisher  of  presti^re  i>eriodicals  for 
a  highly  e<lucate<l  audience  seeks  an 
imajrinative.  wonl-conscious  craftsman 
to  iK)lish  staff-written  majrazine  man¬ 
uscripts  and  recast  outside  material. 
Job  deman<ls  creative  rewriting  and 
copy  editinjr,  not  mere  comma  ix)lish- 
injr  and  head  writing.  Opportunity  to 
<lo  original  inter\*iewinp  and  article 
writinjr.  Startinp  salary  in  five-fi>r- 
ures:  profit  sharinjr  and  other  out- 
standin^r  fringes.  Zone  2.  Box  1632, 
Eilitor  &  Publisher. 


BE  WHERE  THE  ACTION 
Exi>erienc€Hl  reix>rter:  assistant  e<litor 
prize-winnintj  NYC  community  weekly 
newspaper.  Town  &  Village.  614  E. 
14.  New  York.  N.Y.  10009. 


EDITOR  needetl  immediately  by  small 
Kansas  daily.  Experienced  man  or  J- 
prad  just  jrettinp  started.  Box  1676, 
Editor  &  Publisher. 


ASSOCIATE  EDITOR  for  national 
monthly  business  magazine  in  the  |k>u1- 
try  imlustry.  J-<le{rree  or  etiuivalent 
in  newspai>er  or  ma^tazine  experience. 
Must  l»e  stronp  copy  stylist — head 
writer  -layout  man.  Zone  2.  S^nd  | 
resume  to  Box  1677,  Editor  &  Pub¬ 
lisher. 


Free  Lance 

WRITERS  for  non-technical  automo¬ 
tive  assignments.  Men.  women — all 
cities.  Liberal  rates.  Creative  Direc¬ 
tor.  Complete  Promotions.  1.302  First 
National  Bldfr.,  I>etroit.  Mich.,  48226. 


SEASONED  ACCURATE  REWRITERS 
full  or  part-time,  for  business  weekly 
in  N.y.C.  Box  801.  Grand  Central 
Sta..  New  York.  N.Y.  10017. 


Wanted;  Free-Lance 

REPORTER- 

PHOTOGRAPHER 

Koin?  to  Vietnam  after 
Jan.  1,  to  represent 
state  press  association 

Box  1655,  Editor  &  Publisher 


Miscellaneous 


JOB  OPPORTUNITIE.^  on  Penns.vl- 
vania  newspapers.  For  application 
write:  P.N.P.A.,  2717  X.  Front  St.. 
Harrisburg.  Pa.  17110. 


Operalors-Machinists 

TT.'^  OPER.ATORS 
PASTE  MAKEUPS 
Immediate  Openings 
Air-conditioned  plant :  convenient  trans¬ 
portation:  company  lienefits  includinR 
hospitalization:  pleasant.  conKenial 

working  conditions.  Call  (.4C  3121  761- 
7200  Ray  Doyle  or  Miss  Baker.  M.veis 
Pub.  Co..  7519  N.  Ashland  .4ve..  Chi¬ 
cago.  HI..  60626. 


MACHINIST— $4.63  per  hour  and 

every  fringe  benefit  on  second  shift  in  : 
tyi>esetting  plant — 15  intertypes.  Union  | 
or  eligible.  Need  exiierienced  man  with  ! 
the  ambition  to  be  head  machinist  in  ' 
Ohio's  largest  t>T;)esetting  plant.  Write: 
Box  1019.  Dayton.  Ohio  4.7401.  , 


HEAD  MACHINIST 
t)|>ening  Due  To  Retirement  j 

DECATUR  HERALD  and  REVIEW, 
morning,  evening  and  Sunday 
oi>eration  in  Iter'atur.  111.  1 

Must  have  the  ability  to  handle  .a  4- 
mau  machinist  crew,  and  the  know¬ 
how  to  organize  the  work  and  pro-  . 
ce<lure.s  to  continue  to  maintain  the 
ooni|K>sing  rtMim  machines  in  top  run¬ 
ning  condition.  A  10-machine  line.  5  i 
lnteity;>e  ad  machines  and  head  letter 
that  are  iiuadder  e<iuipi)ed :  also  4 
Comets  with  ITS  units  anil  quadders. 
.4n  Elroil  and  Monotyiie  strii)  casters, 
liench  saws.  etc. 

Basic  knowleilge  and  ability  to  handle 
electronic  and  electrical  circuits  helt>s.  ! 
Must  have  knowhow  to  develop  new  i 
ideas  and  methods  and  have  lutential  I 
for  increaseil  res|>onsibilities.  I 

The  scale  for  journeyman  machinist  is 
•*146.27  days  and  $172  nights  now, 
with  a  17C  increase  due  Nov.  1.  1967 
and  another  I7e  on  Nov.  1.  196S.  A 
:{7'2-hour  week  with  excellent  fringe 
lienefits:  up  to  7  weeks’  vacation,  com-  i 
pany  i>aid  |>ension.  up  to  26  weeks  of  I 
.Sick  and  Accident  lienefits  and  Wage  I 
Continuation  Plan  in  event  of  death, 
jiaid  holidays.  City  of  100.000.  a  uni-  . 
versity.  public  lake,  excellent  schools,  j 
parks,  hospitals  ...  a  real  family  , 
tow  n. 

O.  D.  Rmlerick.  Personnel 
LIND.SAY-.SCHAUB  NEWSPAPERS  I 
Box  7i>9.  Decatur.  III.  62525  | 


EXECUTIVE  HEAD  MACHINIST  for 
group  of  outstanding  open  shop,  pro-  ; 
gressive  Ohio  dailies.  Must  have 
thorough  knowleilge  of  all  modern 
composing  equipment  and  ability  to  | 
train  and  supervise  assistants.  Annual  ' 
salary  basis  up  to  $10,000.  Replies  con-  j 
fidential.  Box  1620.  Editor  &  Pub-  , 
Usher.  I 


PHOTON  OPERATOR— Excellent  op¬ 
portunity  for  person  with  experience 
as  operator  and  knowledge  of  main¬ 
tenance.  New  plant,  new  equipment  on 
long  establish^  daily  now  converting 
to  offset-photo  composition.  Finest 
working  conditions,  permanent  with 
definite  advancement  possibilities.  Lib¬ 
eral  benefits  include  paid  vacation,  hos¬ 
pitalization,  life  insurance,  pension.  ; 
other  fringes.  Progressive,  clean  com¬ 
munity,  excellent  schools,  recreational 
facilities.  All  replies  held  strictly  con-  i 
fidential.  D.  F.  Daubel.  The  News-Mes¬ 
senger,  Fremont,  Ohio.  43420. 


HEAD  MACHINIST  for  Midwest  daily 
newspaper:  10-machine  plant  TTS 

equippeil.  The  man  we  want  should 
have  knowhow  to  maintain  present 
equipment  and  for  future  development ; 
also  fair  degree  of  experience  in  elec¬ 
tronic  and  electrical  circuits  is  required. 
Excellent  salary  and  fringe  benefits. 
Send  resume  of  experience  first  letter. 
Write  Box  1590,  Editor  &  Publisher. 


PRIZE-WINNING  OFFSET  DAILY 
needs  combination  oi>erator-floorman. 
Permanent.  Will  train  on  Fotosetter.  I 
Contact:  Mechanical  Supt..  Daily  ! 

News-Miner.  Fairbanks,  Alaska  99701.  ’ 


OPERATOR  WANTED,  preferably 
with  TTS  ext>erience,  in  a  six-machine 
open  shop  in  North  Central  Ohio.  44  ^ 
hour  week.  Write  Box  1168,  ^itor  A 
Publisher. 


MACHINIST,  mid-Atlantic  15-Linotype 
daily.  TTS  experience.  Liberal  benefits 
including  retirement.  $170-a-week. 
Write  fully.  Box  1422,  Editor  &  Pub-  : 
Usher. 


INTERTYPE  OPERATORS,  straight  or 
mixer.  Nights,  4  to  12:30.  Insurance, 
pension  plan,  vacations.  Write  AI  Kist- 
ler,  Herald-Tribune,  Sarasota,  Fla. 
33578. 


Pressnien-Stereotypers 

OFFSET  PRESSMAN  for  suburban. 
Florida.  Guarantee  $110  weekly.  Send 
references,  exjierience  to  Box  1660, 
E<litor  &  Publisher. 


OFFSET  PRESSMAN  to  take  charge  , 
of  growing  job  department:  able  to 
handle  Harris  17  x  22  and  allied  equii>- 
ment.  Write  experience  and  salary  re-  I 
quired  to  Box  1454,  Editor  A  Publisher,  i 


PRESSMAN -STEREOTYPER,  experi¬ 
enced;  37*'i  hour  week,  hospitalization, 
life  insurance,  retirement  program. 
Contact  O.  E.  Wood,  The  Salina  Jour¬ 
nal.  Salina.  Kans.,  67401. 


PRESSMAN-STEREOTYPER  ; 

Combination  Journeyman  i 

No  layoffs — Night  side  opening,  | 
Top  vacation,  sick  and  accident  and 
wage  continuation  benefits,  pension,  i 
and  also  advancement  potential  within  I 
the  organization  through  internal  pro¬ 
motion.  Pressroom  is  air-conditioned. 

A  37*j^-hour  week.  $3.99  night  scale 
now,  increases  to  $4.19  nights  on  Jan. 

1,  1968  and  a  further  increase  on  Dec. 
30,  1968  to  $4.34  nights. 

The  opening  is  on  The  Decatur  Herald 
and  Review,  Decatur,  Illinois.  We  have 
a  clean  city  with  excellent  schools, 
parks,  playgrounds,  two  public  swim¬ 
ming  pools,  an  ice  rink  and  several 
good  public  golf  courses;  also  a  large 
lake  for  boating  and  fishing. 

If  you  are  intereste<l  please  contact 
O.  D.  Roderick,  Personnel 
LINDSAY-SCHAUB  NEWSPAPERS 
Box  789 

Decatur,  Illinois  62525 
Ah  Equal  Opportunity  Employer 


PRESSMAN  .  STEREOTYPER:  Two 
situations  available  on  the  night  shift 
for  combination  press-stereo  journey¬ 
man.  Work  in  a  modern  air-condition^ 
plant.  Six  Goss  headliner  presses  print 
our  47M  morning-evening  circulation. 
Scale:  $3.76  i>er  hour,  effective  Aug.  1, 
1967,  $.87  per  hour ;  Feb.  1,  1968,  $3.98 
tier  hour:  Aug.  1,  1968,  $4.08  per  hour,  i 
Company  paid  life  insurance,  sick  bone-  ! 
fits,  hospitalization  and  major  medical  , 
insurance.  Excellent  t>ension  plan  snd  I 
liberal  vacation.  Contact  Wilbur  Leh-  ! 
man,  foreman.  Journal  and  Courier,  | 
Lafayette,  Indiana  47901. 


Printers 

GENERAL  FOREMAN  for  metroiwli- 
tan  newspaper  composing  room.  Chart 
Area  2.  Experience  with  computers, 
tape  and  photo  composition  preferred. 
Send  complete  resume  to  Box  1320,  Edi¬ 
tor  A  Publisher. 


NEED  ONE  GOOD  FLOOR  MAN  for  a 
thriving  weekly.  Must  be  willing  to  do  ^ 
job  work  and  bard  work  in  general.  { 
Good  pay.  Write:  Publisher,  Box  29,  . 
New  Albany.  Miss.  38652.  { 


NEWSPAPBat  COMPOSING  ROOM 
LETTERPRESS  FOREMAN 
Top  pay,  benefits,  bonus,  3-week  vaca¬ 
tion,  including  full  responsibility  with 
management  backing.  All  inquiries  an¬ 
swered  and  confidential.  Apply  in  writ¬ 
ing  to:  Publisher,  The  Daily  Elagle, 
Claremont,  N.H.  03743. 


WE  NEXD  AGGRESSIVE  LEADER  for 
our  100-man  composing  room  operation. 
Top  pay,  best  of  fringe  benefits  plus  big 
opportunity  to  move  up  in  our  organ¬ 
ization.  Replies  confidential.  Write  Box 
1245,  Elditor  A  Publisher. 


YOUNG  FLOOR  MAN  NEEDED.  E-x- 
perience  not  as  important  as  ability. 
Excellent  pay  if  capable.  Eastern  In¬ 
diana  Pub.  Co.,  Knightstown,  Ind., 
46184. 


Production 


PRODUCTION  MANAGER 
for  large  circulation  daily  in  Zone  2. 
Experience  with  computer,  tape  and 
photo  composition  preferred.  Must  be 
strong  in  composing  room  area.  Send 
complete  resume  to  Box  1585,  Elditor 
A  Publisher. 


Promotion 

PROMOTION  MANAGER  for  West's 
fastest-growing  daily.  We  are  looking 
for  a  man  with  a  lot  of  drive,  enthu¬ 
siasm.  full  of  ideas,  promotion-minded, 
and  capable  of  making  sales  presenta¬ 
tions.  Good  salary.  Send  resume  to 
Stan  Lesher.  Contra  Costa  Times.  P.O. 
Box  937,  Walnut  Creek.  Calif.  94696. 


EXPERIENCED 
PROMOTION  MANAGER 
May  now  be  promotion  manager  on 
small  daily  or  assistant  on  larger 
paper  ready  to  move  up.  Creative. 
Able  to  write.  Meet  public.  Send 
resume  to:  W.  V.  Wright.  Review- 
Journal.  P.O.  Box  70,  Las  Vegas,  Ne¬ 
vada  89101. 


Public  Relations 

PUBLIC  INFORMATION 

SPECIALIST 

$8,775  to  $10,530  per  year 
Reports  directly  to  the  City  Manager 
on  matters  of  general  and  special  com¬ 
munications  and  correspondence  In 
providing  the  public  with  information 
on  functions,  operations  and  programs 
of  the  city.  Prepares  speeches  for  pub¬ 
lic  officials,  assists  or  advises  in  the 
preparation  of  visual  displays  or  other 
graphic  presentations  and  develops 
and  maintains  a  public  information 
program. 

This  position  requires  a  bachelor's  de¬ 
gree  in  journalism,  public  administra¬ 
tion  or  a  closely  related  field  and  three 
years  of  responsible  employment  or 
participation  in  government  or  quasi¬ 
public  ijositions  or  in  an  organization 
dealing  in  government  or  public  affairs 
including  or  supplemente<l  by  exi>eri- 
ence  in  technical,  promotional  or  news 
writing. 

Liberal  fringe  benefits.  Complete  de¬ 
tails  by  writing  to  Director  of  Person¬ 
nel,  City  of  Hartford.  550  Main  Street, 
Hartford,  Connecticut  06103. 


CORPORATE  COMMUNICATIONS 
COORDINATOR 
to  create  and  administer  corimrale- 
wide  communications  program:  to  e<lit 
a  bi-monthly  house  organ  circulated 
throughout  7  plants;  to  make  effective 
verbal  iiresentations  to  all  levels  of 
management :  to  i>articipate  actively  in 
community  affairs.  Age  25-35.  with  3 
or  more  years’  industrial  public  rela¬ 
tions  and  writing  exi)erience.  Address: 
L.  P.  .Stein,  The  Standard  Register 
Co.,  Dayton,  Ohio  45401. 


PUBLIC  RELATIONS  WRITER 
E,'xi)erienced  newspai)ermnn  wanted  for 
new  position  in  our  growing  public 
relations  department.  Will  prepare 
news,  features  and  publications  for  a 
variety  of  manufacturers :  knowletige 
of  photography  tiesirable  but  not  es¬ 
sential.  Good  advancement  |x>ssibilities. 
Send  resume  and  salary  re<|uirement. 

JUHL  ADVERTISING  AGENCY 
2nd  at  Harrison  Street 
Elkhart.  Indiana  46514 
PH:  (AC  219)  522-22'>0 

!  ASSISTANT  TO  PR  DIRECTOR 
I’ametl  international,  interracial,  lib¬ 
eral  arts  college  neetls  assistant  to 
the  PR  director.  Should  have  journal¬ 
ism  degree  or  experience  in  newspaper 
reiKjrting.  Experience  with  camera  and 
darkroom  helpful.  Located  near  Phila., 
Wil.,  Del.;  Baltimore:  Washington. 
D.C.  ;  within  three  hours  of  New  York. 
Send  resume  to  Daniel  E'.  Meckes, 
Public  Relations  Director,  Lincoln 
University,  Lincoln  University,  Pa. 
19352. 


-  CORPORATE  n 

PUBLIC  RELATIONS/ 
ADVERTISING 

Leading  corporation  in  its  industry  has 
immediate  opening  for  individual  with 
strong  writing  talent  for  general  ad¬ 
vertising  and  public  relations  responsi¬ 
bilities  in  its  executive  headquarters. 
College  degree  in  Journalism,  adver¬ 
tising  o,-  English.  Some  writing  experi¬ 
ence  essential.  Should  have  ability  to 
analyze,  communicate  and  implement 
public  relations  and  advertising  pro¬ 
grams.  Excellent  growth  opportunity. 
Send  letter  to  Mr.  R.  V.  Seaman,  Jr.„ 
Vice  President,  Personnel. 

AMERICAN  HOSPITAL 
SUPPLY  CORP. 

1740  Ridge  Ave.,  Evonston,  III.  60201 

An  Equal  Opportunity  Employer 
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Personnel  Aveileble 

IN  ALL  NEWSPAPER  DEPARTMENTS  AND  ALLIED  CRAFTS 


Administratire  j 

POSITION  SOUGHT  by  a  seasoned, 
manaKcnient-educated  newspaperman. 
Seeking  situation  where  owner  desires 
freedom  from  operation  and  may  be  an¬ 
ticipating  a  son’s  takeover  in  a  few  { 
years  or  some  similar  circumstance.  ' 
Compatible,  flexible  and  adaptable,  fix-  I 
parienced  in  highly  competitive,  isolated 
sreas;  suburban  -  weekly  -  daily-metro.  ' 
Title  unimirartant.  Entirely  confidential 
communication  assured  by  an  honor¬ 
able,  honest  newspaperman.  Top  refer¬ 
ences  available.  Continuously  (now) 
employed  by  the  industry  for  over  30 
years.  Box  1449,  Editor  &  Publisher.  | 


JOB  WANTED  reorganizing  your  ad¬ 
vertising  department  for  greater  pro¬ 
duction  at  less  cost.  Present  job  offers 
no  further  advancement.  19  years’  ex¬ 
perience.  college,  plus  a  proven  record 
of  success.  Titles  are  irrelevant,  but  I 
expect  a  fair  share  of  the  additional 
profits  I  make  for  you,  Mr.  Publisher. 
Write  Box  1574,  Editor  &  Publisher. 


ADVE’RTISING  director— With  my 
experience  in  merchandising,  market¬ 
ing  research,  retail  and  national  ad¬ 
vertising,  there  should  be  a  daily  that 
could  use  me  as  Ad  Director  or  As¬ 
sistant.  College  grad.  30;  making  over 
$10,000;  relocate.  Box  1661,  Editor  & 
Publisher. 


HIGHLY  QUALIFIED  General  Man¬ 
ager,  Production  Manager,  Business 
Manager,  Advertising  and  Sales,  seeks 
association  and  investment  opportunity 
with  daily  newspaper,  publication  plant 
or  commercial  printing.  Prefer  W’est 
Coast,  but  consider  other.  Box  1646, 
Editor  &  Publisher, 


Cartoonist 


YOUNG  SPORTS  CARTOONIST.  10 
years’  experience  on  large  city  daily, 
desires  change;  also  interested  in  poli¬ 
tical  cartooning.  Box  1613,  Editor  & 
Publisher. 


NEED  PART-’HME  CARTOONIST? 
My  submissions  mailed  weekly  from 
your  editorials,  news  items,  up-coming 
events.  Box  1594,  Editor  &  Publisher. 


Circulation 


MR.  PUBLISHER: 

Married  family  man.  age  37,  10  years’ 
experience,  seeks  circulation  manager¬ 
ship  in  New  England  area.  Desires 
position  with  challenge  on  newspaper 
with  10,000  to  20,000  range.  Strong 
promotion  and  initiative  has  tripled  cir¬ 
culation  at  present  employment.  Box 
1679,  Editor  6  Publisher. 


CTRCULA’nON  MANAGER  experi¬ 
enced  large  metropolitan  dailies  ;  strong 
on  imagination  and  initiative ;  proven 
leadership  abilities;  excellent  records. 
Will  relocate.  Box  1607,  Editor  & 
Publisher. 


aRCULATION  MANAGER  of  18.0CO 
6^iay  morning  in  Indiana  has  just  left 
and  wishes  to  relocate  in  Zone  5. 
preferably  Minnesota  and  Wisconsin 
area.  Age  22,  single;  hard  working  and 
dedicate  to  job.  Has  been  up  against 
all  problems  of  circulation  on  new 
paper;  circulation  manager  for  10 
months.  Knows  ABC.  Box  1671,  Editor 
&  Publisher. 


MR.  PUBLISHER!  I  !  Down  routes? 
Service  problems?  No  boy  orders? 
Balances?  A  proven,  qualified  team  of 
circulation  men  can  solve  the  situa¬ 
tion.  Call  609  823-1600. 


desire  RELOCA’TE  IN  MIDWEST 
Fifteen  years’  experience;  age  38. 
Metropolitan,  small  daily  knowledge — 
all  phases.  Box  1666,  ^itor  &  Pub¬ 
lisher. 


Classified  Advertising 

CAM  with  nine  productive  manage¬ 
ment  years  would  like  to  relocate. 
Write  Box  1612,  Ekiitor  &  Publisher. 


Display  Advertising 

ADVERTISING  MANAGER  ...  in 
early  30’8 — with  11  years’  exi>erience 
and  solid  recortl  of  linage  increases — 
seeks  growth  opiwrtunity  with  50- 
200M  daily.  Excellent  references.  Start 
at  $15,000  minimum.  Box  1641,  Editor 
&  Publisher. 


Editorial 


GRBIATER  BOSTON  feature  writer,  ex¬ 
perienced — published  in  metropolitan 
dailies — available  contract  or  staff  basis. 
Box  1586,  Editor  &  Publisher. 


SPORTS  EDITOR-WRITER,  12  years’ 
experience.  Exceptional  on  makeup  with 
flair  for  laying  out  sparkling  pages; 
tops  in  local  sports  coverage.  Current¬ 
ly  employed  by  Los  Angeles  area  daily 
but  wants  to  relocate.  Dedicated,  sober, 
punctual.  Box  1578,  Editor  &  Publisher. 


SPORTS  W'RITEIR  will  sacrifice  five- 
figure  salary  for  medium-sized  daily 
sports  editorship,  college  or  pro  as¬ 
signments.  J-School  trained — university 
grad — age  36  with  11  years’  exiwrience 
nil  with  one  major  daily.  Box  1568, 
Editor  &  Publisher. 


HI-OCTANE  EDITOR  seeks  knocking 
newsroom.  Objects:  grand  prix  heads, 
layout,  staff  direction,  new  ideas. 
Young  but  impressive  backgrround. 
Northeast.  Box  1571,  Editor  &  Pub¬ 
lisher. 


SEEK  POSITION  of  responsibility, 
leadership.  Quality  work  can  be  authen-  | 
ticated.  Box  1559,  Editor  &  Publisher.  | 


MATURE,  SOUD  EXPERIENCE 
Reporting,  wire,  copy  desk,  heads, 
dummies,  photography.  Daily,  weekly. 
Box  1616,  Editor  &  Publisher. 


AW’ARDS  MEAN  LI’TTLE . 

But  I’ve  won  ’em  for  everything  from 
spot  sports  to  editorials,  makeup,  com¬ 
munity  service.  Available  about  Nov.  1 
as  etiitor,  sports  editor  or  managing  ‘ 
editor  on  medium  or  small  daily  or 
weekly.  Salary  secondary  to  pleasant 
living  conditions.  Best  references.  ! 
Conservative,  46,  married,  children  ; 
grown.  All  queries  answered.  Box  i 
1592,  Editor  &  Publisher. 


COLLEGE  GRADUATE  desires  sports 
writing  position  with  daily  (a.m.  pre¬ 
ferred).  Experience  includes:  2  years’ 
as  sports  editor  and  writer  of  college 
newspaper;  member  of  Alpha  Phi 
Gamma.  Single,  age  26,  veteran.  Con¬ 
sider  Zones  3,  4,  5  or  6.  Box  1593, 
Editor  &  Publisher, 


EDITOR  with  3  years’  army  weekly 
experience — getting  out — 26,  with  5 
years’  college  (advertising/marketing) 
desires  employment.  Box  1614,  Editor 
&  Publisher. 


NEWSMAN,  18  years’  experience  I 
metropolitan  dailies,  mostly  manage-  ! 
ment — now  in  dead-end  job  lacking 
challenge — seeking  city  or  copy  desk 
position  on  large  daily;  management' 
of  small  daily  or  progressive  sub¬ 
urban  weekly,  or  public  relations. 
Av/ard-winning  writer,  photographer; 
strong  on  layout;  excellent  adminis¬ 
trator  ;  considerable  free-lance  public  i 
relations  experience.  Box  1597,  Editor 
&  Publisher.  | 


REPORTER.  FEATURE  WRITER 

COPY  EDITOR  ! 

Three  years’  experience,  weeklies,  j 
metro  daily.  Needs  challenge  to  match  i 
aggressive,  in-depth  ability.  Experi-  | 
enced  in  urban  affairs,  civil  rights, 
religious  reporting.  Age  24.  Box  1617,  | 
Editor  &  Publisher.  I 


VETERAN  EDITOR.  41— experienced 
ail  desks,  beats — seeks  larger  daily  or 
PR  affiliation.  Areas  7,  8,  9.  Box  1596, 
Editor  &  Publisher. 


LIKES  MAGAZINES 
Creative  writer — B.A.,  J-grad,  24,  vet¬ 
eran.  4  years’  experience  as  writer, 
reporter,  editor,  desires  writing  ixjsi- 
tion  with  NYC-ba8e<l  magazine.  Box 
1663,  Editor  &  Publisher. 
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Editorial 


CITY  EDITOR  with  top  writing,  edit¬ 
ing,  reporting  skills  desires  to  relo¬ 
cate.  Box  1643,  Editor  &  Publisher. 


EXPERIENCED  REPORTER,  good  at 
features,  seeks  general  news  spot.  Will 
reply  promptly.  Box  1639,  Editor  & 
Publisher. 


RE.APED  O.AT-SOWER — getting  mar- 
rie<l.  Fourteen  years’  ex|)erience  as 
NYC  reporter/ editor :  desires  magazine 
managing  editor’s  job  offering  chal¬ 
lenge  and  security.  Box  1638,  Editor 
&  Publisher. 


FAMILY  EDITOR’S  POSITION  wanted 
on  goo<l  new8pai>er  with  medium-sized 
staff.  Quality  prorluct  only.  Currently 
women’s  e<litor,  small  daily.  Box  1659, 
Editor  &  Publisher. 


EDITOR  ARTIST,  31 — creative  layout, 
crisp  editing.  Solid  background  as  news- 
pai)er  deskman  ;  former  art  director. 
Good  working  knowlerige  all  phases 
of  prorluction.  Ready  to  put  all  this 
experience  to  work  at  one  time  on 
magazine  or  what  have  you  7  California 
only.  Box  1662.  Editor  &  Publisher. 


EXPERIENCED  NEWSMAN— 20  years 
as  reporter  plus  copy,  city  desk  ex¬ 
perience  on  same  over-100,000  circula¬ 
tion  daily;  seeks  reporter’s  position  in 
competitive  situation.  Zone  1,  2,  5. 
Excellent  references.  Box  1644,  Editor 
&  Publisher. 


WIRE  DESK  or  outdoor  feature-pho¬ 
tography.  Now  managing  editor  small 
p.m.  Box  1637,  Editor  &  Publisher. 


TOP  EXPERIENCE  New  York  as 
writer,  reporter,  e<litor.  Looking  for 
challenging  editorial  position  with  op¬ 
portunity  to  continue  writing.  Want 
responsibility  and  creative  involve¬ 
ment.  Box  1669,  Editor  &  Publisher. 


Editorial 

EXPERIENCED  NEWSMAN  seeks 
wire  spot  small  afternoon  daily.  One- 
man  operation  in  Southwest  would  be 
ideal.  Box  1668,  Editor  &  Publisher, 


Free  Lance 

NEWS  HEN  seeks  national  and  inter¬ 
national  assignments.  Employed  bureau 
chief ;  10  years’  experience ;  features 
and  rewrite:  all  beats.  Box- 1546,  Editor 
St  Publisher. 


Production 


PRODUCTTON  MANAGER 
COMPOSING  SUPERINTENDENT 
E.\perience<i  production  control,  work 
flow,  technological  development,  new 
processes,  engineering  and  research, 
cost  control.  University  and  technical, 
newspaper,  publication,  commercial 
printing  background.  Box  1633,  Editor 
&  Publisher. 


Public  Relations 

AEROSPACE  EDITDR  seeks  PR  career 
with  aerospace  firm.  Will  relocate  any¬ 
where.  Young  MA — alert  and  enthu¬ 
siastic.  Box  1566,  Editor  &  Publisher. 


NEWSMAN-EDITOR.  7  years’  radio, 
newspaper,  wire  service,  seeks  solid 
PR  career.  BA.  veteran,  married.  Box 
1609,  Editor  &  Publisher. 


DYNAMIC  multi-lingual  writer:  placer 
contact  ex|ierience  papers,  agencies; 
seeks  stimulating  opportunity  magazine 
or  PR,  NYC.  Box  1667,  Editor  &  Pub¬ 
lisher. 


E&P  Employment  Zone  Chart 


Use  zone  number  to  indicate  location  without  specific  identification 
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Reporters  Penalized 
In  Off-Record  Breach 


Ottawa 

The  Parliamentary  Press  Gal¬ 
lery  voted  Friday  (Sept.  22)  to 
suspend  from  membership  for 
three  weeks  Charles  Lynch,  chief 
of  Southam  News  Service,  and 
Don  Attfield,  Ottawa  assign¬ 
ment  editor  for  CBC-TV  news, 
on  grounds  of  unethical  conduct. 

A  2^2-hour  meeting  attended 
by  about  60  of  the  gallery’s  125 
members  adopted  a  recommenda¬ 
tion  made  Thursday  by  the  ex¬ 
ecutive.  It  said  the  two  corre¬ 
spondents  should  be  disciplined 
for  reporting  off-the-record  re¬ 
marks  made  at  a  gallerj’-spon- 
sored  dinner  for  John  Diefen- 
baker  the  previous  Monday 
night. 

The  gallery,  which  gave  the 
dinner  to  the  former  premier, 
sent  an  apology  to  Diefenbaker. 
Invitations  to  the  gathering 
stipulated  that  anything  said  at 
the  dinner  was  not  to  be  re¬ 
ported  publicly. 

Diefenbaker’s  Remarks 

On  a  newscast  after  the  din¬ 
ner,  CBC  used  Diefenbaker’s 
remarks  which  included  the  com¬ 
ments  that  he  may  never  again 
speak  in  the  Commons  and  will 
not  seek  re-election.  Southam 
News  Services  made  a  similar 
report  to  its  newspapers,  adding 
other  details  from  the  speech. 

Harry  Nuttall  of  Toronto, 
executive  producer  of  the  CBC 
television  news  program  which 
carried  the  report,  sent  an 
apology  to  Diefenbaker  and  to 
Tom  Earle,  long-time  CBC  re¬ 
porter  and  president  of  the 
gallery.  The  senior  CBC  Ottawa 
correspondent,  Tom  Gould,  sub¬ 
mitted  his  resignation  to  his 
superiors  in  Toronto,  saying  that 
he  had  not  been  consulted  about 
use  of  the  item  and  wanted  to 
protest  the  breaking  of  the  off- 
the-record  stipulation. 

Diefenbaker  told  reporters 
that  he  had  been  told  his  re¬ 
marks  were  not  for  publication 
and  had  therefore  spoken 
frankly.  “Now,  after  what  has 
happened,  how  can  I  ever  again 
give  this  same  confidence  to 
journalists?’’  he  asked. 

Lynch,  speaking  for  the 
Southam  News  Service,  said: 
“We  acted  as  a  news  agency 
covering  a  news  event  held  to 
celebrate  John  Diefenbaker’s 
years  as  a  news-maker.  He  con¬ 
tinued  to  make  news  as  he 
always  had.  We  make  no  apology 
for  reporting  the  news.” 

The  summons  to  appear  before 
the  general  membership  of  the 
Gallery  was  issued  in  accord¬ 
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ance  with  section  “F”  of  the 
Gallery  constitution  which  states 
that  if  a  member  is  found 
guilty  of  unethical  conduct  dis¬ 
ciplinary  action  including  “ex¬ 
pulsion”  may  take  place. 

3  tu  I  Vole 

A  show  of  hands  among  the 
members  was  at  least  3-1  in 
favor  of  suspension. 

The  suspension  means  that 
the  two  newsmen  are  denied  use 
of  the  Press  Gallery  facilities  in 
the  Parliament  Building  and 
seats  in  the  gallery  section  ov’er- 
looking  the  House  of  Commons 
and  the  Senate. 

Both  men  were  given  an  op¬ 
portunity  to  defend  themselves 
at  the  meeting. 

They  each  claimed  that  ilr. 
Diefenbaker’s  remarks,  that  he 
would  never  again  speak  in  the 
Commons  or  run  for  Parliament, 
were  news  and  as  such  had  to  be 
reported. 

Other  members  of  the  Press 
Gallery  however,  were  concerned 
that  this  breach  of  confidence 
would  hinder  release  of  confiden¬ 
tial  matter  in  advance  to  news¬ 
men  in  the  future. 

Collective  Judgment 

In  his  column  last  Saturday, 
Lynch  said  his  decision  to  re¬ 
port  Diefenbaker’s  remarks  was 
“based  on  the  merits  of  inform¬ 
ing  the  public  over  the  choice  of 
not  informing  them;  on  publica¬ 
tion  over  suppression;  and  the 
evils  of  olf-the-record  arrange¬ 
ments,  particularly  when  those 
arrangements  are  made  by 
working  newspapermen  in  enter¬ 
taining  a  newsmaking  politician 
who  would  rather  have  been  on- 
the-record.” 

He  criticized  the  Gallery’s 
sometimes  “faulty”  collective 
judgment  of  news  and  added  he 
“has  learned  not  to  expect  too 
much  from  an  organization 
whose  membership  consists  of 
men  and  women  whose  job  it  is 
to  compete  fiercely  against  one 
another  most  of  the  time,  and 
whose  constitution  calls  upon 
them  to  make  common  cause  the 
rest  of  the  time.” 

Lynch  watched  the  Commons 
opening  Monday  from  a  seat  in 
a  section  reserved  for  govern¬ 
ment  officials.  He  took  the  seat 
under  an  arrangement  with  the 
Speaker  of  the  Commons. 

Lynch’s  seat  is  next  door  to 
the  press  seats. 

Attfield  worked  as  usual  in 
the  newsroom  of  the  CBC  sta¬ 
tion  here  and  was  not  on  Parlia¬ 
ment  Hill. 


Strike  at  Gannett 
Papers  Continues 

Utica,  N.Y. 

The  two  Gannett  newspapers 
here,  the  Utica  Daily  Press  and 
the  Observer-Dispatch,  were 
still  shut  down  this  week  al¬ 
though  an  agreement  had  been 
worked  out  with  the  Pressmen’s 
Union  on  a  manning  issue  that 
precipitated  the  strike  July  15. 

The  four  unions  at  the  plant 
have  agreed  to  stay  out  until  a 
settlement  on  contracts  has  been 
made  wdth  all  of  them.  Nego¬ 
tiations  on  wages  followed  the 
accord  wdth  the  pressmen  to  em¬ 
ploy  16  men  (on  two  shifts)  to 
operate  presses  that  are  being 


The  Times  Herald-Record  cli¬ 
maxed  a  6-week  battle  to  scrutin¬ 
ize  financial  records  of  the 
Village  of  Cornwall  by  filing  a 
court  petition. 

The  38,000-circulation  Otta- 
way  newspaper  is  asking  a 
judge  to  order  Cornwall  officials 
to  allow  reporters  to  examine 
details  of  $133,000  in  payments 
by  the  Consolidated  Edison 
Company  of  New  York  to  the 
village,  which  the  village  in  turn 
paid  to  its  attorney,  Raymond 
H.  Bradford. 

The  money  was  given  to  the 
village  by  Con  Ed  under  terms 
of  what  the  newspaper  called  a 
“curious”  contract  between  the 
village  and  the  utility. 

The  1963  contract  provides 
that  Con  Ed  pay  all  costs  of  an 
alternate  water  system  for 
Cornwall  because  the  utility  re¬ 
quired  Cornwall’s  present  reser¬ 
voir  for  a  hydro  electric  plant 
along  the  banks  of  the  Hudson 
River  at  Cornwall. 

The  newspaper  has  charged 
that  Con  Ed  funneled  funds  to 
the  village  under  terms  of  this 
contract  not  only  to  cover  legal 
expenses  for  the  alternate  sys¬ 
tem  but  also  to  campaign  for 


obtained  from  the  Dallas  Times 
Herald.  The  company  wanted 
to  continue  with  14  men. 

Herman  Moecker,  publishtT, 
said  talks  with  the  Guild  broke 
down. 

Regional  Execs 

United  Press  International 
has  appointed  two  new'  regional 
executives.  James  Britnell,  Birm¬ 
ingham,  Ala.,  bureau  manager, 
takes  over  as  regional  executive 
in  Tennessee.  He  will  w’ork  out 
of  Nashville.  Ron  Riechmann 
transfers  from  the  Chicago 
bureau  to  the  Michigan  terri¬ 
tory. 


the  hydro  electric  plant  license. 

The  plan  for  the  court  action 
originated  with  the  Times  Her¬ 
ald-Record’s  editor,  A.  N.  Romm, 
after  the  paper  had  been  re¬ 
peatedly  frustrated  in  every  ef¬ 
fort  to  see  the  records,  vouchers 
and  supporting  documents.  The 
idea  was  approved  by  publisher 
Charles  A.  King. 

“We  are  acting  in  what  we 
l)elieve  is  the  public  interest,” 
Romm  said.  “Our  action  here 
may  help  newspapers  every¬ 
where  in  their  efforts  to  lift  the 
veil  of  secrecy  that  too  often 
shrouds  activities  of  govern¬ 
mental  agencies.” 

A  reporter,  Helmut  Kimpel, 
dug  into  the  story  of  payments 
to  the  Village  by  Con  Ed  after 
lengthy  hearings  on  the  power 
plant  proposal  before  the  Fed¬ 
eral  Power  Commission. 

Con  Ed  admitted  that  it  had 
honored  the  request  from  the 
village  for  the  payments  that 
totalled  $133,000  and  that  event¬ 
ually  went  to  Bradford.  A  util¬ 
ity  spokesman  said  that  a  break¬ 
down  would  be  prepared  but  so 
far  this  has  not  lieen  made 
available  to  the  paper. 


Everything  in  Baltimore  revolves  around  The  Sun 

•  ••  that’s  why  Baltimore 
Real  Estate  advertisers  place 
86%  of  their  newspaper 
linage  in  The  Snnpapers! 
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Paper  Sues  to  See  Records 
On  Village  Deal  with  Utility 


Slugs  cast  on  our  Mod«l*'M"oro  so  (ood  wt  only  **Our  ability  to  aat  now  typo  for  ovary  Job  guaran-  Waltar  O.  Poaor,  Prosldont,Poaor  Printing  Company,  Fairhopo,  Alabama 

our  burnlahor  whon  wo  aot  72  pt.  typo  and  pull  toot  a  high  quality  product.** 

rtpro  proofs  for  offaot.'* 


18  years  ago  —  soon  after  Walter  Poser  established  Poser 
Printing  Company  “on  a  positive  approach  and  some  old 
equipment’’  in  one-half  of  a  two  car  garage  in  Fairhope,  Ala¬ 
bama — he  bought  his  first  Ludlow,  a  cabinet  and  nine  fonts 
of  type. 

About  his  Ludlow,  Mr.  Poser  says,  “I  was  confident  my  wife 
and  seven  year  old  son  could  set  type  on  this  equipment, 
and  if  I  could  spend  the  time  selling  that  I  was  spending 
picking  and  distributing  type,  I  knew  we  could  succeed. 

Today,  Poser  Printing  Company,  which  recently  moved  into 
a  new,  specially  built  plant,  employs  fifty-eight  people  and 
is  one  of  the  South’s  leading  specialty  printers  with  a  widely 
known  reputation  for  quality  and  service. 

“PAID  FOR  ITSELF  FROM  THE  FIRST  DAY  ' 

From  the  day  his  first  Ludlow  was  installed,  Mr.  Poser  says, 
“Our  Ludlow  typesetting  equipment  never  cost  us  a  dime. 
The  time  saved  over  antiquated  methods  more  than  offset 
the  monthly  payments.” 

“Also,  the  fact  that  we  could  set  new  type  every  time — or 


for  every  job — use  it  once  and  drop  it  back  into  the  melting 
pot  made  it  possible  to  produce  a  quality  product.” 

INSTALL  NEW  MODEL  “M” 

Recently  Poser  Printing  Company  purchased  a  new  Ludlow 
Model  “M”  which,  combined  with  a  linotype  and  the  147 
fonts  of  Ludlow  mats  the  company  has  acquired  through 
the  years,  provides  all  the  type  necessary  to  serve  thousands 
of  printers  and  stationery  store  customers.  Mr.  Poser  says, 
“This  business  has  been  built  by  our  customers  telling 
others  of  our  service  and  workmanship.  Ludlow  has  certainly 
played  an  important  part  in  the  growth  and  success  of  what 
looked  like  a  pipe  dream  back  in  1949.” 

With  Ludlow's  Package  Plan  you  can  put  a  complete  new 
Ludlow  system  in  your  plant  for  less  than  $500  down  and 
$40  a  week.  You  get  a  new  Ludlow  Model  “M”,  a  20  case 
matrix  cabinet,  7  composing  sticks,  a  cleaning  kit,  acces¬ 
sories  and  9  type  fonts.. .  with  installation  and  training  of 
your  personnel. 

Send  the  coupon  below  for  complete  information  about  the 
new  Ludlow  Model  "M"...  the  Package  Plan. ..and  how  tax 
savings  can  help  you  install  a  new  Ludlow  this  year. 


Send  the  coupon  for  complete  information  about  the  new  Ludlow  Model  "M' 


LUDLOW 


Ludlow  Typograph  Company 

2032  Clybourn  Avenue 
Chicago,  Illinois  60614 


Title  . 


Company 
Address  _ 
City  - 


Politics  His  Specialty 


Ted  Knap,  right,  at  Jackson  Hole,  Wyo.,  with  Gov.  John  A.  Love  of  Colorado,  left,  and  Gov.  James  Rhodes  of  Ohio. 


Ted  Knap,  47,  will  probably  log  more  miles  in  1968  in 
pursuit  of  his  specialty  —  politics  —  than  any  other 
Scripps-Howard  writer. 

Ted  is  chief  political  writer  in  Scripps-Howard's 
Washington  bureau-yet  that  title  only  partially  covers 
the  wide  range  of  national  affairs  he  reports  for  our 
readers. 

As  political  writer,  he  covered  this  summer  the 
National  Republican  Governors’  Conference  at  Jackson 
Hole,  Wyo.,  and  the  Western  Governors’  Conference  at 
Yellowstone  National  Park.  His  next  major  assignment: 
The  National  Governors’  Conference  aboard  the  S.  S. 
Independence  off  the  Virgin  Islands,  October  16-24. 

Early  next  year,  beginning  in  New  Hampshire,  he 


will  hit  the  Presidential  primary  trail.  For  10  months - 
climaxing  with  the  general  election  in  November  — he 
will  enjoy  few  idle  moments. 

Ted  also  is  one  of  the  “regulars”  covering  the  White 
House  and  President  Johnson,  and  he  reports,  as  occa¬ 
sion  demands,  on  the  actions  of  Congress. 

This  year  the  “big  story”  has  taken  him  to  Glassboro, 
New  Jersey,  for  the  Johnson-Kosygin  meetings,  and  to 
Newark  for  the  riots. 

A  native  of  Milwaukee  and  a  Marquette  University 
journalism  graduate,  Ted  joined  Scripps-Howard  In 
Indianapolis  in  1950.  He  served  variously  as  rewrite, 
assistant  city  editor,  statehouse  reporter,  city  editor, 
and  political  writer  before  going  to  Washington  in  1963. 


SCRIPPS-HOWARD  NEWSPAPERS 


ALBUQUERQUE  TRIBUNE  •  BIRMINGHAM  POST-HERALD  •  CINCINNATI  POST  &  TIMES  STAR  •  WASHINGTON  DAILY  NEWS  •  PITTSBURGH  PRESS 
EL  PASO  HERALD-POST  •  EVANSVILLE  PRESS  •  MEMPHIS  COMMERCIAL  APPEAL  •  CLEVELAND  PRESS  •  COLUMBUS  CITIZEN-JOURNAL 


DENVER  ROCKY  MOUNTAIN  NEWS  •  KNOXVILLE  NEWS-SENTINEL  •  MEMPHIS  PRESS-SCIMITAR  •  KENTUCKY  POST  &  TIMES  STAR 
HOLLYWOOD  (FLA.)  SUN.-TAHLER  •  THE  STUART  (FLA.)  NEWS  •  FORT  WORTH  PRESS 
General  Adv.  Oept....200  Park  Ave.,  New  York  City— Chicago  San  Francisco  Los  Angeles  Detroit  Cincinnati  Philadelphia  Dallas  Atlanta 
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